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Quaker Tests 
Quota Diet Food 
in Three Markets 


Stockholders Told of 
Slight Decline in Sales, 
With Gain in Earnings 
CuiIcaco, Sept. 14—Quaker Oats 


Co. disclosed at a_ stockholders , 


meeting today that it will intro- 
duce Quota, a new low-calorie 
powdered meal product for weight 
control, in October in Chicago, Mil- 
waukee and Minneapolis-St. Paul. 
Quota, which is available in 
three flavors—vanilla, chocolate 
and banana—contains protein, cal- 
cium, iron, vitamin A, thiamin, ri- 
boflavin,.niacin and vitamin C. The 
product contains no drugs nor 
bulking agents, Quaker said. 
Quaker will break an ad cam- 
paign for Quota starting Oct. 10 
with page ads in the Chicago Daily 
News, Chicago Tribune, Milwau- 
kee Journal, Minneapolis Star and 
Tribune and the St. Paul Pioneer- 
Press. Tv spots also are scheduled. 
Spreads also will run in five 
medical journals—Bulletin of the 
Hennepin County Medical Society, 
Chicago Medical Society Bulletin, 
Milwaukee Medical Society Times, 
Minnesota Medicine and Wisconsin 
Medical Journal. J. Walter Thomp- 
son Co., Chicago, is the agency. 


= At the same stockholders meet- | 


ing, the company reported record 
earnings of $13,523,132 for the fis- 
cal year which ended June 30—a 
slight gain over 1959 earnings of 
$13,166,850. Sales for the 1959-’60 


year amounted to $321,842,899, | 


down slightly from sales the pre- 
vious year of $322,162,721. # 


Florida Citrus 


Schedule Faces 


Post-Donna Cuts 


$3,327,000 Program May 
Be Pared When Hurricane 
Report Is Heard Oct. 10 


LAKELAND, Fia., Sept. 14—The 
Florida Citrus Commission, «ill 
trying to assess the crop iss 
caused by last weekend’s hurvi- 
cane, today approved in princ) le 
a $3,327,000 advertising progr.m, 
which it was agreed will have to 
be trimmed somewhat before it 
goes into effect Nov. 1. : 

The program, presented by Ben- 
ton & Bowles, is for the period 
from Nov. 1 to June 30. It is the 
major part of the $4,000,000-;Jus 
schedule planned for the fiscal 
year which began July 1. Approxi- 
mately $700,000 previously had 
been committed for the summer 
processed products campaign, 
which began July 1 and ends Oct. 
31. 

Since advertising funds of ‘he 
citrus commission come from a 
per-box tax on oranges, gravc- 
fruit, tangerines and tange os 

(Continued on Page 10) 
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New dele way to stp eating too much! ‘There Is a Balancing Factor,’ Says P&4G Head... 


Ads Merely Offset Pressures of 
Politics for Public Goods: Morgens 
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launch a campaign for Quota, its 

new weight control product, on 

Oct. 10 with ads like this one in 

dailies in Chicago, Minneapolis-St. 
Paul and Milwaukee. 


Nation Has Resources 
to Support Both Public, 
Private Fields, NICB Told 


New York, Sept. 16—Howard 
Morgens, president of Procter & 
Gamble Co., said last night that 
the people of this country get “just 
about what they want,” and he de- 
scribed as “essentially a backward 
philosophy” the thesis that the pri- 
vate sector of the eccnomy must be 
curbed to expand public areas such 
as education and housing. 

Delivering the keynote address 
at the eighth annual marketing 
conference of the National Indus- 
trial Conference Board, Mr. Mor- 
gens defended advertising’s role in 


Pigs in Big 


Backdrop for Debut of 
‘61s, Plus Market Study 


By Lawrence E. Doherty 


Fora, Iuu., Sept. 16—Bill Gate- 
|wood’s wheat field is a popular 
|place these days, with most of 
|Flora’s residents driving by it at 
j}one time or another to examine 
| the “crop.” 

In place of the now-harvested 
wheat stand row after row of 
white 1961 Fords, Falcons and 
Thunderbirds, plus about 200 
trucks—most of these painted blue. 

On Saturday, Sept. 24, almost 
every one of Flora’s 1,500 car and 
truck owners will go to the Gate- 
wood farm, just outside of town, 
to pick up a new Ford vehicle and 
test drive it for six days, as Flora 
becomes “Ford Town, U.S.A.” 
(AA, May 16). 

This is how the Ford division of 
Ford Motor Co. will introduce its 
1961 line to the press. On Sunday, 
Sept. 25, about 150 press repre- 
sentatives will descend on this 
small midwestern city (Pop.: 
about 6,000) to report on the new 
models. They will also be able to 
report early reaction to the cars 
by Flora drivers. 


s In addition to providing a 
unique setting for the press in- 
troduction of its 1961 models, Ford 
figures that the event will provide 
a massive pre-introduction test, 
showing how Ford dealers are 
equipped to meet the full trans- 
portation needs of an entire com- 
| munity. 
By now, most of the work on the 
|massive project (which one com- 
petitor predicted flatly “couldn’t 
be done’) is completed or near 
completion. The stream of auto 
earrier trucks into town, which 
| reached 40 per day at its peak, has 
| eased off. 

A string of 11 Pullman cars is 
being sent in to accommodate press 
‘and other visitors, in addition to 


Flora Folk Are Guinea 


Ford Test 


two local motels which Ford has 
taken over for the week. A hall 
and caterers are ready to feed the 
press corps. And at a special Inter- 
national Business Machines center, 
the RAMAC 305 computer is be- 
ing primed to spew forth myriad 
facts about Flora to inquiring 
newspaper men. 


# Planning for this unusual event 
began last April. Ford was seek- 


U. S. 
Tom Tierney, of the division 


(Continued on Page 139) 


ing a town approximately the size to break with “a tone of apology” 
of Flora, and preliminary census | and defensiveness currently evi- 
\figures indicated Flora would be | dent among advertising people, 
‘near the population center of the conceded that advertising encour- 


public relations staff, who first | to 
proposed the idea of equipping an| ments on materialism argue that 
entire town with Ford vehicles, was | 


a free enterprise system—there is | 
a “great deal of nonsense” circu- | 
lating about advertising today, he | 
said—and replied to those critics | 
who have contended thai advertis- 
ing diverts the nation’s resources 
to commercial products and serv- 
ices, with a resultant neglect of 
the public sector. 

“T am not one to sneer at the 
proponents of the argument,” Mr. 
Morgens said, “for they are doing 
a service in directing attention to 
one aspect of our economic life 


Public Discretion 
in Buying Aids 
Economy: Harper 


New York, Sept. 15—Advertis- 
ing has “a built-in principle of 
ethical self-discipline,” it “serves a 
valid economic role” and the “con- 
duct and standards of its practi- 
tioners compare well with those of 
any other group of its size in our 
society.” 

As a result, added Marion Har- 
per Jr., head of McCann-Erickson, 
in a speech here before the Society 
of Magazine Writers, “I have a 
pride in advertising as an emerging 
profession.”’ 

Mr. Harper, who said he wished 


ages and reflects a “rising mat- 
erialism.” 
“But it seems to me most com- 


the spiritual or cultural aspects of 
(Continued on Page 12) 
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Last Minute News Flashes 


Stewart Named President, Lewis Chairman of K&E 


NEw York, Sept. 16—Kenyon & Eckhardt will announce on Monday 
the election of David C. Stewart as president and chief executive offi- 
cer of the agen7. He succeeds William B. Lewis, president since 1951, 
airman of the board. Edwin Cox, formerly board chair- 

amed chairman of the executive committee. With K&E 
World War II, Mr. Stewart rose through the adminis~- 
vanring to secretary in 1947, treasurer in 1952, senior 
»xec vp in 1958. K&E billed $95,000,000 last year, but 
d two major account losses in Radio Corp. of America 


amg Joins ]. B. Williams as VP 

ept. 16—George Abrams, formerly president of the 

- division of Warner-Lambert, a post he resigned last 

*. 15), has joined J. B. Williams Co. as vp, corporate 
.norting directly to the president, effective Oct. 1. The 
vated, Also, Edward Kletter, Williams advertising di- 
4 the duties of head of Parkson Advertising, Williams’ 
the place left vacant last July by Ted Bergmann, who 
advertising vp, a post which Mr. Abrams held before 


orcs Spins to Kastor, Hilton 

»t. 14—Roulette Records has appointed Kastor, Hilton, 
i & Ajherton to handle advertising and public relations. | 
omsumer advertising, Roulette expects to spend $500» | 
‘ear. October advertising will be “particularly heavy” | 
vazinas. Mitchell Morrison Co. is the previous agency. | nal changes going on within Doner, 
4dditional News Flashes on Page 131) 
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that requires a lot of thought. 
“All of us are vitally concerned 
about schools, highways and the 
problems of urban blight. I person- 
ally have spent a considerable por- 
tion of my time on such matters 
for years. I have read the develop- 
ment of this argument sympathet- 
ically; I have thought a great deal 


(Continued on Page 132) 


Kintner Hits ‘Boob Catchers’ 

MINNEAPOLIS, Sept. 15—Federal 
Trade Commission Chairman Ear] 
Kintner, who earlier in the week 
said that no bureaucrat or profes- 
sor or even popularly elected offi- 
cial can have “sufficient wisdom or 
moral warrant” to make choices for 
others (see story on Page 20), 
stressing the same theme sounded 
by Messrs. Morgens and Harper 
and by General Foods’ Charles G. 
Mortimer (see story on Page 86), 
today told the Minneapolis adclub 
that the advertiser must have re- 
spect for his audience. 

“The seller who seeks only to 
catch a boob, milk him dry and 
cast him aside can expect to op- 
erate only on a fly-by-night ba- 
sis,” Mr. Kintner said. + 


Timex Considers 
Agency Switch; 


Doner VP Leaves 


Y&R, DDB, Compton, 
Warwick & Legler Try 
for $3,500,000 Account 


New York, Sept. 15—Who will 
get the Timex account? This was 
the $3,500,000-plus question this 
week as Robert E. Mohr, vp and 
director of sales for U.S. Time 
Corp., said the future assignment 
of the account, which has been 
held by W. B. Doner & Co. and its 
predecessor agencies since 1953, 
was “under serious consideration.” 

Mr. Mohr said U. S. Time may - 
decide in four or five weeks—or 
by the end of the year at least— 
whether to stay wth Doner or to 
move to a larger agency. 

U. S. Time, he said, has already 
talked with Young & Rubicam, 
which handles the United King- 
dom branch of Timex, and with 
Doyle Dane Bernbach, Warwick & 
Legler and Compton Advertising. 
Another meeting is scheduled with 
Y&R next week and the company 
expects to see other agencies. 


s Mr. Mohr said U. S. Time started 
looking for another agency be- 
cause the company has grown so 
rapidly that it now feels the need 
for the kind of merchandising and 
marketing services that can be 
provided only by a bigger agency. 

The Timex executive also point- 
ed out that there were some inter- 


although he added that Sylvan 
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Taplinger’s exit as vp in charge of 
radio and tv at Doner had “noth- 
ing to do with our interest in 
other agencies.” 


s At mid-week, Mr. Taplinger, 
who has been paid a salary plus 
1% of the radio-tv billings of Ti- 
mex, and was considered a key 
man on the account, announced his 
resignation from the agency. He 
told ApvertTistnc AcE that he left 
following a disagreement over pol- 
icy matters. 

He said he thought the agency 
was beginning to follow rather 
than lead the account; that the 
“White Papers” public affairs buy 
on NBC might not be as effective 
for Timex as purely entertainment 
programming; and that he didn’t 
see much of a future for himself 
with his career hingeing on one 
account that showed signs of be- 
ing precarious. 

Named to replace Mr. Taplinger 
as tv-radio head at Doner was John 
Bates, formerly vp and tv director 
of Lambert & Feasley. Sidney Gar- 
field, president of W. B. Doner & 
Co., told AA there had been an 
understanding that there would be 
a simple release stating that Mr. 
Taplinger had resigned, but that 
Mr. Taplinger had made a big 
story out of it. Mr. Garfield said 
Mr. Taplinger really was dis- 
charged and that he had been per- 
mitted to say he resigned as a 
normal courtesy. He said the Tap- 
linger matter had nothing to do 
with the status of the Timex ac- 
count, that all the agency had 
participated in determining the 
Timex strategy and that it was 
an absolute absurdity for Mr. Tap- 
linger to take the credit for the 
Timex tv strategy. 


s Most of U. S. Time’s ad money 
goes into tv spectaculars. The com- 
pany has succeeded in latching 
on to a number of high-rating 
shows; the John Cameron Swayze- 
emceed torture tests for the prod- 
ucts have made the commercials 
stand out almost as much as the 
entertainment. 

At week’s end Mr. Mohr had a 
list of 14 specials on his desk for 
the 1960-’61 season. Eight of these 
have already been announced. The 
season gets under way Oct. 21 with 
an NBC telecast of a Danish cir- 
cus with Paul Winchell as emcee. 
A London circus, network to be 
selected later, also is scheduled. 

Two Red Skelton hour ‘specials 
—a departure from the usual kind 
of Skelton show, the comedian 
promises—are set for CBS. Last 
week (Sept. 12) in its specials 
chart for the 1960-’61 season, AA 
erroneously credited these specials 
to Grey Advertising; they were 
booked through W. B. Doner & Co. 

Latest addition to the Timex 
lineup is the new NBC “White 
Paper” series, which will bow 
Nov. 29 with a program covering 
the U-2 incident. Timex will pre- 
sent half of each of these six one- 
hour specials. 

Mr. Mohr said negotiations are 
now in progress for the other four 
specials. Deals have not yet been 
set on the price for the talent or 
for the specific network periods. + 


JAMES J. DUNN, formerly western 

sales manager, has been named 

national advertising sales manager 

of Life. He succeeds Charles Han- 
son, who died last year. 


ABC May Provide 
Twin Forms for 
Free Copy Info 


Publisher’s Aim in 
Using Free Circulation 
Would Be Criterion 


New York, Sept. 15—A solution 
is “in sight” in the long-term has- 
sle over the inclusion of unpaid 
distribution in Audit Bureau of 
Circulations’ publishers’ state- 
|ments and audit reports for busi- 
ness publications. 

This was the opinion, expressed 
in an interview with ADVERTISING 
AGE yesterday, by the two business 
paper directors on the ABC board, 
Thomas B. Haire, of Haire Pub- 
lishing, and William D. Littleford, 
of Billboard Publishing. Mr. Haire 
is chairman of the ABC’s business 
paper marketing services commit- 
tee. 

The interview grew out of last 
week’s ABC announcement that 
jthe board had killed a rule which 
would have eliminated all refer- 
ence to unpaid distribution from 
publishers’ statements and audit 
reports (AA, Sept. 12). 

Mr. Haire and Mr. Littleford in- 
dicated that the new “possible 
| solution” came in a proposal which 
was unanimously approved by the 
ABC board last week, but which 
has not been made public officially 
by that organization. 


s The proposal—which conceiv- 
ably could become ABC law in a 
matter of months—involved two 
audit statements. One—on a blue 
form essentially the same as is 
now used—would be available to 
business paper publishers using 
free distribution solely as a means 
of increasing their paid lists. This 
statement would report only the 
quantity of their free distribution. 

The second statement—which 
would appear on a_ differently 
colored form—would be available 
to publishers using free distribu- 
tion to supplement the coverage 
provided by the paid portions of 
their circulation. This statement 
would give breakdowns of the un- 
paid, such as occupational and 
geographic classifications. 

This two-headed proposal, ac- 
cording to Mr. Haire, stemmed 
from ABC’s belief that space buy- 
ers should have full information 
on all distribution, and also from 

(Continued on Page 132) 
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MARVELEAD—Joseph Dixon Crucible 
Co., Jersey City, will run ads in 
magazines this fall to introduce its 
“virtually unbreakable” Marve- 
lead, which the company claims is 
“as nearly a perfect lead as can be 
achieved.” Hicks & Greist, New 
York, is the agency. 


Ronson Sets Drive 


in Print, Outdoor 


New York, Sept. 15—Ronson 
Corp. plans to use magazines, 30- 
sheet posters and Sunday supple- 
ments to push its new line of light- 
ers, accessories and appliances. 

Among the magazines will be 
Esquire, which will carry a three- 
page cover gatefold in color in its 


A two-page version of the ad will 
appear in Sports Illustrated and 
The New Yorker. 

Ronson also will use Coronet, 
Good Housekeeping, Hairdo, 
Holiday, House Beautiful, Ladies’ 
Home Journal, Look, McCall’s, 
Seventeen, New York Times Mag- 
azine, The Saturday Evening Post, 
True, TV Guide and Vogue. The 
supplements will be Family Week- 
ly, First Three Markets Group, 
Parade and This Week Magazine. 
The 30-sheet posters will appear 


vember. 
Norman, Craig & Kummel placed 
the advertising. + 


Sealy Launches Fall Push 

Sealy Inc., Chicago, launched its 
fall advertising campaign with a 
four-color page ad in the Sept. 5 
issue of Life for its Quilted With 
Foam mattress and matching box 
spring with special features. The 
fall push is designed to stimulate 
public interest in purchasing bet- 
ter bedding. 


in 103 markets beginning in No- | 
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National City Trus 


t Push Is Departure 


From Usual Banking Advertisement 


New York, Sept. 14—The trust 
| division of the First National City 
‘Bank of New York will break a 
full-scale ad campaign running 
\“well into six figures” and geared 
| to go on for years on Sept. 26. 

Aimed at the well-to-do execu- 
tives who are likely to be lounging 
/around the sunny resorts of the 
| world, the campaign is a major 
|departure from the usual run of 
bank advertising, it is said. 

At stake are millions invested 
throughout the world. According 
to Wray Kennedy, vp and super- 
visor of the account for Mogul 
Williams & Saylor, the agency, 
“The ramifications are far more 
critical than the advertising of a 
toothpaste.” 

He added that few trust com- 
panies in the U.S. can sustain a 
campaign like this. The branching 
out into a full-scale campaign of 
this kind, he said, is something for 
the ad business to keep an eye on. 


= National City’s campaign will 
kick off in U.S. News & World 
Report with a full-color bleed ad 
showing a picturesque scene in 
Caracas, Venezuela. The Caracas 
ad will also run in Holiday and 
Business Week. 

The second ad, showing a scene 


December issue for the new Vara-/|__ 
flame and other Ronson lighters. | 


| 


Market Signals 


} 


The First National City Bank of New York 
Teme Givtain, 90 Wall Me Siow Tork A 


for Oct. 3 in The New Yorker, Oct. 
31 in U.S. News and Oct. 16 in the 
|New York Times Magazine. It will 
‘also appear in Holiday. 

Future ads will 
Juan, Puerto Rico; Mexico City; 
London; Paris; Ildewild Airport; 
and Frankfurt, Germany. 

These magazine ads will be 


David R. Fenwick, vp of Grant Advertis- 
ing, files suit for $2,800,000 in Los An- 
geles superior court against Bank of 
America, charging the bank’s charge 
account plan using BanKamericard is 
based upon and patterned after a plan 
he first proposed to them in 1952. Page 4 


Earl W. Kintner, chairman of the Federal 
Trade Commission, says advertising is 
capable of putting its own house in or- 
der—without any need for more and 
more government regulation. ...Page 20 


Gerdon Broadcasting Co. files a $1,328,- 

000 lawsuit charging “malicious intent 
| to injure” and “‘deception of the public” 
against McLendon Pacific Corp. ..Page 26 


Sun Chemical Corp. purchases Artistic 
| Mfg. Co. and Dyna-Foam Corp. and 
| forms a new group to produce packag- 
| ing materials, laminated and foam ther- 
| lastic “product Page 28 
Advertising Research Foundation report 
shows that seven out of eight homes in 
this country were equipped with at least 
one television set in May, 1960 ....Page 34 


| All private tv stations linked with Canadi- 
an Broadcasting Corp. networks have 
been declared “forbidden territory” for 
private interests now planning a sec- 
ond tv network 40 


Fifty independent newsstand wholesalers 
organize National Independent Sales Co. 
to handle subscription sales for maga- 
zines and periodicals Page 42 


The Post Office Department's legal staff 
studies contest rules in an effort to get 


assurance that ‘chance’ isn’t a big 
factor in the selection of winners Page 44 


Broadcast Time Sales survey reveals that 
the time buying profession needs up- 
grading. Page 66 


Standard Oil Co. (Indiana) and D’Arcy 
Advertising Co. collaborate in the prep- 
aration of the company’s over-all mar- 
keting platform, via task groups com- 
posed of representatives of six Standard 
Oil departments and D’Arecy. ........ Page 74 


Aere-Master Inc.’s direct mail advertising 
pinpointed on a “free trial offer’ pro- 
duces sales that run consistently better 
than 85% of total trials, even though the 
merchandise carries a minimum initial 
cost of $132.50 and is offered tod an in- 
Gusteiel marizet. ..............cccccssnses Page 90 


American Assn. of Advertising Agencies 
booklets give some broad basics on the 
handling of spot radio and spot tele- 
vision. Page 94 


TV-Q, division of Home Testing Institute, 
adds new service for rating of tv per- 
sonalities popularity. .......................Page 98 


Calvert Distillers fall advertising campaign 


Federal Trade Commission charges Glam- 
orene Inc., Sissel Inc., and Glamour 
Products with false advertising Page 108 


Westinghouse Electric Corp. Atlantic Re- 
gidn, Westinghouse distributor, sched- 
ules a $250,000 fall ad program in the 
Philadelphia area for its tv and stereo- 


centers around a $1,000,000 insurance | 
policy with Lloyd’s of London Page 100 


Highlights of This Week's Issue 


hi-fi products using newspapers, tv, ra- 
dio, outdoor and TV Guide. ........ Page 130 


Mart study indicates appliance dealers 
may experience near-record unit sales 
this year, but dollar sales volume prob- 
ably won’t reach the level attained in 
1959. Page 137 


in Kingston, Jamaica, is scheduled 


feature San | 


backed by local newspaper ads. 


s Although specifically a trust 
division campaign, the ads will 
run under the logotype of the 
over-all organization, whose assets 
on March 31 were reported at al- 
most $8 billion. The trust division 
assets are put at $155,000,000. 
Several of the ads will be tied in 
with the opening of new branches 
in various foreign countries. The 
bank has about 90 branches in 
greater New York and about 90 in 
the rest of the world, and boasts 
of having survived the revolutions 
in Argentina and Venezuela. Pre- 
sently, it is also holding on in 
(Continued on Page 12) 


Merger of Bates, 


Spitzer & Mills 
Is Set for Sept. 21 


Acquisition of Canadian 
Shop Hikes Bates Billings 
to $150,000,000 Level 


TorRONTO, Sept. 16—Ted Bates & 
|Co., New York agency that last 
year billed $120,000,000, and Spitz- 
er & Mills, a Canadian shop that 
billed $6,000,000 in 1959, will sign 
a merger agreement next Wednes- 
day afternoon, Sept. 21. The new 
agency will be known to Canadi- 
ans as Spitzer, Mills & Bates Ltd. 

Announcement of the merger 
lconfirmed rumors dating back 
three months (AA, June 6). Only 
last week, neither agency would 
confirm the merger move when 
|Sunkist Growers moved its ac- 
count out of Spitzer & Mills, ap- 
| parently because of a looming con- 
| flict with Minute Maid, a long- 
| time Bates account (AA, Sept. 12). 
In July last year, the Bates 
gency acquired John Hobson & 


| a 


G. F. Mills 


T. L. Bates 


Partners, London. The English shop 
—which had reported its billings 
at the $7,000,000 level—now oper- 
ates as Hobson, Bates & Partners. 


= Spitzer, Mills & Bates will con- 
tinue as a Canadian company, 
“and Canadians will continue to 


FIGURES TO FILE 


Consumer Magazine Lin- 


tising, 1952-1959 ............ 
Nielsen Network TV .... 
Videodex Network TV .... 
Network Tv Gross Time 
Billings 


run the business.” There will be a 
mutual exchange of stock, in 
which the principals of Spitzer & 


REGULAR FEATURES 


Advertising Market Place 
Along Media Path 
Biz Quiz 
Cc i t 4 Conv 

Consumer Magazine Linage 
Creative Man’s Corner 
Editerials 
Employe C 
Getting Personal 


| Information for Advertisers ................... 68 
| Learning from Retail Ads ........................ 122 
SION: eanesinssiccentiaiinntiinnces 12, 84, 104, 138 
On the Merchandising Front .................. 116 
| Photographic Review ...................:c.00- 92 


Rough Proofs 

| This Week in Washington 
| Voice of the Advertiser .... 
| What They're Saying 


raat ae 


J. W. Spitzer W. H. Reid 


Mills and of Bates become stock- 
holders in each other. 

G. F. Mills, chairman of Spitzer 
& Mills, will continue as chair- 
man and director of Spitzer, Mills 
& Bates. J. W. Spitzer will con- 

(Continued on Page 44) 
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‘PLEASE DONT STEAL MY WINKING EYE” 
14s / 


EYE CATCHER—Youngsters have been stealing the winking eye on 
Post’s outdoor advertisements; here is one bearing a plea that the 
eye be left intact. 


Vandals Snitch 
Outdoor Gimmick 
Quick as a Wink 


NEw York, Sept. 14—When the 
Post cereals division of General 
Foods Corp., White Plains, intro- 
duced its winking-eye outdoor 
campaign (AA, June 27), it did 
not imagine that it would have to 
set up an eye bank as well. 

But up and down the country, 
the advertisements featuring tv 
personalities Danny Thomas, Ann 
Sothern and Betty Hutton wink- 
ing to one and all, have been hav- 
ing a great deal of eye trouble. 

Hundreds of youngsters have 
been stealing the eye devices— 
without batting an eyelid them- 
selves—and installing them on 
their clubhouse doors, or posting 
them up on street poles. 

Some kids have even taken pot 
shots at the eyes with their shot- 
guns. And there are reports from 
the Middle West of winking eyes 
adorning rear windows of local 
hot-rods. 


= The upshot has been that re- 
placements are being called for by 
the hundreds—and the eye-catch- 
ing disease was so prevalent that 
Benton & Bowles, Post’s agency, 
has been plastering the outdoor ads 
with giant strips reading, “Please 
don’t steal my winking eye.” 

Each eye measures 1%’ square 
and is attached to the ad by spe- 
cial adhesive or by screws. The 
youngsters either pry off the ad- 
hesive with long poles, or climb 
up and saw off the eye. 

The winking-eye technique, cre- 
ated and manufactured by Picto- 
rial Productions, Mount Vernon, 
N. Y., whose president, Victor An- 
derson, is the inventor, is called 
the Vari-Vue process. 

According to the agency, a mul- 
tiplicity of images contained in 
the unit are “activated” by the 
viewer as he passes by the poster. 
From two to 12 images are pre- 
pared, either as artwork or via 
photographs. These images are 
combined to make a printing plate 
which contains the entire cycle of 
the animation in one impression. 


When the scrambled images are | 


placed behind a plastic sheet made 
up of many linear lenses, the pass- 
er-by sees one image at a time, 
getting the impression that the 
eye is winking. 


s Now Post and the agency are 
wondering whether they have 
found the way to stop the eye 
snatchers—or whether the plea to | 
“Please don’t steal my winking 
eye” is going to give more young- 
sters ideas. 

Keeping an eye on this cam- 
paign has become quite a handful. 


Smiler Elected VP 


Modern Medicine Publications, 


Minneapolis, has appointed Bernard 


| Opinion Researchers 
Get Well Fed as 
Well as Fed Up 


CAMDEN, N.J., Sept. 14—Lo, the 
poor, often-maligned opinion re- 
searcher: Besides the plaint of un- 
asked consumers that “nobody ever 
asks me,” he has to contend with 
biting dogs and often sits in as 
Solomon to family problems. 

This bit of information is re- 
ported by Campbell Soup Co., 
which states that in a 12-month 
period just ended, it has posed 
about 1,000,000 questions to 94,000 
individuals all over the U. S. to 
find out what people are eating and 
what they would like to eat. But 
it’s not easy. 


# Some talky consumers take 90 
minutes to give their opinions, 
but “not everything always goes 
smoothly,” according to James F. 
Merriman, Campbell manager of 
marketing research. “Our research- 
ers occasionally have been bitten 
by dogs, asked to settle family 
problems, urged to sample numer- 
ous favorite recipes and even to 
baby sit. Usually, the researchers 
oblige when they can. 


searcher can have a ‘taste’ . 


‘tastes’ a day really mount up.” 


are generally designed to tell the 
company four things: 


contemplated products, 
people think of products being 
market-tested, and (4) how people 
compare Campbell products with 
those of competitors. 

In making a comparative eval- 
uation, Mr. Merriman said, unla- 
beled samples of various products 
are given to individual homemak- 
ers with the request that they serve 
the coded samples to their fami- 
lies under identical conditions. Re- 
searchers then return to question 
each member of the families. 

Information obtained assists the 
company to achieve new excel- 
lence, keep abreast of consumer 
needs, and help the housewife 
build better meals, he said. + 


"BH&G’ Idea Center Program 
Reaches 1,000 Dealer Mark 
Better Homes & Gardens, which 
launched a new BH&G Idea Cen- 
|ter program in June (AA, June 
|20), has announced that it has 
lreached its initial goal of 1,000 
|dealers in the first three months 
of the continuing merchandising 
program. Under terms of the pro- 
gram, the dealer agrees to “feature 
and promote BH&G advertised 
brands” and the “Idea Center four 
times a year in his regular promo- 
tion.” Set up on the building ma- 
terial dealer’s premises, the BH&G 
Idea Center is a compact “brows- 


A. Smiler a Mr. Smiler, who| ing room” display unit. 
: te Cost of the program to dealers| BBDO also directs advertising for tion of the sponsors will be made rights to telecast the 13-game reg- 
New York sales office, joined the | already signed is $149.50. Effective |CKAC, Montreal, French radio sta- | 


will continue to headquarter in the | 


company in 1933. 


Sept. 15, the: price is $179.50. 


Back in NetTV... 
Esquire Drive 
to Push Its New 
No-Odor Polish 


New York, Sept. 13—Things 
are cooking in the shoe polish field 
—but there’s no smell to go with 
it. Sept. 26 will see Knomark Inc., 
maker of the Esquire line, kick off 
a massive ad campaign featuring 
a no-odor boot polish. An esti- 
mated $2,000,000 will be invested 
in this campaign. 

The new product, developed by 
Knomark, a wholly-owned subsid- 
iary of Revlon Inc., will be the 
company’s major weapon to meet 
the potent competition of the lat- 


Coming Back Strong 

New York, Sept. 15—Television 
debut for Esquire’s no-odor shoe 
polish will be a double-barrel net- 
work affair. The company will get 
what its agency, Mogul Williams 
& Saylor, calls a terrific bonus on 
the Person to Person (CBS-TV) 
show at 8 p.m., when Democratic 
Presidential candidate, Sen. John 
Kennedy, will be interviewed. An 
hour and a half later, Esquire will 
be sponsor of “Witness,” also on 
CBS-TV. # 


est challenger in the field, S. C. 
Johnson & Son, Racine, Wis. 
Johnson kicked off tests in 
March for a new line of shoe 
polishes, and subsequently went 
national. Until the Johnson chal- 


“In the housewife’s enthusiam | 
fer food talk, she sometimes in- | 
sists on fixing up a serving of what | 
she’s talking about so that the re- | 


sometimes large enough for a| 
double-size portion and several | 


= Mr. Merriman said the surveys | 


(1) how it! 
might improve present products, | 
(2) how people might react to} 
(3) what | 


lenge, the shoe potish industry was 
‘No Odor’ 
ESQUIRE BOOT POLISH 


actually ‘Deep-Polishes' 
the leather! 


C/VES THe BRIGHTERT LOmoEST Las 


rime Smimes evER! 


FIRST AND ONLY—Knomark Inc., New 

York, will launch its biggest ad 

campaign with this full-page, two- 
color ad in Life on Sept. 26. 


a relatively placid field, with 
Knomark’s Esquire lines reported- 
ly holding about 45% of sales, 
while the other major competitors 
such as Griffith and Kiwi “no- 
where near that mark.” 

But the entry of Johnson, ac- 
cording to ADVERTISING AGE’s in- 
dustry sources, have caused Kno- 


(Continued on Page 103) 


Poorman, Butler Alters Name 
Poorman, Butler & Associates, 

Muncie, Ind., has changed its name 

to R. J. Poorman & Associates. At 


media director and account exec- 
utive, and John B. Lukens, account 
executive, have been appointed 
vps. John C. Butler resigned as 
exec vp about a year ago to join 
Louis E. Wade Inc., Fort Wayne. 


BBDO Adds Montreal Station 


Batten, Barton, Durstine & Os-| 


the same time, Robert M. Klein, | 


23 Brands Spend Record $151,565,297 ... 


Per Carton 


Cigaret Ad 


Costs Hit 6.6¢ in ‘59 


Cigaret Makers Boost 
Their Ad Spending and 
Register Record Sales 


By Helen Conlin 


Cuicaco, Sept. 15—It was a rec- 
ord year all around in 1959 for to- 
bacco merchants as cigaret sales, 
measured media ad spending and 
the average ad cost per carton 
reached their highest peaks in the 
history of*-ADVERTISING AGE’s an- 
nual copyrighted study of cigaret 
advertising costs. 

Six tobacco comparies offering 
23 cigaret brands spent a record 
$151,565,297 in measured media in 
1959 to move 453 billion cigarets. 
In 1958, 20 brands spent $115,988,- 
128 in measured media and sold 424 
billion cigarets. 

Four new entries helped lift 
over-all spending and sales. They 
were two menthol filters—Al- 
pine (Philip Morris) and Spring 
(P. Lorillard), and two king fil- 


52 Dailies Alter 
Color Rules fo 
Take 4 Roses Ads 


NEw York, Sept. 16—Four Roses 
Distillers, after long negotiations 
with newspaper publishers aimed 


| at reducing minimum size require- | 
| ments for r.o.p. color units from 1,- | 


000 lines to 600 and 800 lines (AA, 


| Aug. 15), said today that 52 of 88 
|newspapers have accepted two- 


color schedules “including 600-line 
minimum units.” 

Of the other 36 newspapers, 
“some refused the campaign, while 


others indicated they have not yet | 
been able to work out the problem | 
of handling less than 1,000-line col- | 


or units.” 


® Schedules of 20 and 27 insertions 


| were offered to the newspapers, | 


with a five-day option for provid- 
ing desired position and to ease the 
problem of handling color, accord- 
ing to Jack Kaduson, vp in charge 
of advertising and sales promotion. 
The newspapers were asked “first, 
to reduce their minimum require- 
ment for two-color ads to 600 lines 
and, second, to re-examine their 
cost figures for the mechanical 
handling of spot color in view of 


the high frequency with which the | 


ads would be placed.” 

Mr. Kaduson and George Leith- 
ner, of Young & Rubicam, the Four 
Roses agency, indicated satisfaction 
with results so far. They said they 
made “clearly evident” the forward 
thinking of newspapers. # 


ters—Life (Brown & Williamson) 
and Duke (Liggett & Myers). 
R. J. Reynolds’ king-size Cavalier 
dropped out of the study this year. 

The cigaret sales figures used 
are taken from Business Week’s 
annual survey. 


= The AA study points up the 
fact that it cost an average of 
$33.45 per million cigarets sold, 
or 6.6¢ per carton, to advertise the 
brands listed in the study. In 1958 
it cost an average of $27.35 per 
million cigarets sold, or 5.4¢ per 
carton, for 20 brands covered in 
that survey. 

Filters took 50% of the market 
in 1959, while non-filter regulars 

(Continued on Page 126) 


Benrus Shifts 
Ad Stress from 
TV into Print 


New York, Sept. 13—Benrus 
Watch Co., primarily a radio-tv 
advertiser for the past 20 years, is 
switching about 60% of its budget 
to print for its fall and Christmas 
campaign. 

B&w and color pages and half 
pages will run in 14 magazines in 


a te 


 BENRUS 


wr jeweler’s, fron $25.60 
Cnconditteonally Guaranteed for 3 Years 


LONG LiVED—Benrus Watch will run 

this full page in October issues of 

magazines as its first major print 
campaign in 20 years. 


~~) 
prescet w oanatantiaals Aly 


October, November and December. 
The magazines are Argosy, Ebony, 
Farm Journal, Field & Stream, 
Good Housekeeping, Ladies’ Home 
Journal, Life, Look, McCall’s, New 
York Times Magazine, Parents’ 
Magazine, Sports Afield, The Sat- 
urday Evening Post and True. 

The Benrus broadcasting effort 
will be the co-sponsorship of ““The 
Wizard of Oz” (CBS-TV) Dec. 11. 
| Grey Advertising Agency han- 
|dles Benrus. + 


Sponsors Huddle as College, Pro 


Gridders Kick Off 


ABC-TV No Longer 
Warms Bench; Brewers 
Top Lineup of Sponsors 


New York, Sept. 13—Football 
| fans who don’t have a yen for beer 
now may change their minds by | 


Broadcast Season 


ABC-TV, which formerly sat on 
the sidelines during much of the 
football season, will take the lead 
|among the networks in covering 
the sport. Last spring, ABC signed 
a five-year contract with the new 
| Professional American Football 
League for exclusive tv coverage 


born, Montreal, has been named tothe end of the gridiron season, as Of its games. The agreement calls 
direct advertising for CFTM-TV, a result of the extensive lineup of for the network to pay the league 
new French tv station in Montreal.| brewers who will be sponsoring) | $125,000 for each of the 17 games 


pes account is estimated to involve | the fall sport throughout the coun- | }each season. 


about $100,000 a year in billings.| 


| tion. 


try. Next to brewers, a heavy por- | 


up of oil, tobacco, razor and auto) 


| companies. 


Earlier this year, NBC lost its 


ular season of the National Colle- 
(Continued on Page 56) 
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Adman Sues, Says 
Bank of America 


Credit Plan Is His 


Fenwick Says He Made 
Presentation of Idea | 
During 1952 and 1953 


Los ANGELES, Sept. 13—A suit for 
$2,800,000 against Bank of Ameri- 
ca has been filed in superior court 
here by David R. Fenwick, an ad-| 
man who charges the bank’s charge | 
account plan using the Bankamer- | 
icard is based upon and patterned | 
after a plan he first proposed to 
them in 1952. 

Mr. Fenwick is a vp of Grant) 
Advertising here, which recently 
merged with Robinson, Fenwick | 


plan was submitted he was with 
Calkins & Holden, which is not a 
party to the suit. 


@ When ADVERTISING AGE called 
Charles Stuart Jr., the bank’s ad 
manager in San Francisco, Mr. 
Stuart said only the bank’s pub- 
lic relations department in Los An- 
geles makes statements to the 
press. 

Reached in Los Angeles, Emer- 
son Johnson issued this statement: 

“There never was any contract, 
to begin with. The plan he says he 


| put together is not the plan we are 


using.” 


s Discussing the suit with ADVER- 
TIsiInc AcE, Mr. Fenwick asserted 
he brought it principally to strike 
a blow in behalf of the creative ef- 


|forts of individuals and agencies, 
| who develop ideas with the expec- 


tation they will be employed if ac- 


| cepted. 


“When you are requested to de- 


He views his suit as going on rec- 
ord to assert for agencies and pro- 
fessional admen the right to their 
ideas and plans, “especially when 
submitted on request. This is not 
ithe same as someone off the 
street.” 

In essence, the suit relates the 


with Bank of America, starting 
back in 1952. At that time, he 
says, a mutual friend brought him 
| together with Henry Buccello, then 
jadvertising director of Bank of 
America. Mr. Fenwick says, “I was 
introduced as a highly qualified 
adman who might be of some as- 
sistance in a contemplated pro- 
gram for the bank’s upcoming 
50th anniversary year.” 


s Mr. Fenwick says he knew the 


cy relationship and was not seek- 
ing to interfere with that, but he 
thought the bank might be inter- 


|history of Mr. Fenwick’s dealings | 
| tailers, 


Advertising Age, September 19, 1960 


an anniversary campaign had been | 
considered but dropped. Then, ac- 
cording to Mr. Fenwick, Mr. Buc- 
cello said, “What we're really 
looking for is an idea to get small 
commercial accounts.” 

Mr. Fenwick says his immediate 
reaction was, “Why don’t you es- 
tablish a credit card plan for re- 
similar to that of the 
Diners’ Club for restaurants?” He 
says he visualized the plan as be- 
ing for small retailers, who do not 
go in for personal charge accounts, 
because of the problems involved, 
and the nature of their business 
which does not lend itself to regu- 


\lar charge accounts, i.e., florists, 


bank had a well-established agen- | 


jat that time 


|ested in employing another agen- | 


& Haynes, in which he was a prin-| velop a plan, and you come up |cy for a special anniversary cam- 
cipal, but he has entered the suit | with one that works, you are en- | paign. 


as an individual. At the time the/| titled to compensation,” he said. | 


Mr. Buccello said the idea of 


take a 
closer look 


Daily: 250,113 less than 
5% duplication 


Sunday: 261,701 — ABC 
3-31-60 
Discounts Up to 24% 
Available 
pie | ; 


Wahoo. 


and Industry. 


in Nebraska six 
It wraps up the 


. . Ogallala . 
you find on a‘map of Nebraska. But no map 
shows the rich complex of Empires such towns 
serve—Empires of Beef, Corn, Wheat, Petroleum 


World-Herald 


. . Broken Bow .. . names 


One medium covers that market. The OMAHA 
WORLD-HERALD goes into 52°; of the homes 


days a week; 55°; on Sunday. 
entire state of Nebraska plus 


10 key counties of Western Iowa into one big, 


profitable market package for you. 


O'MARA & ORMSBEE, INC.,Notiona! Representatives 


New York © Chicago * Dewoit * Los Angeles + San Francisco 
y 
i eee i a) “ee 
‘ : se ae 
pom 4 me “ 


|made that “if and when defendant 
|should thereafter use any program 
‘or system incorporating or based 
|/upon or patterned after any such 


hardware stores. 


s Mr. Fenwick asserts Mr. Buc- 
cello reacted favorably, and that 
he was asked to make a presenta- 
tion of the idea, which he did on 
Dec. 12, 1952. The suit states that | 
“an express oral 
promise and representation” was 


idea or plan . . . defendant would 
employ plaintiff to perform all ad- 
vertising and related services .. .” 

The first plan presented by Mr. 
Fenwick was designated Check- 
Plan charge account. Subsequent- | 
ly, the suit charges, he made two} 
more presentations, on March 11, 
1953, and on June 17, 1953, in 
which the original plan was sub- 
jected to “analysis, revision and 
expansion.” 

The suit also asserts that on re- 
quest, a fourth presentation, sum- 
marizing the first three, was given 
March 11, 1954. At this point, Mr. 
Fenwick re-designated the plan 
as Bank of America Charga-Plan. 


s All the presentations were, 


Mr. Fenwick says, discussed at 


BRAWN ‘N—Lustberg-Nast Co., New 
York, will use color pages like this 
in Sports Illustrated (Oct. 3); New 
York Times Magazine (Oct. 15) 
and Esquire (November), plus a 
smaller unit used in the September 
Playboy. Advertising Associates is 

the agency. 


meetings of the bank’s junior ex- 
ecutive committee, which finally, 
he says, decided ‘the Bank of 
America did not want to get into 
the credit card business. 

Mr. Fenwick says that in 1958 
he became aware that the bank 
had tested the plan it is now us- 
ing, and that he recognized actual 
phrases used in his presentation. 
The plan is now in use through- 
out the state. He says he decided 
on the suit after friends who knew 
he had submitted the plan urged 
him to take action, “as a service 
to the industry, and a method of 
obtaining compensation for his 
idea.” # . 


es 


In the 
Top 20 in 


Total Retail Sales 


General Merchandise Sales 


In category after category, Greensboro stands out among the 
NEW South’s top 25 markets—ahead of Charlotte, Jackson- 
ville, Norfolk-Portsmouth and closely following top markets 
like Louisville and Birmingham. Enter this thriving market 
through the Greensboro News & Record—the only medium 
with dominant coverage in the Greensboro Market and sell- 


ing influence in over half of 


circulation: over 400,000 readers. 


Write on company letterhead for “1959 Major U. S. Markets 


Analysis” Brochure of all 292 


North Carolina. Over 100,000 


Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in.the Top 100 of the Nation 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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This Week in Washington... 


High Court to Decide if FTC Can Get 
Confidential Census Bureau Figures 


By Stanley E. Cohen 
Washington Editer 

WasHIncTon, Sept. 15—The Su- 
preme Court will decide soon 
whether census returns are as 
confidential as the Census Bureau 
thinks they ought to be. 

As part of its increasingly so- | 
phisticated program to measure 
economic trends, the bureau asks 
business for highly confidential 
details about sales. For years it 
has been assuring business men 
that census reports are so secret 
that respondents can even keep 


copies in their own files without | 


fear that they will be turned 
against them for law enforcement 
purposes. 

Now the Federal Trade Com- 


mission is trying to get its hands 
on census forms from the files of a 
Chicago dairy company. FTC has 
been telling the courts that the 
| Census Bureau promised more 
jimmunity than it is authorized to 
give. 


ment split into factions. Census 
people fear their whole fabric of 
relationships with business will be 
torn asunder. Anti-trust lawyers 
see “culprits” escaping “justice” 
for unnecessarily long periods. 
Legal tacticians enjoy the stim- 
ulating debates over the majesty 
of the subpoena power. 


® The Census Bureau says it can’t 
publish significant statistics about 
business developments unless busi- 
ness will supply highly specific 
details about its affairs, and that 
| this can’t be expected if the in- 
| formation gets into the hands of 


'@ In the early stages of the litiga- ‘law enforcement officers. 


tion, the verdict has been against | 


FTC’s trustbusters reply that 


FTC. The court of appeals said,|they have a job to do, too. They 


“The U. S. has given its word and | 


should be permitted to keep it. » | 


| But FTC thinks the integrity of its | 


Supreme Court it contends that no 


find nothing in Census Bureau’s 
basic law to provide immunity for 


| carbons in company files. As they | 


| subpoena power is at stake. In the isee it, 
| 


litigants already have too 
many rights. They feel no obliga- 


|one can stop an FTC subpoena un-|tion to give any that can’t be de- 


l\less he can cite a specific congres- | manded on the basis of law. 
‘sional act to back him up. 


Advertising Age, September 19, 1960 


division of the Department of 
Justice was beaten back when it 
tried to raid the files of the Cen- 
sus Bureau. In the current dispute, 
FTC acknowledges that it can’t 
touch the originals; but it says any 


|document in company files—in- 


cluding the carbons of census re- 
ports—is fair game. 

Before the issue went to court, 
the ethics and legalities were 
thrashed out by government law- 
yers behind closed doors. Com- 
merce Department’s legal staff, 
which represents the Census Bu- 
reau, argued that the companies do 
the government a favor by filling 


|out the form and keeping the car- 


bon. 


s Because it is often necessary to 
check a specific figure with a com- 
pany by long distance phone, Cen- 


| sus Bureau supplies the blank for 


the duplicate and suggests that it 


| be retained in the company file. 
|In the pre-litigation maneuvering, 
| Census even tried to convince FTC 


The controversy has the govern- 8A few years ago the anti-trust that the carbon in the company 


* 
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* lies iggy 


.. it’s as easy and productive as panning in 
Fort Knox! Put your product story before 
the readers of INDUSTRIAL EQUIP- 
MENT NEWS. There are 80,000 of them 

. important, multi-functional executives treat 
from all phases of U. S. industry . . 
more than 40,000 plants representing more 
than 4/5ths of the gross national product! 

With circulation like this — 
circulation built on Thomas Register’s con- 
tinuing census of U. S. business and busi- 
nessmen — you reach all U. S. markets for 


torial material . 


. from 


an exclusive ing problems. 


= 


your products, including the ones you now 
sell and hope to sell in the future. 

And because of the caliber of IEN’s edi- 
. its exciting new cover 
ment — you can bet your last nugget 
thai TEN is turned-to and returned-to by 
its readers in a constant search for products 
that will solve their current and ever-chang- 


You owe it to yourself to get all the facts 


on this exciting, resultful medium—and you 
can: just ask for our latest Media Data File. 


good for selling... because it’s used for buying 
Industrial Equipment News me 


461 Eighth Avenue, New York 1, N. Y. | Thomas Publishing Company 


Affiliated with Thomas Register 


file could almost be regarded as 
government property—lodged with 
the company for the convenience 
of the government. 

FTC isn’t impressed by the Cen- 
sus protests. It notes that even 
income tax forms are subject to 
subpoena. So why the fuss about 
the carbon of a census inquiry? 


@ The difference, according to 
Census, is that income taxes are 
compulsory, while much of the 
data collected on census forms 
can’t be required by law. “FTC’s 
position is cannibalistic,” the Cen- 
sus people complain. “They want 
us to publish statistics; but they 
scare off the people we coax into 
cooperating with us.” 

Census Bureau got support from 
the Bureau of the Budget—an arm 
of the White House. But as an 
independent agency, FTC was not 
bound to respect the Budget Bu- 
reau’s opinion. 

Since 1956, FTC has been en- 
grossed in complicated litigation 
over a series of 131 mergers in- 
volving Beatrice Foods, Chicago. 
By obtaining sales-by-product se- 


crets from the company’s census 
forms, it hoped to show that the 
mergers enabled Beatrice to sub- 
stantially increase its market share 
for a number of important dairy 
products. 


. Casting a cloud over the whole 
/controversy is the lingering ques- 


tion: Is this scrap worth while? 
FTC’s hearings on the Beatrice 
case have been tied up for months, 
waiting for the outcome of the 
litigation over the census forms. 
In considerably less time, FTC 
could have drawn up its own 
questionnaire, and used the same 
subpoena power to obtain infor- 
mation direct from Beatrice. 

Nor are the long-run legal stakes 
anywhere near as high as FTC 
likes to believe. If FTC wins, 
Census Bureau will develop new 
procedures so that companies 
won’t have to keep embarrassing 
information where it can be 
picked up by enforcement officers. 
If that fails, Congress will be 
asked to give the immunity that 
the bureau needs if census work 
is to go ahead without interrup- 
tion. 

Is FTC’s cause so good that it 
must be pursued, despite the em- 
barrassment it causes the Census 
Bureau? Apparently not. The Soli- 
citor General of U.S., who ordin- 
arily speaks for the government 
in the Supreme Court, refused to 
sign his name to the “govern- 
ment’s” appeal brief. + 


‘Legal Restraints & Advertising’ 
Seminar Slated tor October 

“Legal Restraints & Advertis- 
ing,” a one-day seminar designed 
for personnel of agencies, adver- 
tising departments, newspapers, 
magazines and other media, will 
be offered by the University of 
Chicago Downtown Center, Oct. 28. 
Seminar topics will include the 
Federal Trade Commission; false 
and misleading advertising—the 
changing philosophy of the FTC; 
FTC investigation and actions; in- 
dustry rules and conferences; ethi- 
cal advertising; unfair competition; 
fair labeling and branding and 
their relationship to advertising 
and restrictions imposed by news- 
papers and other media. 


World Wide Covered Olympics 
The story and pictures carried 
by ADVERTISING AGE last week on 
the advertising tie-ins at the XVII 
Olympic Games were provided by 
Theodore Trancu, Rome corre- 
spondent for World Wide Infor- 
mation Services Inc., New York. 


WOR Names Mrs. Horn 


Claire Horn, formerly research 
consultant with Westinghouse 


I ee De Rovira Paasd 


| Broadcasting Co., has been named 
|to the new post of sales develop- 
ment manager of WOR and WOR- 
TV, New York. 
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- Up, up, UP! Last year—when Stanley de- 
cided to concentrate its consumer advertis- 
ing in The Saturday Evening Post—sales 
soared 16% to a record $105 million! 

@ Stanley’s first Post ad featured the Elec- 
tric Tool Division’s Sabre Saw. Sales jumped 
80% in just one month! Orders poured in 
from wholesalers and retailers all over Amer- 
ica. Consumers wrote in for “the kind shown 
in the Post.” 

™@ When Stanley’s second Sabre Saw ad 
came out in the Post, sales shot up another 


60%! (Later ads featured products of Stanley 
Tool, Hardware, and Judd Drapery Hard- 
ware Divisions. ) 
™@ By the end of the 1959 campaign in the 
Post, Stanley had reached the highest sales 
point in its history—more than $105 million! 
The big reasons behind this sensational 
sales record? An ad page in the Post is seen 
a total of 30,861,000 times—millions of times 
by people who'll be expanding or remodeling 
in the coming year—by readers who have the 
highest median income in the general-weekly 


READERS TURN AND RETURN TO AN AD PAGE IN THE POST—THE HI-FREQUENCY WEEKLY 


- 
mr nh nner rnin 


field. These people have more money to 
spend ... on your products! 


Need more proof of the Post’s power to 
make goods move? Ask Sylvania. Ask Scott 
Paper. Ask Cluett-Peabody. 


A CURTIS MAGAZINE 


~ The Saturday Evening | 
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_ THE INFLUENTIALS’ MAGAZINE 
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Advertising Age, September 19, 1960 


‘McCall's’ Names Three 
Aaron Daniels, formerly with 
7 Anchor Hocking Glass Corp., has 
Sel) the entire Greate, St. Louis market through been appointed advertising man- 


Sy ee ee 
— 


5 
ei 
; 
- 


+ ——4 ’ : 
‘ ; ; * ager of McCall’s Pattern Fashions, 
the unduplicated circulation of... | succeeding Ava Burroughs Jenkins, 
: |who has resigned. Jerome Brown, | 
" an advertising representative for | 
5 KEY EVENING nN : B Piece Goods Merchandiser since 
. °. + its inception, has been appointed 
NEWSPAPERS... > % its advertising manager. Jonni L. | 
. atch om “a Walker, formerly ad manager of 
e St vo Sal rome | ; mm a > | the magazine, has been named pro- ae Fa tt 
e East St. Louls Journa “aN & |motion manager of both McCall’s| a a “555 
e Quincy Herald-Whig . e | Pattern Fashions and Piece Goods} = |= 
j ci Merchandiser. Kenneth S. Tashjy, | == = 
© Aiton Evening Telegraph am : ih * ‘i | formerly advertising manager of | ; ‘i a= 
e Southern Illinoisan =e con 7 > ‘Calaway Mills, has been named| | |. , ipa 5 
(Carbondale, Herrin, Murphysbere) Be en ad |home furnishings promotion man- | ‘Zee — iad 
2s ; : i ager of McCall’s. susesteesoer Pg tet 
; - MARKE!T GKOUF THRIFTI-THREE—C olor pages in the 
“Fer further information about the St. Lovie and ® fo #E a a Rachel Copelan Names Flax | O0)")s sarurday eee eta 
_ Minois Interurbio Morket ... write, wire, or coll the ; chel Copelan Design Studio : : 9 : 
Ra p g , 
[atiniig. mennger of any of fe newspapers in ~ + New York, new design and con- efi tag wil be used this yan 
3 = ah d sulting service, has appointed Flax ~ = party-seasen prOmeree jor 
j “a A Planters cocktail peanuts. Holiday 
: y Ms Advertising, New York, to handle f ; : : 
De hs SUR a promotion ads will follow in Esquire and Life. 


Don Kemper Co. is the agency. 


Star-Kist Foods 
Names Burnett for 
Canada Advertising 


TORONTO, Sept. 13—Star-Kist 
Foods, Terminal Island, Cal., has 
appointed Leo Burnett Co. of Can- 
ada to handle advertising in Can- 
ada for Star-Kist tuna and 9 Lives 
cat food, neither of which is cur- 
rently marketed in this country.- 

Star-Kist reportedly plans to 
spend more than $200,000 to pro- 
mote the two products in Canada. 
The Burnett agency handles Star- 
Kist advertising in the U.S. Fred 
Collins, former vp and director of 
marketing of Spitzer & Mills, has 
joined Burnett as vp and account 
supervisor on Star-Kist and Sun- 
kist Growers. 


] 
| 
| 
| 


# The acquisition of the Star-Kist 
| business kept the Burnett agency 
on a hot business streak. Last 
week, the agency took over the 
| Sunkist Growers Canadian account, 
currently billing about $160,000, 
from Spitzer & Mills (AA, Sept. 
12). # 


Four 100 Leaders 
Profiles Amplified 


Cuicaco, Sept. 14—To ApvER- 
TISING AGE’s profiles on the 100 
leading national advertisers, which 
appeared in the Aug. 29 issue, the 
following additions and corrections 
should be made. ¢ 


American Home Products Corp. 
| An account executive was omit- 
ted from the Wyeth Laboratories 
lineup. A. P. Molinaro is an ac- 
count executive on the Wyeth ac- 
count at Lewis & Gilman, Phila- 
delphia, which handles all ethical 


| drugs. 
Why automotive advertisers put us first among all | J. A. Folger & Co. 
eee ee | Fletcher Richards, Calkins & 
New York evening newspapers Holden is the agency for both prod- 


ucts of the San Francisco Folger 
|Co.—ground coffee and instant 


New passenger car sales will soon be shifting into high. Fen e upam ——- 2 gedit 
Automotive advertisers are accelerating their pace, too — Among New York's evening newspapers, |agencies, formerly was the Sen 
in the pages of the World-Telegram. The reason: the the World-Telegram is: | Francisco branch of the old Fletch- 
, ’ j . e P =m D. Richards agency, but now 
World-Telegram gets home every day to New York’s active, * First in Retail Advertising | - | Baus Pe gh “ 
better-income families — where important buying decisions : ° First in Financial Advertising Holden, San Francisco. 
are made. As a result, more automotive advertising is placed « First indiiiamaamiiieiaaaie — 
in the World-Telegram than in any other New York evening ome é Mogul Williams & Saylor, the 
newspaper. In fact, the World-Telegram — a consistent * First in Automotive Advertising name of Richard Lockman, ac- 
; & ; . c . . . sos count supervisor on Knomark Mfg. 
leader in this major classification — continued in first place * First in Total Display Advertising Co, wan eonited. 
during the first six months of 1960 by an even greater * First in Total Advertising Sperry Rand Corp. 
margin than in the first half of 1959. | Two advertising executives were 
Source: Media Records /not completely identified: H. R. 
pA : . | Hungerford is manager, advertis- 
New York's gqua/ity evening newspaper | ing promotion, training, and E. M. 
Y ‘ y | v | Kempner is manager, advertising- 
New ork World- e egram 125 Barclay Street, New York 15, N. Y. © BArclay 7-3211 Le de orsaa ot Saga beth 
and Or Scripps-Howard General Advertising Offices: | wi e nivac ivision. ‘ 
230 Park Avenue, N. Y.C. * Chicago * San Francisco Other additions to the profiles 
The Sun Los Anceles © Detroit ¢ Cincinnati * Philadelphia » Dallas | will be found in letters in Voice of 
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“‘When a publication’s image complements the selling points 
featured in the advertisement, a subtle but actual transfer takes 
place from the reader’s image of the medium to his image of the 
products or services which he sees advertised in that medium.” 

That’s how the Bolger Company, specialist in corporate and 
media image evaluations, describes for advertisers the value of 
its recent profile study of eleven major magazines, including the 


independent study* shows “USN&WR" with stronger veedae image a on more 
_ these significant mood traits than either of the other two news ma 


The most important environment 
your advertising message can have 


three news magazines. The study reveals how each magazine 1s 
regarded by a true cross-section of its regular readers. 

All three news magazines scored well on all the mood traits 
listed above. But Bolger shows “*U.S.NeEws & WoRLD REPORT” 
had highest image score on 11 of these 18 significant traits, the 
second place magazine on four, and the third on one. There 
were ties on two traits. For advertisers, here is further evidence 
to confirm the growing conviction that this is... 


The most important magazine of all 


The findings of the Bolger study reflect the 
favorable atmosphere working for advertisers in 
“U.S.News & WorLD REPorRT.” They reinforce 
the advertising message in the magazine bought 
and read each week by more than 1,150,000 of 
America’s most important people. 

More than readers, these people are /eaders in 
business, industry and finance, in government 
and the professions. And with their responsible 
positions go the higher incomes. They are, there- 
fore, prime customers and prospects for both 
corporate and consumer advertisers. 


- 


It is this environment of the right mood and 
the right market that supports the choice of 
““U.S.News & WorRLD REPORT”’ as the spearhead 
of more and more important advertising cam- 
paigns. (“U.S.NeEws & WorLD Report” /eads 
the news magazines in advertising page gains for 
the first six months of 1960.) 


‘ 
*A report on this study, conducted by the Bolger Company 


your advertising agency or contact any of our advertising 
offices listed below. 


U.S.NEWS & WORLD REPORT 


Americas Class News Magazine : 
Now more than 1,150,000 net paid circulation 


Advertising offices: 45 Rockefeller Plaza, New York 20, N. Y. Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 


of Chicago, is aVailable on all three news magazines.~\Ask-~ 


Sera ot ell y Paes Oe. < ee ee es acti: hades T3 ro cee Sa Ss ta ies bs 7. ea ly aa 7 
. Ee hs iv ey eae : Nae brie SN a - “2 oe Ae peed mr : 5 = ¢ peices ea] 1 
ae {i ; tee ee “teh ene So eens: | = uP cla Oates : oe” aes cf % “ i 
Ehtae sae "| Bs i ne Ce halt ne as 4 i ‘? ay irae oes ST eee ge oe = ie s. 7 Ath ate * : Ses aa as ie: 
Brun : ames 
i 7 tee 
— : : jee 
ie irs: 
z : 
: F 
e : 
: | ; 
: - — B . <F 4 soe . c. , . z rs 4 mae, : - _ : js . ee ee ae : % r 
ce . ; 
‘a i ae a rE ef al 2 e . 4 
{ i fo eres aoe w f 
. : oo tie ie x z 
For : - A mM eer =i : 
: 3 ‘ 
7. Pais i: at Bee : 
hy - By ees fore, oad ae aera el ea Gea u petty Pe Te ee ea Vie at? es el a , 7 H 4s fe iets 1G = a ie 
4 af : en © beng es 2 eeke ee ee et ee cae ke ae ‘ee a en eT eee “ag eae ee eg ae Peace Beet ie ea ast See ice 
: : et esa ee ea ee Tis: ee: —«tWRe! - ab l a ae es etc: aa a Pee. eo a i ease gee 
. 4 Voie ake pepe. Ree? Mes, a <7 a, i Sid ee hee 4 ee ee ee rape ni BR pe Ps ae Be pS Sts SN, eee e aay ee Naess ; a 
2 : raps - je; eae Pi, cee ; = PARE Seats ey ae J eee ek. Res oa ee ig nnd ie 
a ee a ee et Baht 1 ee aaa pie We q J SE eee: eo: See Perse RS Sere Rens cet aie ee mee ae eat oe ae 
ys : rane ii a a f for, 2 ee to: | (ee + PR ee a ee eres. pa ee we he BR eit aa se 
: : og ee eo gee ok, nt elie ea ras pee <a ce i Ber ok eee or helaAaey t ape ere Oe are Ce vere Eyre me 
c i ieee aera 3 ee eee age agi <a aaa Meret oe - : Ree 2 Pe ee eRe: ae ae tae ea tenet : 
Bs ci erat a a8 et Se ee er a foe. oe aN So poe ee ty Tae eels ae Dies rea a pce Ges a tare aL Pc lige 
i | Tisai a oeseaa ae Sarit (i ere e TAR DSK CAM etcor nia re: gener al ae ea 4 ee, Re ey tt cB ins eae ihe = 
Bi . Ste eae es deer" ee | | ‘ < eae SRN ee yh eee Pee ore Rey ae ee mee rar) 
3 | yk eee) w ; beet. ies OR n ie % ase ee en ee ee oa a. “oes.” a im ee 
‘ She one ae a te aes tebelt é ey ss ct eee ace ho a 2a ee pees 
2 ei ae : — ieee! le oe ae ice ee ee 7 ae Apa esate Te Baise ats 
" agi ve. a we : ce SRLS SS es ae, Slate * Se eR a . 
fe ok Ce aD "a ad ee = ~ ; | eee a Fr Ree “os ES seat eer 7 o oe . 
: se oe as a SAY) tot Se ee. ee: a 
3 at Boar yoe Pea taney. gic OS tee oe Re Senegal Pecat BO sco eS Spe 5 rr "oe ee. ae die WG Hin ow tread ee: . ee a ,. 
~ vee ety cas age sah) pb : Seer, ay. ee a i ae ee 
7 ; ste eis a Siete uaa, 7 © we Raa a Nt ee J, " at [a tm Seat ae rn, er on a a Ue tex - par ee isd aie sé igi 2 ee bite ea ee as ae 
i ea ee : ca age ane ae” me ce ae Sg Se ores I a = oa ee ee oe Peary tare we eae it 9 i Die ‘ 
: oS Pee ee ae | 
aoa ' ONS, i TT aa PE ace“, ieee ek Nie EE EO cg Boa RN a say ee Mccain 5 Sue cua - 
S 5 Moet a Ty ate Be Nea may hes Co. nee eee : ge eee % oe . on ie 
i Ayes at ee one we ae ua 
io ee Cea ae a ae o 
i tas Cees ae 5 +> ; ae By saints =a = npete aad 
es ao ae Wig Ae Weg i eee 7 ee ee i 
if y pei 2 aa Set reget 5...) > = Sema eas ae oi . Be 
q ; f cl ye Ce ems > ee see ies tae 
cs. : SC al ag > «gj ane ensUn ey aes Cae * i ao 
rts ae iE Bate Se be ee toe as Sal * dee iter 
7 oie mS a & cee am! 6 4 Bail oof Y = 
‘Cane ss Sy ae , = a . s a: 
i FE ‘ : és : eer 
aa ee ae aia 7 j ks phgalate OS 
: ;  “Action-provoxing — 
rig ee 2a ie - aby Lied 
a he f . ert ‘ ees Ao ae “ t 
4 : . es Tae eS , i ae ; a Seatpa sae = 
‘aa e i. ougnht-provoxing” — : a 
ioe cee Nes “SE wae et A sae > a Me Se ee ne sas ae 
ea : ‘Sp sn : ore . ? 3 : 
we . t = a ae - € a ‘ie rs BA * “4 
= Fi "Courageous" ) a ae 
“4 ee ry ; z me ae ates ene sie Wenge 0 ; eer “ar pi * oS TRS 
WA? is a ‘ : eee ° Ee i ins os ales A ek = ad sepa 2 foaesr ‘ E ate 
° pore ieee ie re hea yeas ¢ : Die: 4 : ody acta tiie Span ANA an ts —", Cade eo i alee 33, ger i 
: a Comes. : a a: att Ra) yn ee ee eines ak: Peni oh i pe gah’ 
’ a aaa aa : ; ae ne hes aE Nn K ela oh ca : 5 : ts. ie " 
es i - : % : te = ae ane ess lw Oe a i me card gare ot en ; : : in ee 
: : : : : Sat Bg ae = ea a oe = i teers EMR LY one ade Minmatar mete hee \ oe eg 
ky : : ete Teepe aay mee Tevet peepee : 2 Sores Se eee ae =a Sol ge ae i es F ' (panne he te ta be pike) 9 ge EK xs 
“tis {eee eee ae SN cesta valde eee ae ie ; " 4+ 1 Se RETA Sh 180 «9g eee ene cic, ee io 
a Rt : ee nese CLO Ae Oe aT ee sok 2 re sorta $ i (Ree ge ae iN, 
: : =e ; 99 ’ et ea Rane 2 tae : te her Re eee ar 
; Moe a q ts a a “ i ; F hae: ag « gen) 
setae ; 
ere re He 
eee ity 
ad 4 ei 
Bs ie 
eet saa 
anne Sag 
a er. 
Wai 1 ai 
s Cee 
ie 1 Sena ¢ 
: set 
pene aes 
ere So 
acts ae 2 
yee as Fe a! 
are es) ae 
ea \ ne 
rire cc ae 
=e i an 
panes ade? 
a © 
i 
7 
ba : 
Ss are 
Sh See ios) es 
ee 
; Sante 
seis y See tae 
Ser Be a 
ted . . een oe Boe 
eee COMPLETE es 
ee A NCECGuUEs NEWS MAGAZINE eae 
eae 
baa 
es: 
aie eer 
. : : a. 
Re iy 
ce : im 
Be ays 3 rae ie 
Ent ate ceo ha 
ue ee 
.- 3 
eae 
= 
aes , 
2 rat 7 
sie ne 
LN ate : 
8 Saxe 
cs 2 ~ ee a ane eel 
—— 25 gine Je :* - er aie: . a , . B . ‘ get : : ‘ 
cot SUR aoe = ieee ud — = sce RAR a. ee Dd Epc etait ti ng cease chee Ps : oe m : 
BPR SS ates Rae ee ee fae Fe piel cas teuaciadeee <r, PENT ES a ie haere ee a tenon 
gad ee Bk: ngghtins 23 er, ‘i Eo ee os eit a sgt) Sallie age aay utser. why oo 
esig at ay BAL Og th eee sigh, se ea pee 5 Paves. wo ¥ Bee aR. ae an a ers ae in eee ee it, ad ee ee 
eee Ne ee v4 Poa Ra sess. Mee ree ps ie eae mmm en hy Pe SU ee ery 
ek ae ees reat NOD ete errs a5 ae a. But 7 is emcee reteove - * sean ae is tsa le, Fig sat na 
os Feel, A | Se ES Sig UR ei ial CSS Seal oh eae eh. Oe RR ee Rt ee Ae a SoD ha oS laa Aironet Spe reser ie | Sygae 2 ee i tacts pe) toca plea 
BT PDS arc ae earth cer 4," Soper aes a nig o'er pad aie ee a end mE EAE tA Poe PP ity Se cae Sage, 2 a Re SS ae ay eee 


Holiand House 
TV Push Braves 
Liquor Taboos 


New York, Sept. 14—Holland 
House Sales Co., manufacturer of 
cocktail mixes, will debut as a tv 
advertiser late this month, using 
commercials that brave several 
broadcasting taboos on liquor. 

The commercials demonstrate 
the actual mixing of a whisky 
sour, show a woman holding a 
well-filled glass, and use that ver- 
boten word, “liquor.” The commer- 
cials will run on WPIX, with ap- 
proximately 150 spots used in 
prime time between late Septem- 
ber and the Christmas-New Year 


season. 
s The Holland House cocktail 
mixes are non-alcoholic them- 


selves, containing all the ingredi- 
ents for a cocktail except the 
liquor. Two one-minute commer- 
cials will be used this year, both 
showing a man and woman hap- 
pily getting ready for the cocktail 
hour. 

One commercial shows a cocktail 
shaker half-filled with liquor. The 
man then pours in a gurgling jig- 
ger of Holland House whisky sour 
mix, gives the ingredients an ef- 
ficient shaking and fills two whis- 
ky sour glasses. He and his lady, 
both holding a glass, then toast 
each other. “It’s smart to be a 
good mixer.” 


= The script for one commercial 
reads: 

Man: At home, cocktails—nothing 
quite as pleasant. The _ secret? 
Holland House cocktail mixes. Just 
combine your favorite brand of the 
required liquor with the Holland 
House cocktail mix and there’s 
your perfect cocktail quick and 

, delicious. 

Woman: Everything is in the mix 
—no lemon to squeeze, no sugar, 
vermouth or fruit to add. Holland 
House does the work for you. 
Man: The label tells you the pro- 


portions. 
Woman: And for every favorite 
cocktail there’s a Holland House 
mix. Manhattan, old fashioned, 
daiquiri, martini, gimlet, Tom Col- 
lins and the popular whisky sour 
with enough mix in every bottle 
to make dozens of cocktail hours 
come alive. 
Man: So for most enjoyable cock- 
tail hours at home, with cocktails 
equal to those served in world 
famous restaurants, always keep a 
variety of Holland House mixes on 
hand. 
Woman: On sale at food and other 
stores, only 89¢. Try some, it’s 
smart to be a good mixer. 

Erwin Wasey, Ruthrauff & Ryan 
is the agency. # 


Florida Citrus 


Schedule Faces 
Post-Donna Cuts 


(Continued from Page 1) 
which go into commercial chan- 
nels, the size of the marketable 
crop determines the extent of the 
promotional campaign. It will be 
about a month before an official 
government post-hurricane esti- 
mate on remaining fruit will be 
available. 


a While there have been various 
estimates of losses, many of them 
quite heavy, commissioners and 
a large gathering of industry re- 
presentatives today received an 
“unofficial” citrus storm damage 
report made by J. C. Townsend Jr., 
head of the U.S. Department of 
Agriculture’s crop estimating of- 
fice in Orlando. He said that in- 
dications now are that perhaps 
25% to 35% of the state’s grape- 
fruit crop and 5% to 10% of the 
orange and tangerine crops may 
have been blown off the trees— 
though these figures might be 
changed substantially by the time 
his first official estimate of the 
season is made Oct. 10. 

Since the orange and grapefruit 


crops were both considerably 


HERE’S HOW—Holland House cocktail mixes will be advertised on tv for the first time in spots showing the actual mixing of a whisky sour. 


state—on the basis of this report— 
still will have a good supply of 
|fruit, approaching the volume 
|shipped and processed in the 1959- 
*60 season. 

According to Mr. Townsend, “It 
is probable that fruit on the 
ground today in Florida’s citrus 
groves could at maturity have 
| filled 15,000,000 to 25,000,000 boxes, 
none of which can be salvaged.” 


# In adopting the eight-month 
campaign submitted by Benton & 
Bowles today, the commission—a 
12-man state agency appointed by 
the governor—announced that the 
entire budget for advertising and 
other functions will be reviewed 
at its next meeting Oct. 12. This 
will be two days after the first 
official crop estimate of the new 
season. Florida last season pro- 
duced 91,500,000 boxes of oranges, 
30,500,000 boxes of grapefruit and 
2,800,000 boxes of tangerines. 
Introduced by Homer Hooks, 
general manager, and Frank Arn, 
advertising-merchandising direc- 
tor of the citrus commission, agen- 
cy spokesmen presented a pro- 


heavier this season than last, the|the consumer program in U. S./|consumer will receive about 25% 
the commission again |less citrus advertising than was 
will have a Canadian campaign of the case five years ago.” 

| 


| markets, 


$100,000 or more and a diversified | 


trade campaign. 

Headed by Atherton W. Hobler, 
‘chairman of the executive com- 
|mittee, and Robert E. Lusk, presi- 
|dent, 11 representatives of Benton 
|& Bowles participated in the pre- 
sentation in the citrus commission 
auditorium. The strong competi- 
tion faced by Florida citrus—par- 
ticularly from synthetic drinks 
and ades—was stressed over and 
over again. Emphasis was given 
this point by an exhibit of 132 
synthetic products which are 
fighting for shelf space with fewer 
than a dozen Florida citrus items. 


es Mr. Lusk pointed out that in 
today’s competitive market “the 
quality product—the product that 
has been updated in form, appear- 
ance and quality, and therefore 
provides for more effective adver- 
tising and promotion will be the 
product that survives.” He added, 
“T am sure that men who think in 
these competitive terms will be 
guiding the Florida citrus industry 


posed program which brought|}—#increasing your sales of oranges 


favorable comment from a number 
of industry representatives who 
attended the two-hour presenta- 
tion. 

Prepared prior to Donna’s ad- 
vent, the schedule called for ex- 
penditure of a little more than 
$2,000,000 on orange products in 
the next eight months, a little 
more than $1,000,000 on grape- 
fruit, and $110,000 on the short- 
season tangerines. 


® As -presented today, magazines 
would get the heaviest share of 
the ad money—about a third of the 
$3,327,000 budget. Supplements 
would get close to $900,000 and 
newspapers about $800,000, with a 
little more than $150,000 for tv 
(fresh grapefruit advertising on 
the Dave Garroway show). How- 
ever, it was pointed out time and 
again that money figures are all 
subject to change and that there 
might have to be a thinning out of 
insertions due to the prospective 
reduction in funds. In addition to 


and grapefruit in many forms and 
at good prices.” 

Mr. Hobler reminded the indus- 
try representatives that “citrus 
advertising, like all advertising, 
must bid for the attention of the 
public against all 
whether or not it is competitive. 

“During the past five years, 
total advertising has increased 
about 100% from around $7 billion 
to $12 billion. Contrasted with that, 
the total dollars made available 
for citrus commission space ad- 
vertising for the past few years 
has remained constant at about 
the $4,000,000 level—and this 
amount is the base figure for this 
year’s program which we are pre- 
senting today. This means that 
Florida has a smaller proportion- 
ate share of total advertising. 


e “An even more important con- 
sideration is that in the past five 
years population has increased and 
advertising rates have increased, 


so that this year the individual 


advertising,- 


Finished artwork and copy were 
presented for the print campaign, 
and sample commercials were 
played. Copy for four-color maga- 
zine ads stress the “orange break” 
suggestion and point a competitive 
finger at synthetics by saying: 
“Get the real thing. Check the 
label. If it says ‘orange drink’ or 
‘orange juice drink,’ it’s not pure 
orange juice. Only pure orange 
juice gives you natural Vitamin C 
balanced with more than 50 other 
health benefits....does it as no 
orange flavored ‘drink’ or synthet- 
ic can, and it costs only about 5¢ 
a glass.” 

One luscious grapefruit ad is 
captioned, “50 calories—just 50” 
and goes on to say, “You’ve got 
nothing to lose but pounds, when 
you swap rich desserts for this 
natural goodness. Low in calories, 
high in Vitamin C ...fresh grape- 
fruit from Florida.” 


s Participating in the presenta- 
tion, in addition to Mr. Hobler and 
Mr. Lusk were Harry E. Warren, 
vp and account executive on pro- 
cessed products; James E. Oravetz, 
account executive on fresh prod- 
ucts; Victor Bloede, vp and man- 
ager of the creative department; 
Lee Rich, vp in charge of media 
and tv; John Collins, associate 
media director; Mrs. Dorothy 
Whitney, vp and copy group super- 
visor; Nort Wolf, vp and copy 
group supervisor; and Mrs. Mary 
Pillsbury, copy group head. 

Two members of the commis- 
sion, Chairman Dan Wright and 
Herschell Sorrells, suggested after 
the presentation that every effort 
should be made to have the 1961 
state legislature increase citrus ad- 
vertising taxes so more money 
would be available for promotion 
of future, bigger crops. + 


Remington Boosts Bergren 

Remington Rand, New York, has 
appointed Francis V. Bergren, for- 
merly director of marketing of its 
systems division, vp and general 
manager of that division. 


Cameron — Conover 


NEW HORIZONS—Talking things over after the keynote address at the National Business 
Publications conference in New York were George Cameron, director, printing divi- 
sion, Chilton Co., Philadelphia; Harvey Conover Jr., publisher, Boating Industry, New 
York; Arthur A. Kron, president, Gotham-Vladimir Advertising, New York; David R. 


Kron 


Cummings 


Watson, president, Watson Publications, Chicago; Joseph S. Peacock, president, Pea- 
cock Business Press, Park Ridge, Ill; Barton A. Cummings, president, Compton Ad- 
vertising, New York, the keynote speaker; Robert E. Harper, president, NBP; and 
Louis J. Perrottet, NBP chairman and vp of Conover-Mast Publications, New York. 


Harper Perrottet 
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Babies. Just like mother 
used to make. But Redbook’s 
Young Adults make them in 
larger quantities. And they 
make Redbook a choice 
market. These growing 
families buy by the 
gallon and the case to 
Stoke appetites that are 
voracious — insatiable. 
You see them throng- 
ing shopping centers, 
cramming station-wagons 
with loot. And Redbook’s got 


5 per 100 households, 
FIRST in number of expand- 
ing households (those 
that moved in the last 12 
months). Any way you 
judge, Redbook be- 
longs on your list to sell 
food and beverages, 
drugs and cosmetics, 
clothing and household 
goods—most anything 
and most everything 
to the most dynamic, hungry, 
britches-busting market of 


‘em: FIRST among the top 15 them all—Young Adults. Isn't 
magazines in percentage of it time to take a harder look 
Young Adult read- 


ers, FIRST among 
same in number 
of children under 


at the population 
explosion, and the 
magazine that’s at 
the center of it? 


eon 


The Magazine for Young Adults. 230 Park Avenue, New York, New York, MUrray Hill 6-4600-—and Chicago, Boston, Los Angeles. Another exciting publication of THE McCALL CORPORATION 
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Compromise FCC 
Ruling Whittles 
TV Option Time 


WAsHINGTON, Sept. 16—The Fed- 
eral Communications Commission 
today adopted new rules which 
let networks keep their option 
time arrangements with tv sta- 
tions, but introduced a number of 
limitations designed to provide 
more opportunity for non-network 
advertisers and local programming. 

Under the rules, which go into 
effect Jan. 1 unless stayed, option 
time in the four segments of the 
broadcast day is cut from the 
present three-hour permissible 
maximum to two and one-half 
hours. “Straddle” programs are to 
be classified as “non-option.” 

The cutback in option time is 
supposed to put non-network pro- 
gramming in a stronger position to 
compete for an extra half hour. 
As an additional protection to 
non-network advertisers, FCC has 
specified that networks cannot 
preempt an occupied period until 
the advertiser has had an oppor- 
tunity to complete at least a 
normal 13-week contract period. 


® To encourage local initiative in 
programming, FCC spelled out 
more authority for stations to re- 
ject network programs offered in 
option periods. In its revised rules, 


FCC specifies that any network | 


program may be rejected if the 
station considers it “unsatisfac- 
tory,” or “unsuitable,” and that 
stations may substitute programs 
which they consider to be of 
“greater”—as distinct from “out- 
standing”—local or national im- 
portance. 

Today’s action, culminating near- 
ly five years of hearings and in- 
vestigations, left FCC split 4-3. 
The majority, composed of com- 
missioners Robert E. Lee, T. A. M. 
Craven, John Cross and Charles 
King (the newest member), said 
it felt option time is necessary to 
prevent “checkerboarding” and 


“erosion” which would eventually | 


result in the loss of network serv- 
ice of great importance to the 
public. 

Chairman Frederick Ford and 
commissioners Rosel Hyde and 
Robert Bartley wanted option time 
eliminated. They said it is of 
doubtful legality, that it repre- 
sents a questionable interference 
with free competition, and that it 
must inevitably lead to more FCC 
interference in the business af- 
fairs of the tv industry. 


= In the opening stages of the 
controversy, independent tv op- 
erators and film producers had 
contended before the Senate com- 
merce committee that option time 
gave networks such tight control 
over prime evening time that ad- 
vertisers and film producers were 
forced to buy time from networks 
rather than individual stations. A 
special task force set up by the 
FCC to study network activity re- 
ported in October, 1957, that op- 
tion time should be prohibited. 

FCC tentatively committed it- 
self—by a 4-3 vote—in January, 
1959, to the view that option time 
is “reasonably necessary.” It cir- 
culated the revised option time 
rules in April, 1959, in the face 
of a letter from Victor R. Hansen, 
then chief of the Justice Depart- 
ment’s anti-trust division, that in 
his opinion option time runs afoul 
of the anti-trust laws. 

Option rules came into exist- 
,ence in 1941 as a means of curb- 
ing network domination of radio, 
and subsequently were trans- 
ferred intact to tv. FCC said to- 
day that its new rules will apply 
only to tv, and that there does not 
seem to be any need at this time 
to change the radio rules. 


In adopting the new rules, FCC 
said it was not attempting to pass 


The majority declared: “Since the 


loath to strike down a practice of 
such long standing in the broad- 
cast industry in the absence of a 
judicial determination as to its 
validity or invalidity under the 
anti-trust laws.” 


nizes that 


on the legality of option time. | 


s FCC’s majority said it recog-| 
option arrangements | 


|limit the freedom of affiliated sta- | 


| tions to choose their programs and 


|puts non-network tv interests— | 


|independent program producers, 
jnational spot representatives and 
|non-network advertisers—at a dis- 
advantage. 

The commission expressed con- 
| fidence that the half-hour cutback 
will help the non-network parts 
|of the industry without seriously 
|impairing the quality of network 
lservice. “In view of the demon- 
|strated ability of the networks to 
|program successfully on a com- 
mercial basis in at least some non- 
option time periods,” FCC said, 
“we cannot assume that the net- 
works will be unable to sell all 
the time periods dropped from op- 
tion time.” 


= FCC displayed uneasiness about 
its ability to cope with straddle 
programs—those which start in 
option time and end in local time. 
In its proposed rules, the com- 
mission had planned to require 
| that straddle time be treated as 
;option time, so that networks of- 
|fering a straddle program would 
|have to release other time. FCC 
said subsequent comments dem- 
onstrated that this would not help 
non-network programming, be- 
cause advertisers would hesitate 
to invest in the temporarily re- 
leased periods. 

The new version simply speci- 
fies that options may not be ex- 
ercised in placing a straddle pro- 
gram. While this is identical with 
current CBS and ABC practice, 
FCC said it looks like the better 
alternative. # 


Examiner Asks 


FCC to Revoke 
Miami Channel 7 


WASHINGTON, Sept. 15—A spe- 
cial Federal Communications Com- 
mission hearing examiner today 
asked FCC to revoke its 1956 
award of Miami Channel 7 and to 
disqualify three of the four appli- 
cants from further consideration. 

If the decision is upheld by the 
commission it would be the second 
Miami tv channel lifted from its 
owners, and the third of the tv 
“influence” cases to culminate in 
“death penalties” for existing li- 
censees. 

Today’s initial decision by Judge 
Horace Stern, a retired Pennsyl- 
vania supreme court judge sitting 
as special FCC examiner in the 
“influence cases,” says Biscayne 
Broadcasting Co., 80% of which is 
owned by the Cox and Knight 
newspapers and 20% by Niles 
Trammell, former NBC president, 
made improper approaches to FCC 
Commissioner Richard Mack while 
the case was pending in 1956. 
Judge Stern said that three of the 
four rival applicants—Biscayne, 
East Coast and South Florida—all 
made improper approaches to Com- 
missioner Mack, and that all three 
should be disqualified. 

While he offered no recommen- 
dation on the award of the chan- 
nel, FCC might have no choice but 
to award it to the fourth appli- 
cant, Sunbeam Television Corp. # 


commission, after extensive public | ™ 
hearings, has concluded that op- | 
tion time is reasonably necessary | 
to successful network operations, | 
and in the public interest, it is |” 


Should every corporation buy its president a Rolls-Royce’ 


Tiere mech ome nad br tne pretiems rwentemen | embames 
Need rem oe ernie! Bn emer te 


ATTENTION, PRESIDENTS—Rolls-Royce 

ad scheduled for Business Week, 

New York Times, New Yorker, 

Newsweek and Wall Street Journal 

advises corporations to buy their 

presidents a Rolls. Ogilvy, Benson 
& Mather is the agency. 


Public Discretion 
in Buying Aids 
Economy: Harper 


(Continued from Page 1) 
our lives cannot exist side by side 
with material well-being. On the 
contrary,” he added, “I believe that 
if we are today experiencing what 


has been called a cultural explo- | 


sion, it is because we have reached 
a standard of living, with increas- 
ing leisure and buying power, that 
enables more and more people to 
indulge aspirations of learning and 
development of their talents. 


s “Our economy might be faced 
with some ‘decline and fall’ if our 
people were denied necessities 
while a small segment was indulg- 
ing in luxuries,” he said, “but the 
breadth of our mass markets is 
insurance for a strong economic 
base. It is a base in which our in- 
dulgences, paradoxically, support 
our serious purposes.” 

Mr. Harper said “an economy 
with a broad range of discretion in 
consumer goods and leisure inter- 
ests can better generate the funds 
that can pay for defense, foreign 
aid and cultural advancement.”’ 

The agency head added that ad- 
vertising’s abuses are not “parti- 
cularly shocking to contemplate, 
in relation to the accomplishment 
of telling 175,000,000 people about 
more than $300 billion worth of 
consumer goods in a single year.” + 


National City Trust 
Push Departs from 
Usual Banking Ads 


(Continued from Page 2) 
Cuba, but officials are reticent 
about this phase of operations. 


ws The present campaign is the 
result of a pilot campaign in fuil 
color running last February in 
four national magazines, the first 
full-color ad in the bank’s ad his- 
tory. 

The bank “interna.ly merchan- 
dised” the ad to tesi the reaction, 
and the response in the way of 
inquiries was reportedly so good 
that the company is now com- 
mitted to a program ‘hat calls for 
nine different full-color ads a year. 
It generally will be out of the 
media in the summer months, July 
and August, and the holiday month 
of December. 


@ Working on the theory that the 
usual bank ad would get a very 
low readership, National City 
broke with the pilot campaign in 
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February by using an on-the-scene 
| photograph made in the Bahamas. 
| The ad, according to the bank’s 
calculations, had a multiple pur- 
pose. It promoted its investment 
advisory account service, the pre- 
|sent organization, and Nassau, 
|then the newest of the company’s 
| overseas branches. 

| The present campaign will work 
from the same basis, and will de- 
pict obviously well-to-do Ameri- 
| can travelers in casual poses. The 
|model in the Nassau bank ad, 
| however, was the assistant in the 
| Nassau bank, and though not the 
|typical American tourist, he was 
| considered to have the necessary 
appearance of monied ease. 

The ad investment, “in terms 
of bread-and-butter business,” is 
paying, the bank reports, and the 
new departure into color “proves 
it is paying,” ADVERTISING AGE was 
told. + 


James D. Webb, 
LaRoche President, 
Is Dead at 52 


GREENWICH, CONN., Sept. 16— 
James D. Webb, president of C. J. 
LaRoche & Co., New York, died at 
Greenwich Hospital yesterday. Mr. 
Webb, 52, en- 
tered the hospi- 
tal Sept. 6 for 
treatment of a 
heart ailment. 

A 1931 grad- 
uate of Prince- 
ton, Mr. Webb 
first joined a 
stock broker, 
but subsequent- 
ly became ad- 
vertising man- 
ager of Ameri- 
can Distilling 
Co. He joined Young & Rubicam in 
1943 and became vp and manager 
of the new business department. In 
1951 he joined the LaRoche agency 
as exec vp. He became president 
in December, 1952. 


MRS. CLAIRE FAWCETT 

KANsAs City, Mo., Sept. 15—Mrs. 
Claire Fawcett, 75, widow of Wil- 
ford Hamilton Fawcett, founder of 
Fawcett Publications, and co- 
founder with him of that publish- 
ing organization, died Tuesday at 
her home in Overland Park, a 
Kansas City suburb. 

Born in Albion, Ia., she always 
took a direct interest in the pub- 
lishing empire built by her hus- 
band, who died in 1940. 

With their sons, W. H., Roger, 
Gordon and Roscoe, they started 
publishing out of their living room 
in Minneapolis and saw the busi- 
ness develop into a corporation 
which has an aggregate monthly 
circulation of 11,000,000 copies. 

Among the publications are True, 
Woman’s Day, and Mechaniz Illus- 
trated; three paperback book com- 
panies, Gold Medal, Premier, and 
Crest; and Fawcett-Dearing, Louis- 
ville printing plant. 


James D. Webb 


WARREN T. MITHOFF 

Et Paso, Sept. 15—Warren T. 
Mithoff, chairman of Mithoff Ad- 
vertising, died Sept. 10, following 
a week’s illness. Mr. Mithoff had 
been in the advertising business in 
Detroit a number of years before 
moving to El Paso in 1929 with the 
old H. W. Hailey Agency. In 1931 
Mr. Mithoff bought the Hailey 
agency and opened W. T. Mithoff 
Co. In 1935 he joined Dan T. White 
and changed the company’s name 
to Mithoff & White. This partner- 
ship was dissolved in 1948, and 
Mithoff Advertising was formed as 
a partnership between Mr. Mithoff 
and his son, Richard W. The agen- 
cy was incorporated in 1959, with 
the elder Mithoff as chairman and 
his son as president. This year, the 
agency opened a branch in Albu- 
querque. 

In 1958 Mr. Mithoff was recipi- 
ent of the Advertising Club of El 


Paso’s first annual Advertising 
Man of the Year award. He also 
had been a board member of the 
Affiliated Advertising Agencies 
Network and had been chairman of 
the southwestern chapter of the 
American Assn. of Advertising 
Agencies. + 


Kof€ Pulls Ads 
From ‘Harper's in 
Ad, Edit Dispute 


New York, Sept. 15—The 
Knights of Columbus has with- 
drawn its advertising from Har- 
per’s Magazine in controversy over 
editorial content of the magazine 
and the placement of KofC ads. 

The disagreement started when 
a “disappointed and disgusted” 
Luke E. Hart, supreme knight of 
the Knights of Columbus, wrote to 
Harper’s to protest a reference in 
the May issue to the fact that one 
of its authors, Richard H. Rovere, 
had written the book, “Senator Joe 
McCarthy,” and that “you should 
give that as a token of esteem.” 

“In my opinion,” Mr. Hart wrote, 
“Rovere’s book is the most dis- 
graceful publication that has come 
off the press in recent years ...A 
person who could write such a 
book should not be allowed to 
write anything else for decent peo- 
ple to read, and the fact that you 
allow him to write the lead article 
in your magazine raises a serious 
question in my mind as to whether 
it is worthy of any further consid- 
eration. 

“IT note,” Mr. Hart continued, 
“that you have published our ad- 
vertisement, ‘Who are these million 
men they call knights,’ on the left- 
hand page near the back of the 
book . .. This is another indication 
of your lack of consideration for 
things that are worthy ...I am 
going to give serious thought to the 
question as to whether we should 
not discontinue entirely the publi- 
cation of advertising in Harper’s.” 


s Harper’s printed excerpts from 
Mr. Hart’s letter in the letters col- 
umn of its July issue, with four 
comments: (1) That Mr. Rovere’s 
book was mentioned because it is 
a relevant fact, (2) that “place- 
ment of advertising in Harper’s is 
decided entirely by its business de- 
partment,” (3) that “advertisers 
rarely try to influence Harper’s 
editorial policy, and never succeed 
in doing so,” and (4) that “in this 
country neither Mr. Hart nor any- 
one else is authorized to decide 
whether an author should ‘be al- 
lowed to write anything else.’ ” 

The upshot was that the Knights 
of Columbus discontinued its 
schedule in the magazine, after 
eight years as an advertiser. It had 
been appearing about eight times a 
year, using two-column ads. 

The agency handling the cam- 
paign is Kelly, Zarndt & Kelly, 
St. Louis. 


s The letters column in the Sep- 
tember issue carried four letters 
from subscribers commenting pro 
and con on the hassle. An editor’s 
note announced that KofC adver- 
tising had been withdrawn from 
the magazine, and that the maga- 
zine had received “an extraordi- 
nary number of letters from 
readers—many of whom identified 
themselves as Catholics—com- 
mending Harper’s stand on the 
separation of editorial from adver- 
tising policy.” 

The magazine told ADVERTISING 
Ace that about 75 letters have been 
received so far—with a second 
batch now being received in re- 
sponse to the September letters 
column—and that about 99% are 
commending Harper’s action. Sev- 
eral new subscribers have come 
forth, too, as a result of the im- 
broglio, the magazine said. + 
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Nerve center, Stand- 


Oil Company 
(Ohio) refinery. 


Pure Oil Company refinery. office, Findlay, Ohio. 


Brilliantly illuminated Gulf Oil Corp. refinery at night. Maumee River is in foreground. 
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Isobutane fractionating tower, Aerial view, Ohio Oil Company general 


... market on the move! 


Largest gasoline refining center 
between Chicago and the Eastern Seaboard 


The refineries of four major oil companies provide solid 
industry representation in Toledo’s roster of widely diversified 
industries. 

Operated by Sun Oil Company, Standard Oil Company of 
Ohio, Gulf Oil Corporation and Pure Oil Company, they have a 
combined capacity of 200,000 barrels a day. Employing about 
6,000 persons, their annual payroll amounts to more than $30 
million. 

In nearby Findlay, one of the many prosperous towns in 
The Blade’s 14-county market, are the headquarters of The Ohio 
Oil Company, known throughout the world as an important 
producer, refiner, transporter and marketer of petroleum prod- 
ucts. 

The petroleum industry is just one of the dynamic forces 
that make Toledo a great and growing market . . . booming with 
expansion and new construction everywhere you look. 

Fortunately The Blade provides an intensive family cover- 
age of its market that is matched by few newspapers in the nation. 


THE BLADE 


One of America’s Great Newspapers 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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e °¢ o a seller of bean blowers, 
\ Nedia’s the pulling power of an 
advertising medium is 


equal to the number of bean 
blowers sold. 

To media men, pulling power is 
influenced by several inter-related 
factors. 


These factors are expressed in a 


law or formula that looks like this: 
‘og . =" 
Pulling Power 

Circulation Volume 

x 
Editorial Vitality 

x 

Reader Confidence 
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The larger measure of these in- 
gredients in the Chicago Tribune 
accounts for the greater results 
produced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any 
other Chicago newspaper, out- 
pulls the other papers by at least 
3 to 1 and as much as 15 to 1. 
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More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than 
six times as many Chicagoans 
turn its pages as turn on the aver- 
age evening TV show! 


Chicago Tribune 
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The Editorial Viewpoint . . . 


How Much Is an Account Worth? 


Last week we reported in these pages the interesting case of Herbst 
Shoe Mfg. Co., Milwaukee, and its search for an advertising agency 
to replace the agency which resigned the account after some seven 
years of service. 

Like so many similar stories which we report from time to time, 
this one makes us a little sad, because it seems to us to indicate so 
little understanding of what the advertiser-agency relation really 
should be—on both sides of the fence. 

It is easy enough to understand how an agency and its client be- 
come separated, as new faces appear in the client organization and 
new concepts of how advertising ought to be handled—and where it 
should appear—are developed. This kind of estrangement, leading to 
the firing of an agency or the resignation of an account, is common 
enough, and probably always will be, no matter how much it may be 
deplored. And it is not this that makes us a tittle sad. 


What seems so pointless and so unnecessary is the unwillingness 
of the client in this and so many similar cases to realize exactly what 
he is trying to buy, and how much he is going to pay for it. In this 
Herbst case, for example, the former agency reports that its gross 
income for the fiscal year now coming to a close will be approximate- 
ly $7,500—and the company itself says its !961 budget will be ap- 
proximately $120,000, with some $45,000 going into national advertis- 
ing. 

So what seems at stake is an advertisi:g account bringing some- 
thing like $7,500 or $8,000 a year in gross income to an agency. 

We do not turn up our noses at a $50,000 or $100,000 account, by 
any means. But we cannot help wondering if someone hasn’t lost some 
perspective when such an account sends out 87 letters of invitation 


to agencies, along with detailed questionnaires, and announces that it 
will talk to 10 or 12 “semi-finalists” personally, but is “prepared to 


talk to every agency in Milwaukee, if necessary.” 

We certainly don’t advocate taking the appointment of an agency 
lightly; but we-don’t much sce how ‘it helps very much to invite 87 
agencies to participate in a competition of this size—or any other size, 
for that matter. It is entirely possible that if a substantial number of 
agencies decide to try for the account, their collective expenditures 
in time and money for presentations might amount to five or six times 
the annual gross income from the account. 

That tends to make the business more wasteful than it should be, 
and to eat away a little, we think, at the kind of relationship which 
should prove most satisfactory for both client and agency. 


Divorce Industrial Research Group 


The Assn, of Industrial Advertisers is polling its membership on 
the advisability of making the Industrial Advertising Research In- 
stitute a completely autonomous body. At present the research group 
is legally a division of the industrial advertising association. 

We are by no means convinced that the advertising field needs any 
more associations or organizations; on the contrary, we’re not sure 
this business isn’t badly over-organized. Neither are we convinced 
that it makes good sense to have two separate organizations serving 
industrial advertisers. 

We think it would have been better for the industrial advertisers 
association to have had a research arm closely and actively tied into 
its other activities. But the IARI was not set up this way; it was 
semi-autonomous from the start, and in recent years it and its parent 
have developed increasingly serious internal strife. 

Under the circumstances, it seems that it would be difficult, if not 
impossible, to pull the two units together under any reasonable plan. 
And since a continual state of internecine war between the two seems 
unbearable, we hope the AIA members will vote to cut the research 
group loose, and let it sink or swim entirely on its own. 


Running the Circular ABC Path 


It seems only yesterday, although it was closer to six or seven 
months ago, that the Audit Bureau of Circulations’ board of directors 
made noises which were generally interpreted as indicating a move 
to change the auditing rules for business papers so as to provide oc- 
cupational breakdowns of circulation for unpaid as well as paid cir- 
culation of members. (At least 70% of the total circulation of mem- 
bers must be paid.) 

Then suddenly, at the June meeting of the ABC board, this body 
completely reversed itself. Not only was it not going to ease up on 
unpaid, but it wasn’t going to allow any reference whatever to un- 
paid on its audit reports. 

Last week the board reversed its June action, and instructed a 
committee to prepare some new proposals for business papers. 

Let’s hope they keep moving in the same direction long enough 
for members to figure out which way the race is being run. 
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—G. Gordon Hertslet, Compumatix Inc., St. Louis, Mo. 
“He wanted to know whether Marketing Mix is put out by Duncan- 
Hines!” 


Convention Coverage Report 

| After the generous attention that 
| most of the press gave to the tele- 
|vision proceedings in Los Angeles 


and particularly in view of the ho- | 


|saniias heaped on NBC for our 
|coverage, I would hardly want to 


What They're Saying... 


convention during the average 
minute—the largest number of 
homes per minute ever tuned to a 
single tv event. During the tv cov- 


‘tion as a whole, we estimate that 
nine out of ten of the nation’s tv 


homes watched the proceedings at 
have been saying. But I should /one time or another. That comes to 
point out that some reports went | 90,000,000 people, or almost 50% 
astray when they described the size more viewers than there were vot- 
of the television audience during | ers in 1956. 

the convention as disappointing. I i mcg ‘gens argh «Ag agate ine 
suspect that this erroneous impres- 

sion arose from scanning the rating The Elite Must Be Worthy 
figures for the individual networks. | If a nation is going to create an 
Although NBC’s audience was al-| 


peg “dal a te ethos ‘elite, the elite has to be worthy of 
os ce Rene a ceuaiei the only | special eam : penigaa — 

: , true of so large an elite 
fair gauge of audience interest in heoagabe os ba poe ‘aie ry cre g 
the convention would be to count | f % 


d it /an industry controlled almost com- 
all these who wales : mea reed pletely by college graduates, re- 
network. on pasate beets, the of 'veals the gross taste, and anti-in- 
verter ons as ariking yest tyes |tellectuality of Americans. Despite 

In the climactic half hour of bal- | its ubiquity 
loting see mare gear ates Presiden- elevate the fellow who didn’t go 
tial nomination Wednesday night, 
; to college. 
audience research showed more) 


—Harry Golden, in the New York 
than 21,000,000 homes tuned to the | World-Telegram and Sun, Aug. 23. 


jquibble with anything the critics 


advertising doesn’t | 
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Rough Proofs 


The new Marchalite charm 
jewelry, which lights up by means 
of a tiny battery, could easily be 
guaranteed to make its wearer the 
life of the party. 


Walter Weir urges the organiza- 
tion of an “audit bureau of criti- 
cism” of advertising, a job which 
some editors of ad-carrying mag- 
azines have already taken on. 


The Dispatch proclaims the Ohio 
capital as “Test City, U-.S.A.,” 
meaning no doubt that through 
Columbus you can discover Amer- 
ica. 

o 


Knox Reeves staffers at the Min- 
nesota State Fair in St. Paul in- 
terviewed the people and found 
that most of them liked advertis- 
ing. 

The anti-advertising minority is 
small but vociferous. 


They said it couldn’t be done, 
but Dallas and Ft. Worth are get- 
| ting together in a joint issue of the 
| Times-Herald and Star-Telegram 
| Oct. 30. 


erage of the Los Angeles conven- | 


“Some things money can’t buy,” 
says Business Week, referring to 
its selective subscription policy. 

And another thing money can’t 
buy, says Tom Yawkey, of the Bos- 
ton Red Sox, is a major league 
baseball pennant. 


The first obligation of an adver- 
tiser, says J. C. Penney, is to pre- 
sent the story of what he has to 
offer “simply, clearly and honest- 
ly.” 

If everybody followed that pol- 
icy, the FTC would go out of busi- 
ness. 


e 

| Manufacturers are at work on a 
| variety of electric-power cars, the 
| story says. 

Can you remember ’way back 
when the Waverly and the Rauch 
& Lang were the aristocrats of the 
automobile world? 


A Southern newspaper says its 


market “is racing ahead of the 
statisticians in every economic 
indice.” 


And that’s a good index to its 
promotion optimism. 


Jim Sterling calls attention to 
the same stock illustration used by 
two advertisers in the same issue 
of a medical journal. 

The model runs a grave risk of 
being rated a hypochondriac. 


“Librium becomes No. 1 tran- 
quilizer, although outspent by rival 
advertiser.” 

If the rival is upset by this un- 
expected development, his doctor 
may prescribe Librium. 


Names of race horses were con- 
sidered in selecting a title for the 
new Dodge compact, but somehow 
or other they never got around to 
that appealing appellation, Cita- 
tion. ‘ 
| 
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in Delaware Valley’s suburbs, 
The Daily Inquirer 
reaches 30% more 
adult readers than the 
major evening 
newspaper !* 
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The suburbs account for 58% of the market's 
population. Here's the sales score: Gr 


Percent of 
Total Market 


I vin 35 arg es did ea a. ey 61% 4 re : 


Automotive Sales ................. 71% 
Cans Beore Sates oy. ck... 59% 
Gasoline Station Sales ............. 75% 
Lumber & Building Supplies ........ 76% 
Furniture & Appliance Sales ........ 61% 


If you want to sell more where they're buying more—put your advertising in The Inquirer! 


*Source: “Philadelphia Newspaper Analysis’’ by Sindlinger & Company Inc. Highlights available on request. 
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IRE remembers the MAN 


. for advancements 
in radio-electronics 


To scientist J. W. Gewartowski, not yet 30, goes the 
1960 Browder J. Thompson Memorial Prize Award 
for his paper, “Velocity and Current Distributions in 
the Spent Beam of the Backward-Wave Oscillator.” 
IRE is proud to honor him for this technical contribu- 
tion, and to salute all who, in this challenging decade, 
work for the advancement of electronics and apply 
it to the betterment of our lives. 


Your company, too, has to meet the challenge of the ‘60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man”’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 
Present your company’s facts in Proceedings—and watch the J. Gewartowski 
an? cS reaction! 


; A 3 For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The Institute of Radio Engineers 
Adv. Dept. /< west 45th St., New York 36,.N. ¥. ¢ MUrray Hill 2-6606 BOSTON + CHICAGO + ) * GAN * Os ANGELES 


Your product's exposure 
on KOIN-TV is the magical 


prelude to a purchase in 


Portland, Oregon, and 32 
surrounding Oregon and 
Washington counties. 
KOIN-TV’s power of 
persuasion is earned by years 
of carefully-planned 
program service, tailored 

to community needs and 
preferences. Check Nielsen 


for proof*. 


ROIN- TV 


PERSUADES 
PEOPLE 


PORTLAND 


wy 
"> 


* Highest ratings and widest coverage . 
7 of every 10 © homes in Portland and 32 
surrounding counties. 


KOIN-TV + Channel 6, Portland, Oregon 
One of America's Great Influence Stations 
Represented Nationally by CBS-TV Spot Sales 
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Getting Personal 


That’s the Life department: Harry Pesin, creative director of 
Rockmore Co., New York, his wife and three sons leave Oct. 6 for a 
year in Europe. Mr. Pesin will work on a picture book, tentatively 
titled, “You Can Take the Kids and Live Abroad for a Year”... 
Also taking a year’s leave of advertising is Howard Rowland, vp of 
Smith/Greenland Co., New York, who will be writing a novel and 
teaching high school English at Briar Cliff Manor... 


Forthcoming books: In November, Little, Brown will publish “The 
Pacifiers” by Mack Hanan, management consultant. The book takes 
the position that U.S. advertising simply reflects the dominant val- 
ues in our society—values which unfortunately are very super- 
ficial . . . On Nelson’s spring list is “460 Secrets of Successful Ad- 
vertising People” by Willard Pleuthner of BBDO ... The second 
revised edition of “Tested Advertising Methods” by BBDO’s John 
Caples, will be published in mid-January by Harper Bros... A play, 
“Come Away with Me,” written by Lionel Wiggam, model, poet and 
playwright, will be out in December as part of Coward-McCann’s 
contemporary drama series .. . 

Thomas S. Sedlar, public relations account exec at Adams & 
Keyes, New York, is on loan to the Nixon-Lodge campaign forces 
until after election day ... 


Dampier Wong 
FISHING DERBY—Banford Wong, Vancouver grocer, was named King 
of Anglers in the Vancouver Sun’s annual fishing derby, when he 
caught a 31 lb., 15 oz. British Columbia spring salmon. As winner, 
he was awarded the Sam Cromie Memorial Trophy, presented here 
by Larry Dampier, assistant publisher of the Sun, and a 16’ motor 

boat. 


Los Angeles ad and broadcast men turn professors this fall: 
Stuart Newmark, Foote, Cone & Belding, begins his third year as 
evening instructor at UCLA, and Ed Benham, chief engineer of 
KTTV, will conduct a class in video tape editing, a special course 
for industry at USC... 


Ad-venturer: H. George Bloch, head of his own St. Louis agen- 
cy, his wife and son recently returned from an exciting trip to 
unexplored jungles of northern Brazil... 


Don Smith, exec vp of Tobias, O’Neil & Gallay, Chicago, is grate- 
ful this was not a typical day. He was sitting in the dentist’s chair 
when he had an appendicitis attack, was rushed to the hospital for 
an operation, returned to work a few days later sporting a new in- 
lay but minus an appendix . 


Jim Ernst, in the art hidden of BBDO, has ten water colors 
from his spring excursion to Portugal on display in Portugal’s tour- 
ist office in New York. This fall, he’ll keep busy giving lecture- 
demonstrations at the public library, Artists Guild and City 
College... 


J. M. Russakoff, head of Vanguard Advertising, New York, is 
teaching two courses in advertising copy, campaigns and media this 
fall at Queens College. Edgar J. Malecki, of McCann-Erickson’s SCI 
division, is the instructor for an elementary advertising course 
there... 


Helen Gloekler, a secretary at J. Walter Thompson Co., New 
York, is one of eight finalists chosen from some 100 entrants in a 
beauty contest sponsored by the German-language newspaper, 
Staats-Zeitung & Herold... 

Magician Milbourne Christopher and his company of Mystery- 
workers open Sept. 26 at the Maidman Playhouse, New York, in a 
show of 20th century sorcery, “Christopher’s Wonders.” He’s the 
husband of Maurine Christopher, AA’s radio-tv editor .. . 

The September issue of True carries an article, “Fourteen Miles of 
Frostbite,” picturing Jim Briggs (exec vp of EWRR) racing his 
sled-deg team in an annual melee at Ste. Agathe des Monts, 
Quebec. Sled driver Briggs maintains a kennel of 30 Huskies at 
Tamworth, N. H... 

Reg Clough, promotion director of Reader’s Digest, A. Edward 
Miller, publisher of McCall’s, Ben D. Zevin, president of World Pub- 
lishing, and William R. Adams, president of St. Regis Paper Co. are 
new appointees to the steering committee for National Library 
Week... 


Oscar L.. (Westy) Westgate, who retires Sept. 30 as advertising vp 
of R. T. French Co., was honored at two New York dinners, no 
less. The first was tossed by French agency guys at the River House; 
the second at the Barberry Room by a group of magazine people .. . 
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SPECIFIED...APPROVED... 
REQUISITIONED...CALLED 
LOCAL OFFICE. 

These are typical of the buying 
actions which result from 

buyers’ use of manufacturers’ 
catalogs in Sweet's Files. 

26,000 responses to more 

than 80 studies clearly 

. document the significant role 

of catalogs in increasing 

selling opportunities for 
manufacturers who employ 
Sweet’s system. Your Sweet’s 
Representative will gladly 

review the results of these 
studies with you. Call him or 
write to Sweet’s Catolog Service, 
Div. of F. W. Dodge Corp., 
119 W. 40th St., New York. 
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WANT MORE 
CUSTOMERS IN 


ALLENTOWN... 


Per cent of families reached — 


15% 


D.f.e 
LOOK 16% 
LIFE 22% 
READER'S DIGEST 31% 
PARADE 91 % 


The things people of Allentown, Pa. read about in the CALL- CHRONICLE | 


and PARADE on Sunday, move off the shelves on Monday and all week long! 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


~ Sa 
Represented Nationally by Story, Broois & Finley 
PARADE...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week. 


Advertising Age, September 19, 1960 


BALLOON vOTE—Believing that democracy works best when every- 

body participates—“even the youngsters!”—Standard Oil Co. of Cal- 

ifornia, San Francisco, will start giving away elephant and donkey 

balloons at its Standard and Chevron stations. Newspaper, televi- 

sion, radio and point of sale will be used to promote the giveaway. 
Batten, Barton, Durstine & Osborn is the agency. 


Advertising Can 
Put Its Own House 


in Order: Kintner 


It’s Not FTC’s Aim ‘to 
Protect Fools from Their 
Folly,’ He Tells Ad Post 


New York, Sept. 13—Taking a 
swipe at critics “who would de- 
stroy free advertising,” Earl W. 
Kintner, chairman of the Federal 
Trade Commission, told admen 
here yesterday that there are suf- 
ficient indications that advertising 
is capable of putting its own house 
in order—without any need for 
more and more government regu- 
lation. 

In one of several departures 
from his prepared address before 


the Advertising Men’s Post No. 209 
of the American Legion, Mr. Kint- | 
ner said that it “delighted his | 
heart” to have read recently in| 
ADVERTISING AGE that an agency | 
had spent $500,000 to remake a 
certain tv commercial. 


“This, I think, is self-regulation 
within the advertising industry. 
This is, I think, money well spent,” 
he said. 

“When the FTC regulators went 
around and knocked on certain 
doors, they were told that the 
agencies had already changed the 
ads. This is self-regulation.” 

He said he is confident that the 
industry can look after its own 
standards, and added, “I wish we 
could have half as many cases 
against advertising next year.” 


# Mr. Kintner apparently was 
prompted to make the ad lib inser- 
tions in his prepared speech by the 
remarks of Frederic Gamble, pres- 
ident of the American Assn. of Ad- 
vertising Agencies. 

Mr. Gamble introduced Mr. 
Kintner as a man who did not, 
like a small-town traffic police- 
man, lie in wait for offenders driv- 
ing two or three miles an hour 
above the local speed limit. He 
added that Mr. Kintner might be 
making some remarks about “pol- 
itics” in his speech. 

The FTC chairman praised Frank 
Stanton, president of Columbia 
Broadcasting System. “I think he 
has the guts, the courage and the 

(Continued on Page 22) 
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HOME 12 
IMPROVEM 
IDEAS 


How io build space-saving , & I a 
STORAGE UNITS that are both 

specialvred and decarative ' 
—— 


for increased efficreacy 


Sn 


SPECIAL! 
w@ ATTICS. BASEMENTS. ax: GARAGES page 13 


Closes: June 15, 1961 
On Sale: August 18, 1961 
Rate Base: 165,000 


Better Homes & G 


IDEA 


ANNUALS 


How to get more than you pay for 
when you buy an ad... 
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Bectones & Gardens «s HOME. Te 


BUILDING 
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age ae 
Te PEERS Gems 
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agents 


You get a bonus of 1000 free merchandising calls senting each dealer with a eomplimentary copy of 
on top building material dealers when you adver- the book, they point out the sales power of its 
tise in any of BH&G’s three building-related annu- editorial and advertising content. 

als (Home Improvement Ideas, Kitchen Ideas, You get more than you pay for when you adver- 
Home Building Ideas). As each Idea Annual is re- tise in any of Better Homes and Gardens’ six Idea 
leased, seasoned sales representatives from National Annuals. Each specialized publication communi- 
Plan Service, Inc. (a Meredith subsidiary ), call on cates directly and vividly to a truly selective and 
the country’s most promotion-minded dealers. Pre- productive audience. 


Better Homes & Gardens Better Homes & Gardens 


KITCHEN GARDEN IDEAS 


IDEAS |, /))(0) ford VQ) 


tier Homes 4Gankens | [OVER ™ Better Homes & Candens * 
FURNISHINGS BULLETS 
gl DEAS sco m IDEAS om. 


tor 1960 te mate Oo 


areal fasnely bebeday 


PTR PS Hb HOE eS 
for table, wall. wee trims 


GHTS Vor CN MAKE 


Revipry bar Sete tamer tomas 


Closes: July 15, 1961 Closes: August 15, 196] Closes: October 14, 1960 Closes: December 15, 1960 


On Sale: September 20, 1961 On Sale: October 20, 1961 On Sale: December 20, 1960 On Sale: Februar:: 18, 1961 


Rate Base: 475,000 Rate Base: 600,000 Rate Base: 225,000 Rate Base: 135,000 


de b- 
HW 6SIX SPECIALIZED 


sates improvers MEREDITH of DES MOINES... 


. . . America’s biggest publisher of 
FROM... ideas for today’s living and tomorrow’s plans 


ee ee - ee ee. i Sauk Bey as ‘ itis ; | arr ee Sears 
] 
Eo 
net * picks 
re 4 NE. 44 het 
' Poe 
me NY Bl CLOSES . 
ea mo ' f A , = NovVEM: 
: e. | ; A 4 b 1960 
i aka co F Yd SA / E | is 
# ; : ae ty oe sw , O 
dike ee) eo . ss yn 2 ee aol : A y IO. | 
ae? v5 oe ‘ . es 2a tee BN = ‘oh ay rele 
is oat ae on ~% : ‘ee 
23, ce ‘ ie iH - : a Es 
4 mf agen 
‘< : ae Shi 7 ; ’ om zh, Tz - R 
eee “ ‘ — Ee aa eg ee Te ’ i ie 
: “ft e.W.-—... a 000 a 
ek ox i Pian “a t a se 
i aa é am ms 7 tea Se ct “ Se3 18 , ee 
ss ee | BO homes. 14 with PLANS you can buy = Ss Piri ay 
eae Bey tee. rh Plus useful checklist: i a ie en 
es SS ET 2 BRR ARASH CRT RS ee ee ‘ 
| TO SENN GT SADE LE LE LL ETE LE ILICLO OR EEE LN E E ILE BEE LE NN ROOT LL EN ETE EES ETI ee ee 
oy ee 
ee ee 
ee SPELL OS SE AES IE ENE. ST ALE TNE MINI LE BIE i542" SRR IB RE NE EIS SARE 5 Ss eR Ga 8a a ap eon nema pee 
ait i - ee 5 ee, a 
Sif | one 
on | i tore to par ws BS My _ ys oul 
para i - 7 7 a : . : yeu witcher tee 4 ’ 
ae FF, ie sx § nh Py aa _ & 7» } ft ge tn ee 4 cy ay! 2 
~ . i Hy oe ie an ak A ‘| " t | . & A . fh — = 5 fo ie 
oe aes A Ae ¢. mite 2 ‘ ‘ \ LP a: 4 a mY yy ee 
eg i ‘ PD ange a : t 4 4 . c te . =e « 
ste _ Samy Lem 4 w " ee , :° 
ins -* tz ~~ ie °% ~ %: bs Ss 4 Y ‘ See a A on 
— i ee Ww xy, » ” by ws IRR secections. 
| = ere. Pa ; — i, ‘a on How to ae 
on ae ch .' 3 a, ° ier i cate oe 21 JiR TAILOR YOUR LOT Ta 
p leit kes Ca En rae PRE RD SY ee. i oe a ‘ } eed Pam FAMILY INTERESTS 
| veneers pete ta x ay - ee a « a & a S epihins soi : 
al ’ 5 wai a a aot The 
a . 
ae 
_ a elon! ie ; ME TELS PO SO cee ee . : 
; z fr | 
; aes Se eae z - “ = om " - 


sa COLOR POST CARDS 


imagination that is so sorely need- 
ed by advertising—and by Ameri- 
can business,” he said. 

“T have a profound belief in 
capitalism and free enterprise. If 
this be politics, then I am in it up 
to my ears.” 


# Outlining the activities of the 


FTC, Mr. Kintner said: “The com- 


mission’s job is not to control or|purpose is not to protect fools | trine would be a calamity for the 


manage the choices of sellers or | 
buyers. How people spend their 
money is their own affair. ) 


“It is not the function of the 
FTC to enceurage or discourage 
the production of automobiles with 
or without tail fins or to encourage 
or discourage consumers from buy- 
ing automobiles with or without 
tail fins.” 

So long as the truth is made 
available to the buyer, the buyer) 
may act wisely or foolishly; “our | 


from their folly,” he said. 
Speaking by implication of the | 
attacks on advertising, he said | 


Advertising Age, September 19, 1960 


that there are certain philosophies | 
of government regulation, heard | 
“with increasing volume in recent 
months,” which should be rejected. 


s “Taxation, control and censor- 
ship suggest themselves immedi- 
ately as appropriate techniques for 
stamping out ‘wasteful’ advertis- 
ing,” but the extension of this doc- 


nation, he said. 
Mr. Kintner declared that “no 
| self-appointed bureaucrat or col- 


IN PITTSBURGH 


| 
| 


| 


| sponsibility, 
|suffer greatly, 
| country will be the worse for it.” + 


|will act as national 
| manager. 


lege professor or even popularly 
elected representative or executive 


'can have either sufficient wisdom 


or any moral warrant to make the 
appropriate choice for others. And 
if that be tréason, make the most 
of it.” 

One of the things advertising 
men can do, he suggested, is to 
report all dishonest advertising by 
competitors. 

“The thought of being a squeal- 
er may be distasteful, but it is the 
sensible alternative to permitting 
the unscrupulous to make your 
business decisions for you and 
force you to do things which you 
know are wrong,” he said. 


s “The commission carefully pro- 


| tects the identity of all those who 
jcomplain. And I don’t solicit a 
| flood of complaints here. I neither 


|want nor expect such a flood of 
complaints. 

“Where your an gen is using 
deceptive advertising, | is your 
| public duty to call the eatin 
either by mail or telephone—to the 


}attention of the FTC. 


“T merely suggest this as a mat- 


|ter of hard-headed business. This 


is a far more intelligent course 


| than acquiescing in such activities, 


which waste advertising dollars 
and discredit the entire industry.” 

In the end, it is the advertising 
industry which must keep its own 
house in order, he said. “If you do 


| this, I am confident that those who 


would destroy free advertising will 
have little upon which to base 
their case. 

“If you do not accept your _re- 
your industry may 
and the _ entire 


| ‘Longview News’ Names 3; 
|Anderson Retires as Manager 


Upon the retirement of R. M. 


(Curley) Anderson as manager of 
|the Daily News, Longview, Wash., 


Stanley E. Fagerstrom has been 
named advertising director and 
William B. Brigman has been ap- 


| pointed to the new post of business 
| manager. Mr. Fagerstrom was for- 
}merly classified advertising man- 


ager, and Mr. Brigman was for- 
merly comptroller and assistant to 
the publisher. Doris Matilla, chief 
clerk in the classified department, 
succeeds Mr. Fagerstrom as classi- 
fied manager. Mr. Anderson, who 
joined the staff as a reporter in 
1923, will not leave the News, but 
advertising 


Linn Joins Canyon Films 
George W. Linn has joined Can- 


|yon Films of Arizona, Phoenix, as 
|general sales manager. Mr. Linn 
}was formerly a partner and ac- 
}count executive of White & Shu- 
|ford Advertising, El Paso. Canyon 
|Films produces 
| commercials, 
}sound filmstrips, photographic il- 
|lustrations and transcribed radio 
| commercials. 


film 
films, 


television 
industrial 


|Bundy Marine Names Jaqua 


Buddy Marine, Mountainside, 
N. J., division of Bundy Tubing 
Co., Detroit, has appointed Jaqua 
Co., Grand Rapids, Mich., market- 
ing and advertising consultant. Ja- 
qua will service a new line of out- 


| board engines being made by Bun- 


dy’s new plant in Milan, Italy. 


* Appliance Service 


. is big Business 


eeeeeveveveeeee0080 

For facts about this fast growing 
industry ask for your copy of 
Market File “A”. 
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Refute Claim Builders Still 
Cling to "Old Style” Methods 


Few criticisms of the building in- 
dustry have a more familiar ring 
than the charge that a very large 
number of the nation’s 120,000 ac- 
tive builders cling to “old fash- 
ioned” building methods and that 
technological change is sure to alter 
building product marketing pat- 
terns—perhaps soon. 


At best, this is a perilous over- 
simplification that can lead to 
decisions crippling the sales effec- 


keting plans, warns the Bureau of 
Building Marketing Research, an 
affiliate of Practical Builder. 


At worst, thousands of promo- 
tional dollars may go down the 
drain in ill-founded attempts to an- 
ticipate market changes alleged to 
be imminent (or already here). 


BBMR believes that even the 
most articulate and “scientific” in- 
dustry criticisms of this type usu- 
ally seek their basic appeal in the 
notion that “if demand for homes is 
so great, why can’t they just stamp 
them out like everything else?” 


The ill-informed critic thus by- 
passes the most basic fact about the 
builders’ product, says BBMR. 


Market's Basic Facts 


Individuality is the most unique 
and fundamental characteristic of 
the new homes, remodeling jobs and 
non-residential structures (stores, 
small office buildings, churches, 
etc.) that comprise the $30-billion- 
plus annual volume of builders in 
the light construction field. 


The demand for more than a mil- 
lion new homes each year is a 
demand for individuality, not stand- 
ardization. 


Even if radical design standard- 
ization were possible, BBMR says, 
terrain, climate and local conditions 
of many kinds introduce variables 
that defy the degree of design 
standardization associated with 
mass-produced consumer products. 


Despite these realities, the belief 
persists that technology will “solve 
the problems” and one day product 
manufacturers will confine their 
selling to a comparatively few big 
producers of finished homes. 


Builder Is Manufacturer 


Overwhelming evidence indicates 
that the most accurate way to view 
building is to view the builder as a 
local manufacturer. And because 
building is done where people are— 
centered not in a few places but in 
the tens of thousands of small, me- 
dium and large communities every- 
where—there are necessarily tens 
of thousands of active, important 
builders, “large” and “small.” The 
Department of Labor estimates 
that there are 120,000 of them. 


Only by grasping this fact first, 
can one grasp the significance — and 
probably direction—of the great 
technological changes that have oc- 
curred, and will continue to occur, 
in building. 


These changes are truly radical— 
in individual phases of the building 
operation, in the componentization 
and pre-assembly of many elements 
common to most buildings, and in 
the mechanization of the whole 
building process. 


But at the same time, today’s 
home is a far more complex and 
sophisticated end product than the 
“four walls and a roof” of yesterday. 


Take the lowly nail. Once—in its 
commonly known forms— it was the 
prima: y fastener; today, its original 
common forms have spawned scores 
of special-use types. Furthermore, 
the nail is only one of a variety of 
new fastening devices (welding, 
laminating and adhesive tech- 
niques) used by the builder. 


Yesterday, there tended to be 
comparatively few “accepted” ma- 
terials and building methods for 
constructing various parts of the 
home. Today, there--is-an array of 
sound alternatives available to the 
builder at each phase of construc- 


Advertisement 


building knowledge. The highly 
competitive conditions under which 
|the builder operates compel con- 
stant alertness to new products. 


The builders’ most critical task is 
in the “production cost” area—the 
| best real estate salesman, the most 
; J tolerant lender or even an out- 
The impact of these technological | standing home design will not kee 
changes might be described aS | his operation in the black if he fails 
revolutionary in character, evo- in production cost. 
lutionary” in pace. Every builder — | he a 
large, medium, or small—has had| The significance of this is even 
to incorporate great technological |™ore clear when it is understood 
change in his operation, yet the pace that the builders’ scope of opera- 
of this assimilation has had to be | tion includes much more than new 
geared to an industry made up of homes. Where different types of 


Great Changes—Slowly 


| | many, many builders, and nearly as | merchandising, financing and land 
tiveness of building product mar- | 


|development techniques are re- 
| quired according to the type of job 
Today’s builder is more than ever | (residential, remodeling or non- 
a practical technician. The increased residential), the builders’ “produc- 
number of construction alternatives tion cost” role always remains the 
require more—not less—practical same, and is always critical. 


many local conditions. 


| All Builders Important 


There can be no doubt that tens 
| of thousands of important, “practi- 
| cal” builders—large and small—have 

the decisive voice in the selection of 
an ever-increasing variety of prod- 
| ucts going into today’s new homes, 
| and the great majority of light con- 
| struction, remodeling and new non- 
| residential jobs. 


The most recent evidence of this 
is a study of builders (in 6 metro- 
politan cities) selected at random 


| ing Research, in cooperation with the 
| University of Denver and the Uni- 
| versity of California at Los Angeles. 


The three staffs first interviewed 
| the builders, then each subcontrac- 
tor, and, where applicable, the arch- 


| itect and the real estate company, to 


by the Bureau of Building Market- | 


determine who really makes the 
buying decision. Each industry fac- 
tor who could have a part in the 
determination of type or brand of 
product was interviewed. 


The results are clear*: 
“Predominantly, it is the builder 
who determines types and brand of 
product . . . Not only does the 
builder say this, but H1Is subcon- 
| tractors, architects and real estate 
| firms say it as well... While there 
| was some ‘me-too-ness,’ the overlap 
| was quite minor...” 


BBMR doubts that the basic mar- 
ket patterns described here will 
|}change soon—if at all—in any 
|marked degree. If the building 
| process is properly understood, one 
|marvels not at why it doesn’t 
| change, but at the fact that it works 
|so well, and so productively. 
*details of this study on request. 
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Builders 
ready to 


uy... 


More builders of all kinds— 
large, medium and smali— 
read PB, the only magazine 
edited EXCLUSIVELY 

for builders 
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The one magazine edited for builders only is the one magazine 
that serves all builders best, serves all builders’ interests: new 
home building, non-residential light construction, remodeling 
and modernization work of all kinds—your total sales target. 


Construction “know how’’ is the key ... and whether they are 
building or buying, builders find more of it in PB. Your advertis- 
ing in Practica, BuritpeR is surrounded by authoritative 
editorial coverage, enticingly served up to buyers who last year 
accounted for 69.7% of the entire new home building volume, 
80.5% of the entire “‘light”’ non-residential building volume and 
50% of the entire builder remodeling volume*! 


PB goes where builders are, puts your message where the busi- 
ness is. Its colorful, dynamic, authentic and practical pages give 
builders what they want and need; give you more readership 
where it counts. Why settle for less? And why pay more . . . when 
PractTicaL BuILpEr delivers it all at much the lowest cost! 

“Volume figures from “The Continuing Study of Practical Builder Reader Activity” 


by the Bureau of Building Marketing Research. Ask your PB representative for 
details or write 


Practical Builder » A Cahners Publication + 5 South Wabash Ave., Chicago 3, Illinois 
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says WILLIAM T. CLAWSON 
Director, Advertising & Promotion 
Harris-Intertype Corporation 


“| enjoy reading Industrial Marketing—the long 
articles are meaty and the short ones newsy. IM 
seems to have the proper mix for all types of read- 
ing. We route our copy through the advertising 
department and regularly refer articles to each 
other to strengthen a point in a past discussion.” 


A native of Pittsburgh, Mr. Clawson entered 
the industrial world as a teen-ager via a job 
in the standards engineering department at 
Westinghouse, but his sights were on mak- 
ing his mark in advertising. He achieved his 
goal in the early 1930s when he was named 
advertising manager of the National Metal 
Molding Co. (now National Electric Products 
Corp.). Along the road to his present Cleve- 
land-based position as director of advertising 
and promotion for the Harris-Intertype Corp., 
Mr. Clawson added to his experience as 
an advertising executive at the National 
Metal Products Co. and the Miller Printing 
Machinery Co. Harris-Intertype, which makes 
typesetting machines, presses and other equip- 
ment for the graphic arts industry, earmarked 
about $125,000 for space in business publi- 
cations in 1959. 
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says RUSSEL H. LUTZ, JR. 
Sales Promotion Manager 
United States Plywood Corporation 


“When | first became involved in sales promotion 
several years ago | needed quick help to acquaint 
myself with the mechanics of my new profession. 
| found just what | needed in Industrial Marketing. 
Every member of my department reads IM every 
month. It provides a real stimulus to fresh thinking.” 


During Mr. Lutz’s early business career (both 
before and after his World War II service 
in the Army Air Corps), he racked up ex- 
perience in such diverse fields as sales, pro- 
duce buying, credit investigation and boat 
building. Then came a tour of duty in the 
Korean War, after which he hung up his 
shingle as a remodeling contractor. Mr. Lutz 
joined the United States Plywood Corp. as 
a builder service representative in 1956, and 
shortly thereafter was named sales promo- 
tion manager of the midwest division. He 
moved up to national sales promotion man- 
ager, with headquarters in New York City, 
in the fall of 1958. United States Plywood, 
manufacturer of Weldwood plywood and 
allied products, spent $279,000 in the busi- 
ness press last year. 


says HOWARD W. ROSE 
Vice-President and Media Director 
The Buchen Company 


“| read practically every advertising and market- 
ing trade publication and | find them all helpful. 
But since many of our clients are in the industrial 
field, | have long considered Industrial Marketing 
as almost Number 1 on my list of ‘required read- 
ing.’ Only in Industrial Marketing do | find all 
phases of this highly specialized field of promo- 
tion fully covered.” 


Mr. Rose brought to his position at The 
Buchen Co. the valuable experience he gained 
as a circulation salesman for the McGraw- 
Hill Publishing Co., calling on industrial 
executives in Northern Illinois and Indiana. 
He joined the Chicago agency in January, 
1931, as media director and has also served 
as an account executive supervising his firm’s 
work for a wide variety of clients. Among the 
nation’s leading agencies in the placement 
of businesspaper advertising (an estimated 
$4,000,000 in 1959), Buchen handles such in- 
dustrial accounts as Chain Belt Co., Gardner- 
Denver Co., General Dynamics Corp. (Liquid 
Carbonics Division), Gisholt Machine Co., 
Joseph T. Ryerson & Son, Inc. and Schield 
Bantam Co. 


The magazine of selling and adeeidising lo business and imdubly 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 


630 THIRD AVENUE 


NEW YORK 17, NEW YORK 
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Retailers’ Yule 
Hits in November, 
NRMA Study Finds | 


NEw York, Sept. 13—When it | 
comes to holiday promotions, 
it’s the month before Christmas, 
not the night, that counts most 
in the retail stores. 

A survey by the sales promo- 
tion division of Nationa] Retail 
Merchants Assn. shows that a 
“significant” proportion of 
Christmas promotional effort 
takes place in November. 

Of the 53% of stores which 
said they send out a Christmas 
catalog, 28% mail it the third 
week in November; 27% mail it 
the first week in November and 
27% the second week. Individ- 
ual replies showed mailings as 
early as Oct. 20 and as late as 
Dec. 1. 

Of the 29% which use a news- 
paper supplement, 33% run it 
around the last week in Novem- 
ber, 11% in the first week in 
December. 

Of the 36% which send 
out a separate Christmas toy 
catalog, a total of 89% have 
completed the mailing by the 
third week in November; 38% 
mail in the first week of No- 
vember; 14% mail the fourth | 
week in October; 11% the third | 
week in November and 10% the 
second week in October. 


a Christmas or pre-Christmas 
themes are used in November 
advertising by 81% of the stores 
—34% the third week; 28% the 
first week; 20% the fourth 


week; and 9% the second week: |: 


One-fourth of the stores open 
or expand their toy departments | 
the first week in November; 
14% the second week in Octo- 
ber; 12% the fourth week in 
October. Christmas trimmings 
on the upper floors are started | 
by 29% the third week in No- | 
vember, and on the main floor 
by 37% in that week. # 


Irish Exports to U. S. Hit 
Record High in 1959-60 
Ireland’s exports to the U. S. | 
increased 40% to a record $31,-| 
000,000 in the fiscal year ended | 
March 31, according to the an- 
nual report of the Irish Export | 
Board. Biggest dollar earners 
were Irish thoroughbred horses, 
which brought in $1,268,400. | 
Food products also hit the $1,- 
000,000 mark, for the first time, 
with chocolate and confection- | 
ery goods accounting for more) 
than one-third of this total. 
Irish whisky sales were up 
12%, a gain attributed by the 
board to the success “achieved 
by the government-sponsored 


advertising campaign which |” 
started at the end of 1958; since | _ 


this time exports have increased | 
by 26%.” 


Haugan Joins Northrop Corp. « 

Jevne Haugan Jr., previously 
an account executive with Hal 
Stebbins Inc., Los Angeles, has 
been named advertising manag- 
er of Northrop Corp., Beverly 
Hills, Cal. Also appointed was 
James A. Cross, art director. 
Norman Warren is director of 
public relations and advertising 
for the company, which has as 
divisions and subsidiaries, Nor- 
air, Noxtronics, Radioplane, 
Northrop International, Pag 
Communications Engineers, U.S. 
Underseas Cable Corp., and Ac- 
me Metal Molding Co. 


Matthews to Wine Institute 
Jack T. Matthews, public re- 
lations manager at Los Angeles 


of Foster & Kleiser Co. for the | & 


past 14 years, has been named 
western director of state rela- 
tions for the Wine Institute, 
San Francisco. 


aa me 


Lummis & Co. Bought by of canned and packaged nuts and| changes contemplated in business | Inc., West Coast nut manufacturer. 
Expanding U.S. Tobacco other nut products. Lummis had | operations. U.S. Tobacco has been | With the Lummis purchase US. 

U.S. Tobacco Co., New York, has| net sales of $6,800,000 in its last|in an expansion and diversifica- Tobacco is now in a position to 
acquired the business and assets of | fiscal year. It will be operated as a| tion program in recent years. A| move into nationwide distribution 
Lummis & Co., Philadelphia, maker | wholly-owned subsidiary with no’ year ago it acquired Circus Foods for its nut products. 


501,639*. The entire Newspaper Group is yours with one order, ata 


@) # discounted flat line rate of $1.50, or a bulk discounted rate (5,000 
| C) | ! N *Audited and sworn circulation figures: 


SELL LOS ANGELES AT HOME? 


LOS ANGELES COPLEY NEWSPAPER GROUP: ALHAMBRA POST-ADVOCATE - El Monte Post-Advocate 
Alhambra Post-Advocate Shoppers + BURBANK DAILY REVIEW - Burbank Review Shopping News - CULVER 
CITY STAR-NEWS & VENICE EVENING VANGUARD - Culver-Palms Advertiser + Mar Vista Advertiser 
Venice Advertiser - Baldwin Hills Advertiser - GLENDALE NEWS-PRESS - Glendale News-Press Shoppers 
MONROVIA DAILY NEWS-POST - Monrovia-Duarte News Advertiser » SOUTH BAY DAILY BREEZE (Redondo Beach, 
Palos Verdes, Torrance, El Segundo, Manhattan Beach, Hermosa Beach) - South Bay Breeze Advertisers 
South Bay Breeze Peninsula Advertiser - SAN PEDRO NEWS-PILOT - San Pedro News-Pilot Advertiser 


“THE RING OF TRUTH” 


To sell all the Los Angeles market, you have to get out 
of town. You have to reach the thriving communities which 
surround the city proper. Some 59% of the people in the 

Los Angeles market live in "hometowns" beyond the city 
limits. The Los Angeles Copley Newspaper Group covers and 

sells a sizable part of this Greater Los Angeles market. The 
Group includes eight dailies and 18 supplementary weeklies 


which provide coverage of 31 communities. Total circulation: 


lines or more within one year) of $1.40 a line. For 
ask any office of WEST-HOLLIDAY CO., INC. 
3/31/60 
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First—Grayson controls division, | 
Robertshaw Mfg. Co., Long Beach, | 
Cal., is using its first consumer 
magazine with this color insert in| 
the September Good Housekeeping 
and Sunset. Half pages will run in 
Better Homes & Gardens and 
American Home. McCarty Co. is 
the agency. 


Rival Hijacking 
Our Promotion, 
KOBY Suit Says 


OAKLAND, CAL., Sept. 13—A $1,- 
328,000 lawsuit charging “malicious 
intent to injure” and “deception of 
the public” has been filed in Ala- 
meda County superior court by 
Gordon Broadcasting Co., owner of 
KOBY, San Francisco radio sta- 
tion, against McLendon Pacific 
Corp., owner of KABL, Oakland. 

The complaint accuses KABL 
of “deliberately using advertising 
ideas, materials and slogans pre- 
pared and paid for by KOBY as 
their own.” 

The specific charge is that KABL 
used the slogans “I.Q. Radio” and 
“America’s first family of fine mu- 
sic stations,” both of which were 
“originated” by Gordon Broadcast- 
ing Co. ‘ 

The intent, the suit contends, 
was to “injure KOBY in its busi- 
ness and reputation and to bring 
the station into public contempt 


STORY 
BOARD 


WTRF-TV 
Wolfgang Stein, a German immigrant, came to 
America on a visitor's visa. Altho he was oa 
skillful reporter, he couldn't find a full-time 
job, which was essential to get his visa ex- 
tended. Just the day before his visa expired, 
Time magazine hired him as a copyboy. His visa 


extended, he cabled the news to his family in 
Germany: ‘A niche in Time saves Stein."’ 


“*Starsview 7°" wtrf-tv 


She was only the optician’s daughter, two 
glasses and she made a spectacie of herself. 


Switchboard Operator: ‘‘He just 
stepped out. Can you call 
back in about two martinis?’’ 


“*Starsview 7"' wtrf-tv 


wirf-tv ‘*Starsview 7°’ | 


A great many of our troubles are man-maid! 


“*Starsview 7°’ wirf-tv 


Still think it would be a good idea for one of 
the networks to come up with a show called 
the “‘Unmentionables’’ . . what exposure! 
. . how revealing! . . . would be appeaiiig 
whether it covered a lot or a little territory. 


wirf-tv ‘*Starsview 7°" 


and pr ti is another ad- 
vantage you get when your spot compaigns are 
placed with wtrf-tv. Ask George P. Hollingbery 
to line you up for your share of the lucrative 
Wheeling-Steubenville industrial Ohio Valley | 
Market SOLD by WITRF-TV from WHEELING! | 


a oo 


wtrf-tv ‘'Starsview 7°' 


The best thing for a cold shoulder is still a mink! 
| 


wtrf-tv Wheeling 


CHANNEL 
SEVEN 


WHEELING, 


© WEST VIRGINIA 


|and ridicule.” 


s Last June 15, KOBY was pur- 
chased by Gordon from David Se- 
gal for $700,000. 

Shortly thereafter, Gross & Rob- 
erts, San Francisco agency, was 
retained by Sherwood R. Gordon 
to develop an advertising and pro- 
motion campaign leading up to a 
change of the station call letters 
Sept. 12 from KOBY to KQBY. 

On Aug. 4, the lawsuit contends, 
the agency recommended a “teas- 
er” campaign using the words 
“I. Q. Radio” as preliminary to 


|announcement of the new call let- 


ters, to be followed by advertising. 

Advertising orders for the cam- 
paign were placed Aug. 11 for 80 
bus signs in San Francisco and 


Oakland, and on Aug. 17 with San} 


Francisco newspapers. 


s Starting Aug. 30, “at frequent 
intervals throughout the day and 
night, and since that date,” the 
suit charges, “KABL began an- 
nouncing ‘You’ve seen our signs 
and now you’ve found our sound. 

“*This is I. Q. Radio. Intelligent 
Quality Radio for San Francisco. 
KABL, Cable music, part of Ameri- 
ca’s first family of fine music sta- 
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,” 


tions. 

At frequent intervals since Aug. 
31, the suit continues, “KABL has 
also broadcast the phrase: ‘You'll 
hear the difference Sept. 12. I. Q. 
Radio’.” 

Sept. 12 is the date KOBY 
switched its call letters to KQBY. 

The legal action also attacks 
KABL’s use of the phrase, “Amer- | 
ica’s first family of fine music | 
stations” and points out that Gor- 
don Broadcasting Co., as owner of 
KBUZ, Phoenix, and KSDO, San 
Diego, “has for more than one 
year used this phrase in their ra- 
dio transmissions, on their letter- 


heads and advertising to the gen- 
eral public and the trade media.” 


|@ The suit seeks a restraining or- 
der preventing KABL from using 
|the KOBY-KQBY advertising and 
promotional materials and slogans 
and seeks damages of $828,000 and 
| Sdditional punitive damages of¢ 
$500,000. 

Similar complaints charging § 
“fraudulent advertising and lack 
of responsibility” have been filed 
by Gordon with the Federal Com- 
munications Commission and the 
Federal Trade Commission. 

Pending a full hearing of the 
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al manager of KABL, declared, 
“This must be a publicity stunt. 
KOBY switched from rock and roll 
and tried to copy KABL, and that 
didn’t work. The radio station was 
sold. It got desperate.” # 


Spot Time Opens 2 Branches; 
Adds Nine Stations 


Spot Time Sales, New York, 
radio-tv station representative, has 
opened branch offices at 821 Mar- 
ket St., San Francisco, and at 30 
N. LaSalle St., Chicago. Clint 
Sherwood will manage the San 
Francisco office, and Don Sanders 
will head the Chicago branch. 
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KTOP, Topeka, Kan., formerly 
handled by Daren F. McGavren 
Co., has appointed Spot Time Sales 
as its national representative. 
Spot Time Sales has been ap- 
pointed national representative for 
nine stations. They are WEIR, 
Weirton, handled in Ohio by Ohio 
State Representatives, and WTCS, 
Fairmount, W. Va., previously rep- 
resented by Gill-Perna; WING, 
Anniston, with no previous repre- 
sentative, and WAPX, Montgom- 
ery, Ala., formerly handled by Bol- 
ling Co.; WSKY, Asheville, N. C., 
formerly represented by Everett- 
McKinney; WICK, Scranton, pre- 


viously handled by Walker-Rawalt, 
and WWML, Portage, Pa., a new 
station; WJPR, Greenville, Miss., 
formerly handled nationally by 
Bogner & Martin and represented 
in the South by C. K. Beaver & 
Associates, and KTOP, Topeka, 
formerly handled by Daren F. 
McGavren Co. 


‘Journal-American’ Announces 
Sunday Edition Expansion 

The New York Journal-Ameri- 
can is embarking on what it terms 
a “million-dollar expansion pro- 
gram” for its Sunday edition. 
Starting Sept. 11 forty additional 


columns of space and 18 new at- | 
tractions have been added to make 
up a new “Journal for Living” 
which will feature pages devoted 
to family guidance, fashion tips, 
food and family fun, trend and sig- 
nificance and spotlight on sports. 
Occasionally, the section will also 
include editorial material from the 
various Hearst magazines. 


expanded Sunday edition via news- | 
politan, suburban and _ country | 


newspapers, radio and ty spots in 
the New York metropolitan area, 


and delivery truck posters. 
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is your 
product 
dressed 
for sales? 


ee es 
ALL DRESSED up—Peerless Tube Co., 
Bloomfieid, N.J., uses the fashion 
approach to advertise “the prosaic 
tin can.” This color ad is current- 
ly appearing in Aerosol Age, Drug 
& Cosmetic Industry, Dun’s Re- 
view and Modern Packaging. Car- 
penter-Proctor Inc., Newark, is the 
agency. 


Far - Reaching ! 


" ibys A, 


We'll be ruined 


unless we find a way 
to jam this 
unauthorized broadcast 


Meanwhile, | suppose 
I'll have to watch it. 


Everyone is impressed by the 
fast, accurate and complete news 
coverage on 6. Teamed. with 
NBC, we make a combination 
that spells “Good News” for ad- 
vertisers, too. 


Your Weed TV man has all 
the facts. 


WCSH-TV 


NBC for 
PORTLAND 


MAINE 


MAINE BROADCASTING SYSTEM 


WCSH-TV 6, Portland WILBZ-TV 2, Bangor 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Auguste 
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Sun Chemical Forms 
Package Group After 
Adding 2 Companies 


New York, Sept. 13—-Sun Chem- 
ical Corp. has purchased two man- 
ufacturing companies and formed 
a new group to produce packaging 
materials, laminated and foam 
thermoplastic products. 

Robert W. Marien, advertising 
manager, said no immediate 
changes in the advertising struc- 
tures of the various divisions are 
contemplated as a result of their 
acquisition. He said, however, it is 
likely that some changes may oc- 
cur as Sun’s marketing emphasis 
is shifted. One aspect under con- 
sideration is possible integration 
of all consumer products under a 
common logo. 


s The two companies are Artistic 
Mfg. Co., Stamford, and Dyna- 
Foam Corp., Ellenville, N.Y. Sun 
said the Artistic acquisition gives 
it access to more than 15,000 re- 
tail outlets, largely in the variety 
store field, with nationwide cover- 
age. Artistic makes decorative 
packaging materials. 

Dyna-Foam makes thermoplas- 
tic films that combine properties 
of insulation against heat, cold, 
cushioning, decorativeness and 
waterproofing. It is competitive in 
use and price with paper. 

Artistic and Dyna-Foam will be 
integrated with the Facile and 
Electro-Tech divisions of Sun to 
form the new packaging materials 
group, with Eugene Jacobson, new- 
ly-elected Sun Chemical vp, in 
charge. 


= Norman E. Alexander, Sun’s 
president, said this group could 
account for 20%-25% of Sun’s 
total sales by 1962, and an even 
greater percentage of its earnings. 

Sun Chemical’s other businesses 
are in the field of graphic arts and 
chemicals, particularly printing 
inks, paints and coatings, and in 
industrial coatings and finishes. 
Last year it had a volume of $54,- 
800,000 and a net of $1,346,216. # 


Traffic 
World 


is the weekly 
newsmagazine of 


transportation 


management* 
in every industry 
and in every mode 
of transportation 


* 

the men who set transpor- 
tation policies in their own 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, 
carrier executives, port au- 
thority traffic executives, 
public warehousemen, 
educators, government and 
military officials, transpor- 
tation attorneys, chamber 
of commerce officials. 


See our Service-Ad 
in SRDS Class. 148 


Circuit Judge Rules in Favor 
of 4 Bank, Trust Companies 
Louisville, Ky., circuit court 
judge Stuart E. Lampe has ruled 
that four bank and trust compa- 
nies are innocent of any substan- 
tial violation of court orders deal- 
ing with the practice of law. In a 
1958 suit the Louisville Bar Assn. 
objected to actions of Citizens Fi- 
delity Bank & Trust Co., Kentucky 
Trust Co., Liberty National Bank 
& Trust Co. and Lincoln Bank & 


Trust Co. concerning their adver- 
tising and presentation of appli- 
cations for probate of wills and 
administration of estates. 

In an opinion, the judge turned 
down a request by the bar asso- 
ciation for an injunction against 
the institutions, but found that the 
lawyers are entitled to a declara- 
tion of rights more clearly defining 
the manner in which the banks 
may “advertise on the subject of 
estate planning. 
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‘Purchasing’ Circulation Hiked 


Spaulding Denies FTC 
Charges of False Claims 


Purchasing, New York, a Con- 


Spaulding Bakeries, Birming- | over-Mast publication serving in- 


ham, N. Y., 


Commission charges of making 
false weight-control claims. 

Contending that the bread is 
“substantially lower in calories 
than ordinary white breads,” 
Spaulding stated in the denial that 
Slim-ette is an aid to weight re- 
duction. 


baker of Slim-ette | 
Bread, has denied Federal Trade | 


dustrial buyers, is adding 3,158 to 
its circulation, bringing the total 
to 30,200, but ad rates remain the 
same. The increase, effective in 
November, results from the pur- 
chase of the metalworking circu- 
lation of the former Purchasing 
News, which since last May has 
become Electrical/Electronic Pro- 
curement. 
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Industrial Publishing Names 2 

Industrial Publishing Corp., 
Cleveland, has named James D. 
Robins and Robert E. Raynor east- 
ern sales representatives for its 
publications, Material Handling 
Engineering and Handling & Ship- 
ping Illustrated. 

Mr. Robins will handle sales in 
New York and New England, and 
Mr. Raynor in New Jersey, Mary- 
land, Virginia, Delaware and the 
eastern section of Pennsylvania. 


Both will be headquartered in 
New York. Mr. Robins was former- 
ly a sales representative and as- 
sistant to the director of corporate 
planning of Yale & Towne Mfg. 
Co. Mr. Raynor was with Electric 
Storage Battery Co. 


‘Newsweek’ Names Three 
Newsweek, New York, has 
named Stefan Meyer, who joined 
the magazine this year in a mar- 
keting capacity, manager of sales 


presentation. Newsweek also has|from the present $400 to $480. At 


named Clifford C. Curtis, formerly 
ad manager of True, to its New 
York sales staff, and Robert 
Hawkes, formerly with the Ameri- 
can Newspaper Publishers Assn., 
to its St. Louis sales staff. 


‘Case & Comment’ Hikes Rates 

Case & Comment, Rochester, will 
increase its rates for a b&ew page 
ad on a yearly contract covering 
six consecutive issues by 20%, 


eS Bilge 


the same time the circulation guar- 
antee will also be increased by a 
corresponding 20% from the pres- 
ent 100,000 to 120,000. 


Air Moving Names Rossi 

Air Moving & Conditioning Assn., 
Detroit, has appointed Rossi & Co. 
to handle its public relations and | 
promotional activities. Denham & 
Co., Detroit, is the previous agency | 


of record. 
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SHOPPING 
CENTER 


_, NETWORK 


e selling power! 


* Puts your product advertising on display in 
238 centers in 95 top metropolitan markets. 
(27 more centers in the last 30 days!) 


* Gives you 63,000,000 exposures per month; 
costs as little as 25¢ per thousand shopper trips. 


* Delivers your selling message repeatedly 
throughout the parking area . . . to shoppers 
in an ideally receptive mood. 


%*& Reaches America’s richest mass market: high- 
income, highly acquisitive suburban families. 


* Offers you opportunities for sustained, long- 
term selling or short-term seasonal promotion 
.. . nationally, regionally, or by market. 


Note: By publication time, figures quoted may be 
obsolete. For the latest information on this fast- 
growing new medium, write, wire or call collect. 


NATIONAL ADVERTISING CO. 


Shopping Center Network Division, 6850 South 
Harlem, Bedford Park, Ill., LUdlow 5-6600 (Chicago) 
A subsidiary of Minnesota Mining and Manufacturing Co. 


te Lae Sa ae AS oa 


when vour bands are tied by sickness or 
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EASY TO TAKE—Great American Re- 
serve Insurance Co., Dallas, is run- 
ning a 12-month promotion using 
regional editions of The Saturday 
Evening Post, a tv program in the 
Dallas-Fort Worth area and direct 
mail. Taylor-Norsworthy is the 
agency. 


CIRCULATION. 
PENETRATION 


JOWN’S 3rd 
~ 100,000 


PLUS 
MARKET 


Check the figures. There's 
one — and only one way to 
_ reach lowa’s 3rd market. 

Waterloo and Black Hawk 
County belong exclusively to 
the Waterloo Daily Courier. 
It gives you a whopping 
103.5% coverage of the 
area’s 29,189 occupied 
dwelling units. 


—_ ABC Black Hawk County 
' Circulation figures 


Waterlee Daily Courier 
Des Moines Register 
Des Meines Tribune 


1,648 
iH 
1,048 


WATERLOO 
DAILY 
COURIER 


AN A. C. NIELSEN TEST MARKET 
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How often have you heard that line? 

If you’ve been on Madison or Michigan Avenues 
any length of time, say 40 weeks or 40 years, you’ve 
heard it often, probably too often. Could be your 
own pet peeve! 

Well, Metro has done something about it — with 
a new regional buy for Metro’s SUNDAY Maga- 
zines and Sunday Comics Network. 

Now, you can buy combinations of SUNDAY 
and/or Comics (three-paper minimum in each) 
with just one call to the nearest Metro office. More 
audience, more flexibility, more economy, more 
marketing savvy at the local level. Let’s spell that 
out for you. 

Since 1932 Metro has pioneered simplification of 
the newspaper space buying function: standardiza- 
tion in page sizes; new additions to both Metro 
networks; more flexible rate structures; steeper 
discounts; production savings passed along to ad- 
vertisers; constant refinement of the marketing, 
research and promotion assistance offered to our 
advertising colleagues. 

Now this new step forward. Now the marketing 
services, statistical information, flexibility and 
creativity formerly available through Metro on a 
national basis only, are at your disposal for regional 
use as well. 

“What,” you may ask, “is new about that? A 
flock of big-name national magazines now sell bits 
and pieces of their circulations. What has Metro 
got that we can’t get from them?” It’s a good ques- 
tion. And mark the answer for your own profit. 

Charles Caleb Colton gave us the line: “Jmita- 
tion is the sincerest flattery.” And the current crop 
of magazine split-runs is indeed the sincerest flat- 
tery of the newspaper’s basic marketing function — 
local editing, local circulation, local retailing, 
local pay-off at the check-out. 


We salute the magazines and accept the compli- 


- 


ment. But no magazine, however big or ingenious, 
will ever come close to Metro’s member publishers 
in the journalistic job of painting the local scene in 
their editorial columns and the complex local mar- 
keting scene in their advertising columns. That’s 
the exclusive function of the “fourth estate” —and 
let no one tell you otherwise. 

When you buy Metro regionally, you get the real 
thing. When you buy magazine split-runs you get 
fragments of nationally edited, nationally distrib- 
uted circulations — sans the priceless local touch. 

When you buy Metro regionally, you'll get, in 
SUNDAY and/or Comics, the best-read sections of 
‘the best Sunday newspapers serving the markets 
of your choice. You’ll get the deepest door-to-door 
coverage in every neighborhood of every market. 
You’ll get the closest correlation with store loca- 
tions of leading chains and supers. You’ll get the 
finest printing available from modern newspaper 
presses. You’ll get the know-how and where-to-tap 
experience of locally trained newspaper men who 
know their markets as they know the backs of their 
hands. In short, with Metro, you'll get the priceless 
local touch. 

With a Metro man across your desk, you can 
push-pin your marketing-media plans. For a new 
product test or rejuvenation of an old product in 
Dallas or Des Moines, Pittsburgh or Phoenix, 
Boston or Buffalo (you name ’em, any three or 
more) he’ll show you the facts, figures, facilities 
and cooperation you need. You get the space you 
want, the help you need and the bill itself all from 
one source. 

And for that bill you will have reached a far 
larger audience at far lower cost per thousand than 
national magazine split-runs. See comparisons in 
the box below. Clearly, these examples may not 
fit your regional marketing problem. A phone call 
to the nearest Metro office will bring you the cus- 
tom-tailored facts and figures you need. 


LET’S LOOK AT THE EAST COAST 
CIRCULA- COLOR 
TION 


PAGE RATE 
SUNDAY (13 magazines)* 7,047,229 $29,010.50 $4.12 
LIFE (Eastern Edition) 2,335,000 $17,500.00 $7.49 
LOOK (New England & 
Middle Atlantic) 1,696,000 $12,785.28 $7.54 
*SUNDAY 
New York News (C&S) 2,468,951 $8,930.00 
Philadelphia Inquirer 1,041,740 3,950.00 
Pittsburgh Press 549,755 2,015.00 
New York Herald Tribune 521,568 2,538.00 
Boston Globe 431,274 1,900.00 
Newark News 392,215 1,042.50 
Baltimore Sun 320,877 1,675.00 
Washington Star 310,373 1,550.00 
Buffalo Courier-Express 305,367 1,470.00 
Boston Herald 298,604 1,400.00 
Providence Journal 191,274 1,050.00 
Springfield Republican 112,352 850.00 
Syracuse Post-Standard 102,879 640.00 


BUY THEM ALL OR ANY THREE 


AND NOW LOOK AT THE MID-WEST 
CIRCULA- COLOR 
TION RATE 


CPM 
Ve Pg. Color 
(952 lines) 
METRO COMICS* 5,078,234 $15,126.44 $2.98 
4-color Pg 
(680 lines) 
LIFE (East North Central Zone) 1,675,000 $11,762.50 7.02 
SATURDAY EVENING POST 1,254,343 $9,666.45 7.71 


(East North Central Zone) 


*METRO COMICS ye PE. Color 
Chicago Tribune 1,229,396 $4,050.00 
Chicago Sun-Times 670,127 1,150.00 
Detroit News 640,079 1,775.00 
Detroit Free Press 521,947 1,675.00 
Cleveland Plain Dealer 510,406 1,566.00 
ee yy 513,647 1,550.00 
ndianapolis Star 
a > 338,876 1,295.44 
Cincinnati Enquirer 280,266 - 905.00 
Columbus Dispatch 278,461 810.00 
Peoria Journal-Star 95,029 350. 


BUY THEM ALL OR ANY THREE 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue, New York 16, N. Y.,. MUrray Hill 9-8200 = Chicago 11, 1710 Tribune Tower 
Detroit 2, New Center Building = Los Angeles 5, 3460 Wilshire Boulevard = San Francisco 4, 155 Montgomery Street 


Sunday 


-. her ae Seay RE A ot Reg ee ee FN he eee Mee ai ee ee = or eas” ee oe fay ss M ey _ OT 2 Mey Pe ile Fe ae i regs ate Poti et Go * ee 
A SS ee alee ee is! oer’ akg om Se ee Cr : “ Me Ae ee ee aes io AMR a ar he as eee 
: hse ig aos ee te cra Re bate ¢ it, - a ee, = ~ aes, } ae 
<t Ph: 6 al NIB i cn, 
eae . des 
HS ba 
: p 
« i = 
bs o } = ; 2 £ a 
oe = Heist , 
ee dre 
See ae “Se : . os 
‘ aa jana asl a 1 oe a ; 
ia a ee ER hee, z ' a 
1 Se) eee -: ae 
ee oe So ae Sastre Sj 
A pi hee) 2b mM, bros ae ee 
i aie eS LS Cee fs. ee 
i eee Jo) bh eee 4 ee ue 
eee ae vA 3 
aay NE Sa mR aoa iy eee ite! s 
oo les ii oie ceyectes iy” 7) al irl was 
<> ore: 3 ee hie ie nae 
Se ae ee ee Aa 
Fn ape Oo eg Nee 
ai ; ay ‘¥ ; : 
i 3 ae ay 
a Boas tia rat -_ 
SR RS RE att 
*q , ss or 50 Saee 
2 See ok eR 
p> eee I ae Fe 
Elem: co Pe aes | 
fo eae eo eS ee 
oot eee We ee Tee 
ee A Se Bee eae 
CCl Be gs er OE, MS: 
| 
ea pS me gn oS ane 
POLE Lien. F 
e see iS = oi Tet eam ae Oe 
wy ou i oe ae : 
ee Ha ee ae ees 
ee by ad hae * : ae | 
on paul Bt : oy 
Hing: ee roe 
saiNes > ammeatinienee se 
MG tore athe § Be pay a eitgeic® So\? 3 
eee 20 Cee 
pues : 
Eo ineh i e ‘ 
ae a, ie eS a 
Si ie oh Manche as ayia RS go et Z a 
ea hie ae a Tah a ' 
eae pee Ce } 
eae He Set 7 aoe ie 
aan ~ . as : ates = 
aes at es 7 ae eee 
i a ae see ty ER, A ee 
‘oe Saeed ee ey 7 
we TRAE eae o>: Seeenpeplen tore! 7 
i eeu, Pie |e be ay ee : 
ee dl aig os i ad 
ee NN cee ee ‘2h 
: si he eae oy Enea Coa Hos 
e ee ae = Fi 
Oey eR 
sae 
4 nightie 
ee aera i : 
x es ae “t 
re es, Oe oe ” si a 2 2 oe 
ai ea St ae hE SPT Se 
| Secale ; 
: ae mina bi i ; 
eee ay Ps 
Pita) SOR ee i 
Mics ale! i , 
Per toner seas - : . pH 
eee 2 : 
2 HAGE, peel se ne 
ah hak ie S 
pee Skee 5 ee 
ee ee ee Be 
ef sy dh 
an Ei 2 RT Maen oe aa ae at see 
cee. . SS irate Get Se a ae 
: ce ee ete tte een 2 pees 
lel acl pean fees Cire ai td 
ee See ou 
mee deta ss 
os a lee, ; i 
ear! i, a hes oes : es 
$Y {ages Tape aur’ OS 
ate fg ee cont ae ve 
as RAS le, 3 
Se ae ee f ie 
ey, MM Se eens ete 5, pod 
<5 Gre Pee tae ey ete 
en | wee ack ott eee ae A ; a 
; 7 Renee PO a a aS ta a 7 
oo Rs See ro i 
“ ; bad Seah (tue Ln he 
a. Bis _ 
a 7 eee See , ak 
é ee Mee Let ie 
i 7 ee re pe F 
=: an ne a kere ees ak ee 
= eee ee at 
ee Seley > ware 
7 eS : fea AES sas ee we 
i ee oY 5s Res Ge ee 
ae ‘ ta Mints 5 
ae eS ees vig, Vt Hes We Ps ' rr: 
Ween oy Like, 
2 gies At ‘ Oe, S 
“3 Labeeoe ae aoe : “a 
3 en a 
om 7 ar ‘ae eT ets ee es 
ren NS ae 
ese 
paces eae E % 
i (eeeeoneeean = 7 
Ba 4 
et es ns ee ste . 
weds ety te ae i‘ poet ‘ : 
Se) ae eee 7 
RS pe eee ae 
= - 4 i pee | ite 
- - Bales i Aig ep a 
rod 4 ann wile pitas SO dee es Pie 
2) WR: gavellbtkaee woos SPE ee ty 
ii aa =% a RSs, Soe ra es eee 
ao °F iisige Sener vee a 
& fa eer tech nmlt 2 
“4 Pek ae one | ee 
v3 ee Aaa Nt ts, \: ee ‘ 
3 ey ks a aire 
a ae area 2S. 
OE See me: 
CR sae | oie 
ae oe Bes 
i > 
ane 
RE et a 
aa ee f 
is, rear a ae 2 iS : ee 
ae PST IEE Sf ao ye al eo 
re can a a eicoe y 
: a Becta cals ae 3 
i ee ee ° 
io ie Bey tet ah atte eae. 
en ae ee ‘ee gaye eee 
— ae 
msi - Saas 
ag Pin at 
ae a eg ERR 
o aes oe: ; 
tee ca ej 
cae mer erg Sr . a 
RO te mu 
el ae el, Yk ase “Nuala a 
aks MT era State F cs 
Hace | Sonera pe ae ee ee eee 1 i] 
Sage es oc SOD ne ee el, ai. 
a, atte it Spa le eine # COLO ae 
5, Ne ean hte ps Nem ee ae 
; Bere Sane: fone 8 oe rea ge) . Vibg 
Ba ss = Bie ole rd 
5 ae 
: fds . 
Se © tee ey ee See ree - 4 
ect 7 pie te es Poet & as ASSN RC ee Ney RTT ie oe Seeder é 3 Se hn 
: ee ie) ea oe OS ac Tie te ew ae ee ee | OR Es e 
aie “ ie Gira at eo ees © ky ce en ea Ratan a 
Be octave Nga e eA bare. - Bde ne ae is ole SRA TH a 
Ein M ensign eae ae es. i ee ae eee parte ie 
eB Te ete Dee ne See ne a ne oe ihc chat 0 own REE Me er 7 a 
eS eee hy meine de ee Cee aap eer (2 sn ORAS, cole exe eve Tate ees i Nd end 
Saka ee Mrs a rae ye et are ec SA einai Patan Wet, Me eae ee NE hg a EA as beh Day 
oh Retest apie st > Rae een eee! Re oe in oe oehige ass ep oe 


Radiant Seis Ads in 
Consumer Books to 
Push Movie Screens 


Morton Grove, ILi., Sept. 13— 
Radiant Mfg. Co., which produces 
movie and slide projection screens, 
will branch out into consumer 
magazines in its new advertising 
campaign. 

Magazines on the schedule in- 
clude Esquire, Holiday, National 


New Projection Screen 
“Controls” Light Reflection... 


eliminates many inconv 
of projecting movies and slides 
in darkened rooms 


No more stumbling around in the dark. No 
more pulling down window shades of drawing 
drapes. No more stopping all other activities, 
such as serving or taking notes. Now, when 
you project movies and slides in your home, 
office, club or exhibits— you may leave all 
or some of the lights on! The newest achieve- 
ment of optical engineering — Radiant “truly 
lenticular” projection screens — controls light 
reflection so effectively that even color mov- 
ies and slides are brilliant, clear and contrasty 
in normally or partially lighted rooms. Each 
screen is in effect a sheet of thousands of lenses 
that make “lights on” projection a reality. 


Send for Free Booklet 

—giving the full story of the Radiant exclusive 
truly lenticular projection screens 

—sl # how you can double audience enjoyment 
of all projected pictures. 


New RADIANT 
SCREENS 


RADIANT MANUFACTURING CORP. 
P. O. Box 5640, Chicago 80, Illinois 


SCREEN AD—A new series of ads for 
Radiant Mfg. Co. includes this one, 


Geographic Magazine, Newsweek, )|‘House Beautiful’ Publishes 


The New Yorker, Parents’ Maga-| Trade News; Raises Price 


zine and Playboy. Ads will begin | 


this month and run through the 
end of the year. Ads are also 
scheduled for the New York Times 
and Wall Street Journal. 

In addition, Radiant will contin- 
ue its advertising in photo trade 
and other publications and is con- 
sidering expansion into foreign 
magazines. Irving J. Rosenbloom & 
Associates, Chicago, is the agency. 


House Beautiful will publish an 
“Advance Retail Trade News” nine 
times a year as a merchandising 
service to inform retailers of up- 
coming features and to help adver- 
tisers sell their products. It con- 
sists of a five-page (printed on one 
side only), five-column newspaper 
previewing forthcoming issues of 
the magazine and suggesting ways 
to tie in with editorial features. 


Advertising Age, September 19, 1960 


“Trade News” also lists advertis- 
ers, illustrates their ads or prod- 
ucts and describes tie-in material 
offered by the advertiser. The first 
issue covers the October House 
Beautiful. 

Also effective with the October 
issue, the cover price of the mag- 
azine will be raised from 50¢ to 
60¢. 


Brehony Joins Sampson 
James L. Brehony, formerly 


manager of building product sales 
for Look, New York, has been ap- 
pointed to head a new marketing 
division of Sampson Bros., Pitts- 
burgh, community builder and land 
developer. 


D-F-S Elects Three VPs 

William A. Taylor, Robert Scur- 
lock and Frederick A. Mitchell, ac- 
count executives of Dancer-Fitz- 
gerald-Sample, New York, have 
been elected vps. 


There’s a big difference between advice and 


That’s why the plant engineer is one of the 


scheduled for National Geographic 
Magazine. 


He is an authority. Just what does a plant 


If your products are sold through 
retail food stores— 


WATCH 
YOUR MAIL 
FOR THIS 


Do others get into the buying act? Sure. 


after the committee packs up and goes home, 


plant engineer. When he goes home he’s often 


This 24-page book describes ACB serv- 
; ices that thelp you in the control and 
6 better use of retail food store promo- 
tions. Discusses all 3 types of co-op 
advertising plans and non-plan as well. 
This book mailed Sept. 15 to all 
4 names on our lists. If we have missed 
} you (or you think we might) send post- 
| card and we will mail a copy immedi- 
ately. 
Advertising Checking Bureau, 
18 8S. Michigan Ave., Chicago 3. 
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Meat Board Offers Handbook 
National Live Stock & Meat 
Board, Chicago, will again offer 
an illustrated promotion handbook 
which describes methods and ma- 
terials which various groups can 
use to boost meat sales in connec- 
tion with its annual “Give Meat 
For Christmas” campaign. The pro- 
motion is directed both at the gen- 


or employes. Copies of the pro- 
motion book may be obtained from 
the National Live Stock & Meat 
Board, Christmas Promotion, 407 S. 
Dearborn, Chicago. 


Welch to Beckman, Koblitz 
James O. Welch Co., Cambridge, 
Mass., manufacturer of Sugar 


|Daddy, Sugar Babies and Pom 
eral public and business companies | 
which make a practice of giving 


Poms candy, has appointed Beck- 
man, Koblitz Inc., Los Angeles, to 


ern states, effective Oct. 1. Honig- 
Cooper & Harrington, Los Angeles, 
is currently handling the western 
account. 


Appian Way Offers 5¢ Off 
Food Specialties Inc., Worcester, 
Mass., has launched its annual 5¢ 
Off promotion for Appian Way 
pizza mix and sauce. It is backed 
by a four-color half-page unit in 
Life, Oct. 10, a two-column two- 


Christmas gifts to customers and//| handle its advertising in the west-| color ad in Sunset Magazine, news- 


paper and trade advertising. 
Charles F. Hutchinson Inc., Boston, 
is the agency for Appian Way. 


Peterson Joins Arends 

George B. Peterson has joined 
Donald L. Arends Inc., La Grange, 
Ill., as account supervisor and 
director of public relations. Mr. 
Peterson was formerly in the chem- 
icals merchandising and public re- 
lations departments of Dow Chem- 
ical Co., Midland, Mich. 


a Meassay: 


wuthority. Authority carries a bigger price tag. 


accompanied by a copy of....... 


ore respected members of the industrial community. 
engineer do? Simple. He plans, he decides, he buys. 
Who are they? Everybody (just read your mail). But 


the man who makes the decision is usually the 


In just 15 days you will see how wonderfully 


NEW FOR SKIN—Shulton Inc., Clifton, 
N. J., will push its new Ice-O- 
Derm this fall in magazines with 
the theme: “In just 15 days ‘Ice- 
O-Derm’ Helps Improve Touchy 


| Skins That Break Out.” Ralph Al- 


lum Co., New York, is the agency. 


Sales Giants, that is... 
This describes, in a phrase, 
the Independent Standard 
Metropolitan Area of 
San Bernardino and 
Riverside Counties, 
California’s 4th largest 
market, and the 29th largest 
market in the United States! 
A booming community of 
proven buyers! ... whose 
Effective Buying- Income last 
year exceeded $1.4 BILLION! 
An exploding community 
whose population increase in 
the last decade has been 12th 
largest, numerically, in the 
Nation! In gasoline sales, 
18th in the U. S.! The land 
of America’s most glamorous 
resorts, center of industry, 
mining and military 
establishments. If you’re 
not getting your share of this 
fabulous market, there’s only 
one way to reach it! Through 
the two newspapers which 
saturate it with unduplicated 
coverage and which have 
helped make Metropolitan 
San Bernardino- Riverside the 
LAND OF SALES GIANTS! 
Source: 

1960 Survey of Buying Power 
RIVERSIDE 


PRESS-ENTERPRISE 


Represented Nationally by 
Newspaper Marketing Associates. 


SAN BERNARDINO 


SUN-TELEGRAM 


Representea Nationally by 
Cresmer and Woodward Inc. 
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Seven of Eight U.S. 
Homes Have TV Sets, 
ARF Report Shows 


New York, Sept. 13—There were 
46,199,000 U.S. households, repre- 
senting seven out of eight homes 
in this country, equipped with at 
least one television set in May, 
1960. 

These figures were released last 
week by the Advertising Research 
Foundation as the seventh in a se- 
ries of reports started in June, 
1955. The latest tally is based on 
the 1960 U.S. Census information. 

There has been an increase of 
more than 14,000,000 tv homes 
since 1955, when only two out of 
three homes were tv-equipped. 
Latest multiple-set homes number 
5,793,000, which is greater than the 
total number of tv homes repcerted 
in the 1950 U.S. census. U.S. house- 
holds now boast a total of 52,500,- 
000 tv receivers, an increase of 
19,200,000 over 1955. 


® Listing the telephone status of 
tv homes for the first time, ARF’s 
current report shows that 93.8% of 
homes with telephones also have 
tv receivers. This compares with 
66.6% tv ownership in homes with- 
out telephones. 

In addition to over-all figures, 
the study includes set ownership 
breakdowns for inside and outside 
standard metropolitan areas, urban 
and rural residence, type of house- 
hold, size of household, census 
geographic regions and divisions, 
and Nielsen TV Index territories. 
There is also a technical appendix. 

The report was underwritten by 
ABC, CBS-TV, NBC, the National 
Assn. of Broadcasters and Televi- 
sion Bureau of Advertising. Copies 
are available at $5 each from ARF 
at 3 E. 54th St., New York. # 


Gill Joins Diversey 

Harry M. Gill, formerly mid- 
western sales representative for 
Chemical Processing, Chicago, has 
been named ad and sales promotion 
manager of Diversey Corp., Chi- 
cago, manufacturer of chemical 
cleaning compounds. 


Ronzoni Starts Drive 

Ronzoni Macaroni is using tele- 
vision, spot radio, including for- 
eign language programs, and sub- 
way posters in its fall advertising 
program. Mogul Williams & Say- 
lor, New York, is the agency. 


QUANTITY 


Photos Sell 
MODELS 


TEER Sa 


Ke 
< 


They couldn’t mail a Model, so the 
sent a glossy photo. If you can’t 
send your product, send a photo. 


8 x 10 ] EACH 
GLOSSY y) bye 
PHOTOS 

QUANTITY Photos will sell for 
oo they are QUALITY 


8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25 | 50] 100 
Price ea. 20c | 15¢ 12¢ | 9c 

Write for complete Price Catalog 

QUANTITY PHOTO CO. 


119 W. Hubbard St. * Chicago 10, Ill. 
Telephone SU 7-8288 


WDRC Drops CBS Aitiliation; 
Sets Up Three-Phase Pattern 
WDRC, Hartford, basic CBS Ra- 
dio outlet in Connecticut for 30 
years, has dropped network af- 
filiation, and in its place the sta- 
tion will concentrate on a three- 
phase pattern—music, news and 
fun. To promote its new three- 
phase pattern, the station desig- 
nated Aug. 18 as “Fun Day,” dur- 
ing which the day’s top feature 
was audience-participation, high- 


lighted by prizes including a new 
car, mink stole, air conditioner 
and 100 other gifts. To date CBS 
has not designated a new affiliate 
for Connecticut. 

At the same time Gene Anthony, 
formerly with WSPR, Springfield, 
Mass., has joined the news staff. 
More than 30 news programs are 
being added to the format, includ- 
ing a new background program 
called “Perspective,” featuring 
Jack Zaiman, Hartford Courant 
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political writer. 


Geyer Sets Tuition Aid Plan 
Geyer, Morey, Madden & Bal- 
lard, New York, is offering tuition 
assistance to any staff member who 
takes a night school course further- 
ing his advertising career. The 
course may be commercial, ad- 
vertising or academic. According to 
Sam M. Ballard, agency president, 
“A staff member working toward 
a diploma or degree may be given 


tuition assistance for such academ- 
ic courses as English, mathematics 
or foreign languages, just as read- 
ily as another employe would be 
eligible for a typing, bookkeeping 
or copywriting course.” 


Cooper Joins Clinton Frank 

Bennett W. Cooper has joined 
Clinton E. Frank Inc., Chicago, as 
an account executive. Mr. Cooper 
was formerly an account executive 
of North Advertising, Chicago. 


A metalworking manufacturing 
report for advertisers 


Plan session. Manufacturing management team at Royal McBee's Hartford plant 


reviews plans for new unitized assembly operation, next major step in cost reduction program. 


L. to R.: Earl W. Goslee, chief industrial engineer; Harold E. Tulloch, manufacturing 
superintendent; Donald Flannery, chief equipment engineer; Edward J. Brann, chief 


production engineer; Thomas W. Turner, chief tool engineer; and Lee MacFeiggan, production 
manager. (Chief methods engineer Frank Pelehach was unable to attend.) 


New “paint shop’ uses 100,000 volts 


Push-button painti 

of static electricity to magnetize atomized paint, attract it to 
metal parts. Ransburg machines up production 100%; stop 
paint waste; save labor; provide superios finish. Earl Gosiee, 


junior foreman Joe Hacia, Ha 


paint booth to bake ovens. 


Typewriter-character bianks—10,000 of them an hour— 


f rold Tulloch and Don Flannery 
check finish as typewriter frames move from electrostatic 


punched out by press that saves $6,000 a year. Old method 


(at 3,000 an hour) 


used 4” steel bars; new process feeds 


continuous ribbon of steel from a coil. Junior foreman Stanley 
y, George Colwick 
of the parts. 


and Harold Tulloch huddle over 


Metalworking manufacturing team 
saves $3 million in two years 
by being alert to new ideas. 


hee 


Versatile, ‘more talented’’ business machines... 
constant challenge for 


the brains behin 
Royal McBee’s 
pewriter 


Brio ond ae al seg mie 
str 
reduces labor and material costs. 


writers are inspected by Earl 
be ey Beg automatic austempering installation 


Gosiee, Lee MacFeiggan, 
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Manutacturers Tie in with 
EEI's ‘Flameless’ Theme 

The “flameless” theme of the 
Live Better Electrically campaign 
will be incorporated into cam- 
paigns of a number of manufac- 
turers. So far, General Electric Co. 
and its Hotpoint division, Westing- 
house Electric Corp. and the Kel- 
vinator division of American Mo- 
tors Corp., have decided to feature 
the word “flameless” and 
Live Better Electrically,” in their 


“You | 
|lished by Ultramar Ltd., Chicago, 
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national advertising and promo- 
tional material. Several other man- 
ufacturers are expected to follow 
suit shortly, according to Edison 
Electric Institute, New York, spon- 
sor of the campaign. 


‘Beachcomber,’ New 
Bi-Monthly, to Bow Oct. 13 
Beachcomber, a new bi-monthly 
with a guarantee of 190,000, goes 
on the newsstands Oct. 13. Pub- 


with business and editorial offices |leased an entire building at 2133, 


in New York, Beachcomber will 
cater to vacation-minded Ameri- 
cans and Canadians interested in 
the Caribbean, Bermuda, the Ba- 
hamas, Mexico, Central America, 
Venezuela and Colombia. 

Rates for the 8”x11” book will 
be based on $1,600 a b&w page, 
$2,800 a four-color page. 


Wilson Leases WLBW-TV Site 


L. B. Wilson Inc., Cincinnati, has 


'N.W. 1lith Ave. 


Ralph Hess Jr. 
WDVA, Danville, Va., 


the life insurance field. 


as studios for 
Miami’s new channel 10, WLBW- 
TV. The FCC has assigned this| 
channel to the Wilson company. 


Ralph Hess Rejoins WDVA 


has_ rejoined | 
as sales |} 
manager. He was an account ex- 
ecutive when he left the station in | J 
1959. Most recently, he worked in| 


millions in the bargain? 


How do you make an electric typewriter think for itself? Tab 
automatically (both vertically and horizontally)? Handle an 
entire billing operation at the push of a button? And how do you 
manufacture it of stronger, tougher, better parts—and save 


This is the kind of continuing challenge that drives Royal 
McBee’s manufacturing team—a group of optimists who believe 
that “making changes is important.’’ The changes involved in 
producing the “typewriter that thinks’’ ranged from new methods 
of cold heading to heat treating... from systems for zinc die- 
casting to multiple paint spraying... from new machines for 
rod-straightening to spring-winding. And these are only a few of 


ly 


{ 


yan’ 


7 American 
\y Machinist 


RET eg 2 Spent MeManee ane? 


One machine now does the work of five operations. New 
Kingsbury machine drills, taps, and reams . . . delivers 194 
escapement frames per hour vs. 25 by old method at $70,000 
annual saving. Here, frames are examined as they come off 
automatic machine by Harold Tulloch, Ed Brann, process 
engineering supervisor George H. Colwick and Earl Goslee. 


oe ae wae oe 


the dozens of cost-cutting improvements that enabled Royal 
McBee to bring out six major new products this year—at 


savings running into the millions. 


Every other Monday, some 42,000 metalworking manu- 
facturing men—like the team at Royal McBee—turn to 


American Machinist/Metalworking 


Manufacturing as a 


source book for new ideas, new materials, new machines 
in their continuing search for better, less costly ways to 
make things of metal. If your product can help them, 
give them the facts in AM/MM. They read it with their eyes 
and minds wide open, ready to buy. That’s why it is the most 
direct, efficient, and effective way of selling to metalworking. 


. 


Metalworking 
Manufacturing 


atte, 
ry *, 


A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Cochusive 
OFFER! 


eurtamee Fon reams 


BS or amenicas MOST POPULAR DOGS 
pam whose 
Only 5S0¢ nenwwome Seceremene ie femity nen 
Goat deubunenr « cameisen seven. 
vat an 


Ralston Purina will use two-color 

pages in Sunday newspaper séc- 

tions and 58 newspapers to offer 

dog portraits like these, shown on 

a point of sale display piece. Gard- 

ner Advertising Co., St. Louis, is 
handling. 


FASTEST 


SELLING 


SERIES IN 
SYNDICATION 
TODAY! 


Buyers who know the 
best are snapping it up... 
Pacific Gas & Elec- 
tric Co. (through Bat- 
ten, Barton, Durstine & 
Osborn) signed the series 
for San Francisco, Bak- 
ersfield, Chico-Redding, 
San Luis Obispo, Salinas- 
Monterey, Eureka and 
Fresno . . . astute station 
groups like Triangle 
bought for all of their 
markets including Phila- 
delphia, New Haven- 
Hartford, Altoona- 
Johnstown, etc., and 
Crosley Broadcast- 
ing for Cincinnati, Co- 
lumbus and Atlanta... 
and the list of available 
markets shrinks every 
day! 


Wire today to secure the 
“best” series—BEST OF 
THE POST —for your 
market! 


INDEPENDENT 
THLEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 65-2100 
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“Office txecutive” reaches twenty 


A 


Chase & Sanborn on Mutual end of December. J. Walter) April 1, 1961, will alternately fea- 


Thompson Co. is the agency. ‘ture white, cheese and hollandaise 
a ae arson ptr oe ee = | sauces. Honig-Cooper & Harrington 
2 M= | Bros » ge g |is the agency. 


Broadcasting System for sponsor-| Aunt Penny's Sauces in Drive 


ship of Monday-through-Friday,| A 35-week campaign to promote | 
500.000 000. 00 five-minute Galen Drake news-/| Aunt Penny’s sauces for Sunnyvale |IT&T Unit Names Gaynor 
“oemint sxnier mon won |CaStS, as well as participations in Packing Co., Sunnyvale, Cal., has) The newly formed ITT distribu- 


wnt si saoptan These 20500 sen ome te toy seerines www nee | LE World Today” four days per) been scheduled. A total of eight tor products division of Interna- 


Wo Trnesnce’ Sol thee nthe oat magatne adites wemevey we | Week and up to seven participa-| page ads have been planned for 
— ee 


| tional Telephone & Telegraph Corp. 
tions per day in other newscasts.| Sunset Magazine, and 18 Califor- | has appointed Gaynor & Ducas, 


OFFICE EXECUTIVE The schedule, to promote Chase &/|nia, Seattle, Portland and Tacoma | New York, to handle its advertis- 


Omciat Pubhcatien of the NATIONAL OFFICE MANAGEMENT ASSOC Sanborn instant and regular coffee, | newspapers will be used. The cam-|ing. The agency already handles 
Me adquarters WhLOw GRovE 


. PENNE TI VANIA 


will run from Oct. 3 through the|paign, which will run through |IT&T’s components division. 
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CY . 
TH in America in total Advertising 


Cleveland Plain Dealer 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 
CLEVELAND 26 ADJACENT 


COMMODITY CUYAHOGA COUNTY COUNTIES hm 
(000) (000) 

Total Retail Sales $2,347,689 $1,977,224 $4,324,913 HERE IS THE 
Retail Food 581,935 498,319 1,080,254 COMPACT MARKET 
Retail Drug 92,487 59,441 151,928 WITH RETAIL SALES 
Automotive 357,776 368,264 726,040 LARGER THAN ANY 
Gas Stations 144,966 161,669 306,635 ONE OF 35 
Furniture, Hsld. Appliances 121,723 86,025 207,748 ENTIRE STATES 

(Source, Sales Management Survey of Buying Power, May 10, 1960) 


Akron, Canton and Youngstown Counties are not-included in above sales === pe 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


* Source; Media Records 
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FCC Pushes Search 
for Miami Licensee 

WAsHINGTON, Sept. 13—The Fed- 
eral Communications Commission 
reported determination last week to 
move ahead with the selection of 
new licensees for Miami’s tv Chan- 
}nel 10 and Boston’s Channel 5. 
| The commission announced that 
‘it has instructed its staff to pre- 
pare an order which would reject 
a petition by Public Service Tele- 
vision Inc. to continue operations 
on Miami’s Channel 10 until the 
case is presented before the court 
of appeals. 

The decision to reject the stay 
order is still subject to a final vote 
by the commission, but the com- 
mission also announced it has 
given L. B. Wilson Inc., newly 
selected Miami Channel 10 licen- 
see, a 90-day permit to go ahead 
with construction of a new station. 
L. B. Wilson is supposed to begin 
operating on Channel 10 Sept. 30. 


s The decision to force Public 
Service off of Miami’s Channel 10 
|was announced by FCC in July, 
after a hearing on charges that 
undue influence was used in get- 
ting the channel. FCC also dis- 
qualified two of the three other 
original applicants for the Chan- 
nel 10 permit (AA, July 18). 

In awarding the channel to 
L. B. Wilson Inc., FCC noted it got 
the decision by default, as the sole 
survivor. It put a four month limit 
on the L. B. Wilson grant, and in- 
dicated that competing applica- 
tions may be considered when 
Wilson comes up for renewal. 

In a similar case involving Bos- 
ton’s Channel 5, FCC last week 
rejected a petition from WHDH 
Inc., to stay the effect of another 
July decision which puts Channel 
5 “up for grabs.” 

FCC said in July that it is re- 
voking the WHDH license because 
of irregular contacts with former 
Chairman George McConnaughey, 
but that WHDH will remain in the 
contest when the channel is reas- 
signed. 

The four original Boston Chan- 
nel 5 applicants are to present 
their cases before the commission 
in the near future. Meanwhile, 
FCC has given WHDH a tempo- 
rary license permitting it to keep 
the station on the air. + 


Goldsmith Joins ‘La Prensa’ 

Wallace H. Goldsmith II has 
been appointed advertising man- 
ager of La Prensa, Spanish-lan- 
guage daily published in New York. 
Mr. Goldsmith was formerly with 
Dillon-Cousins & Associates, Max 
Factor & Co., Foote, Cone & Beld- 
ing and McCann-Erickson. 


Fisher Named Marketing Head 
Pepsi-Cola of Canada Ltd., Mon- 
treal, has appointed Edward R. 
Fisher to the newly created post of 
manager, marketing services. Mr. 
Fisher, formerly advertising man- 
ager, joined the company in 1952. 


Stockton Names McCarthy 

Stockton, West, Burkhart, Cin- 
cinnati, has appointed Richard F. 
McCarthy an account manager. 
Prior to joining the agency, Mr. 
McCarthy was local sales manager 
of WKRC-TY, Cincinnati. 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required. 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Il. 
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Who drinks all the soft drinks? 


HARD PEOPLE, SOFT PEOPLE OR REAL PEOPLE? 


Pretty obvious, isn’t it? Real people drink all 
the soft drinks, because there just aren’t any 
hard or soft people. But they are kind of fun to 
- think about, aren’t they? And they do help us 
make a point, because one hears so much about 
hard and soft people in business. So-and-so is a 
*‘soft goods man’’ because he makes pop. And 
somebody else is a “hard goods man’”’ because 
he makes pop bottles. 

But consumers can’t be classified this way. 
They don’t run around buying handfuls of 
unbottled pop. Nor do they pick up cartons of 
‘“empties”’ for the kids. Consumers don’t special- 
ize, in other words, the way people who make 


things do. Because consumers buy everything. 

We specialize, too. Because we make adver- 
tising. But here’s the point. Advertising is all 
we make. And advertising isn’t made out of 
grapes or glass. It’s made out of ideas and 
English and Art. So we can’t be classified hard 
or soft, either. Not even as individuals. Why, 
one of our people has advertised cookware and 
cookies with equal success! And right now, 
he’s writing about tires! ; 

So please don’t decide we’re a “soft goods 
agency’ or a “hard goods agency.”’ We’re an “‘ad- 
vertising agency.”’ And you can reach us by writ- 
ing President’s Office over our Detroit address. 


CAMPBELL-EWALD ADVERTISING &:- 


DETROIT 2, MICH. - NEW YORK~ CHICAGO « LOS ANGELES - HOLLY WOOD « SAN FRANCISCO - WASHINGTON : DENVER ‘ATLANTA: DALLAS: KANSAS CITY: CINCINNATI 


ANOTHER QUESTION: If you wanted to interest kids in castor oil, would you hire a man who 
knows more about castor oil, or one who knows more about kids? 
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From September American Home 


Editorial excitement like this 


has made the new American Home 


A SMASH HIT 
ON NEWSSTANDS 


40%, 20%, 32% over last year! 
That's the way newsstand sales 
are going, month after month. To- 
day's American Home is making 
greater strides un newsstands than 
almost any other magazine...and 
without special promotion! Incon- 
testable evidence of how home- 
minded men and women are tak- 
ing to its new graphic excitement 
and new wealth of useful ideas. * 


AMERICAN 


% ADVERTISERS like it, too New andrenewed 
equipment and appliance accounts, to 
mention a few, include such big names as: 
General Electric, Carrier, Amana, American 
Gas Association, Singer, American-Standard, 
Briggs, American Telephone & Telegraph, 
Hotpoint, Hobart, Kohler, Minneapolis- 
Honeywell, Regina, Tappan, Crane, Rheem, 
Robertshaw-Fulton, Revere, Hardwick, 
MoeLight, General Time, Presto, Ekco, Mirro, 
Thermador, L-P Gas Council, and Frigidaire. 


A CURTIS MAGAZINE 
READ BY 12,000,000 
MEN AND WOMEN 
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| CONSIDER Thils FAMILY in Your Next Ad Budget 


nearly $2 bil 


a million em with 
ion to spend. 
Get into the South Bend 
market with a Tribune 
schedule. Write for free 
1960 market data book. 


any other household in Indiana . 
while they're big spenders, they also manage to save. Bank 
deposits are at an all-time high in the city’s history. 


It’s easy to reach this metropolitan group . 


This South Bend family is typical of 72,200 other house- 
holds in the Metro Area that are mighty i pose to your 
sales chart. They have more money to spen 


annually than 
. $7,553 to be exact. And 


. 92% of them 


read The South Bend Tribune. They and their neighbors in 
The Tribune’s 16-county area of pentration add up to almost 


Che sad 
Soulh Mend 


— Oribune 


Franklin D. Schurz Editor and Publisher 


Story, Brooks & Finley, Inc., National Representative 


Advertising Age, September 19, 1960 


Ogilvy Names Three 

Guy Ahearn, formerly with 
Young & Rubicam, has joined Ogil- 
vy, Benson & Mather, New York, as 
media supervisor for outdoor ad- 
vertising. Paul Bures, formerly 
with J. Walter Thompson Co., has 
joined Ogilvy as a senior broadcast 
buyer. Frank Menner, formerly 
with Colgate-Palmolive Co., has 
joined the agency as administra- 
tive coordinator in the media de- 
partment. 


Herald Tribune Radio Moves 

Herald Tribune Radio Network, 
Mt. Kisco, N.Y., will move its oper- 
ational headquarters to its owned 
station WFYI, Garden City, N.Y., 
Nov. 1. The network’s administra- 
tive office will remain at 595 Madi- 
son Ave., New York. An applica- 
tion to increase the 10kw station 
to 50kw has been filed with the 
Federal Communications Commis- 
sion. 


New Canadian TV 
Net Can’t Take CBC 
Affiliates: BBG 


MONTREAL, Sept. 13—All private 
tv stations linked with Canadian 
Broadcasting Corp. networks have 
been declared “forbidden terri- 
tory” for private interests now 
planning a second tv network. 

Dr. Andrew Stewart, chairman 
of the Board of Broadcast Gover- 
nors, in what amounted to a no- 
raiding declaration, said the BBG 
will not allow the CBC to be dis- 
placed by a private tv network in 
any area. Dr. Stewart, who made 
his statement before the governors 
recently, ended a two-day session 
on BBG-proposed rules for the 
second network and supported the 
stand taken by J. Alphonse Qui- 
met, president of the CBC. 

Mr. Ouimet claimed the CBC 
needs the affiliated stations, now 
numbering 48 in Canada, not in- 
cluding satellites, to carry on its 
job of providing a national service 
to as many areas of Canada as pos- 
sible. Dr. Stewart’s statement in- 
sures that position through the 
board’s power to demand CBC af- 
filiation of any private station. 


es v's 
, ee ry ® This would result in every area 
j era in Canada which has tv getting 
i ee edi CBC programming on at least one 
ae ee station. In cities or towns which 
' -~MAC “TT, have only one station, it would not 


be able to drop its CBC link and 


Ree4 ry 


The Georgia Group is now a foursome 


Savannah joins Augusta, Columbus and Macon 
to create a dynamic $2 billion dollar market 


863,500 METRO POPULATION 


The now combined Augusta, Columbus, Macon and Sa- 
vannah trading area is 82 counties big. Total population is 
1,778,300 . . . practically 50% of the state. City zone popu- 
lation is 575,782. And with a metropolitan population of 
863,500, the Georgia Group cities rank 28th nationally. 


A BILLION DOLLAR FAIRWAY 


Everything is up in the Georgia Group market. Retail sales 
are at the rate of $1.3 billion annually. Food sales are well 
over $330 million. Automotive sales have passed the $251 
million mark. Drug sales total $41 million. And the sale of 
general merchandise has topped $173 million. 


PLAY THESE FOUR TO WIN 
With a combined circulation of 266,213 daily and a Sunday 


total of 227,653, one shot with the Georgia Group lays you 
closer to the sales pin. And read in 4 times as many homes 
as any other newspaper, the Georgia Group papers deliver 
both massive coverage and incisive penetration of Georgia’s 
sizzling second market. 


A PACKAGE BUY WITH 13% SAVINGS 


It’s one order... one bill... and one check when you buy 
the Georgia Group. You save time, effort . . . and dollars . . 
savings of 13% on each 10,000 lines. During the first quar- 
ter of 1960, the number of national advertisers making this 
package buy jumped 50% over the same period last year 

. with a 55% increase in the dollars they have invested 
in the Georgia Group. 


Play with the winning foursome . 
more powerful Georgia Group. 


Ororgia Oroup 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON News and Telegraph 
SAVANNAH News and Press 


. with the bigger and 


Represented nationally by THE BRANHAM COMPANY 


Sources: SRDS 8/15/60 — Survey of Buying Power July, 1960 — ABC Statements 3/31/60 


join a private network unless an- 
other station was established to 
pick up the CBC affiliation. 

However, this situation would 
not prevent the second network 
company, acting purely as a pro- 
gram supplier in this case, from 
selling single programs or series of 
programs to stations already affili- 
ated with the CBC, 


s The new network, as now con- 
ceived, would link the so-called 
“second” stations in Vancouver, 
Edmonton, Calgary, Winnipeg, 
Toronto, Ottawa, Montreal and 
Halifax. New tv licenses have been 
granted this year in seven of those 
cities to private companies which 
will compete with existing CBC or 
CBC-affiliated stations. The CBC 
won the license in Edmonton and 
the existing private station there 
will drop its present affiliation and 
become independent of the CBC. # 


Dow Corning Launches Fall 
Push for Syi-Mer Finish 

Dow Corning Corp., Midland, 
Mich., will use magazines, net- 
work tv and store display events 
this fall to promote apparel, foot- 
wear and home furnishings fea- 
turing Syl-mer silicone finishes. 
The campaign will emphasize the 
Syl-mer trademark used on hang- 
tags for silicone-treated merchan- 
dise. 

Ads will run through November 
in Harper’s Bazaar, House & Gar- 
den Book of Decorating, Mechanix 
Illustrated, New York Times Mag- 
azine, Sports Afield, Sports Illus- 
trated, The Saturday Evening Post 
and TV Guide. On tv, it will be 
one-minute spots on “Beat the 
Clock,” “Queen for a Day,” and 
“Who Do You Trust?” (all ABC- 
TV). A dealer kit offers point-of- 
sale material for window and store 
displays as well as a fashion show 
program. Chirurg & Cairns, New 
York, is the agency. 


Birdie Names Keyes, Martin 
Birdie Co., Summit, N.J., and 
Easton, Pa., manufacturer of a one- 
man, battery electric golf car, has 
appointed Keyes, Martin & Co., 
Springfield, N.J., to handle its ad- 
vertising and public relations. 


Mutual Adds 4 Affiliates 

Mutual Broadcasting System, 
New York, has added four new af- 
filiates, all former independents. 
They are KBKW, Aberdeen, and 
KCLX, Colfax, Wash., and KRLC, 
Lewiston, and KRPL, Moscow, Ida. 
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A LEADER In NEW PASSENGER CAR ?vertisins...secause , : i 


The Chicagoans with more money 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News has been a consistent leader in new 
passenger car advertising for many years. Part of the reason: 
Daily News families buy new cars...their median income is $1070 
a year higher than Metropolitan Chicago as a whole. The rest of 


the reason: Daily News families are receptive...93% of them read bes 
the paper at home and spend at least 35% more time with the 
Daily News than readers of the other Chicago dailies. The 

Chicago Daily News is a potent advertising force. Use it! 


Send for your 1960 Chicago Consumer Analysis. Now available. 
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Herst-Allen Co. Agrees to 
Stop Discriminatory Co-op 


utor of household products, has 
agreed to a Federal Trade Com- 


Herst-Allen Co., Chicago distrib- mission consent order forbidding it 


from paying out discriminatory 


promotional allowances. The com- 
plaint charged that the company 


Revere Copper Sets Push 
Revere Copper & Brass Inc., will 
run color half-pages and b&w 
quarter pages beginning in October 
in American Home, Better Homes 
& Gardens, Bride’s Magazine, Good 


HOLDERS 


SIG for TRUCKS 


TRANSIT BUS STYLE FRAMES 
for changeable copy PHOTO 
ADVERTISING CARDS > FREE Asus 

FACTURING CO. 
ee eee ea ec tsi! Velede 12. 6ni0 


made discriminatory payments of , 
|$300 in 1958 and $150 in 1959 to a | Housekeeping, . 
‘retail grocery chain with head- | Bride, Parents’ Magazine and This 
| quarters in Burlington, Ia. 

The order requires that any fu- 
ture payments be on a proportion-|be “Good cooking starts with cop- 
in accordance |per” and “Give the gift of good 


Gourmet, Modern 


Week Magazine to promote its 
copper cookware. The themes will 


with the Robinson-Patman law. 


cooking.” 


The utensils will be 


Advertising Age, September 19, 1960 


pictured against backgrounds de- 
signed to “conjure impressions of 
pride of ownership.” Adams & 
Keyes, New York, is the agency. 


N. ]. Adclub Elects Loranger 
Eli J. Loranger Jr., vp of the Na- 
tional State Bank of Newark, has 
been elected president of the Ad- 
vertising Club of New Jersey. He 
succeeds Donald E. Lynch who has 
joined the Public Relations Society 
of America as executive director. 


AKRON, OHIO 
The Akron Typesetting Co. 


ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printing Co. 


BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 


CHICAGO, ILLINOIS 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Tpompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, OHIO 
The J. W. Ford Company 


Why? 


The ad you thought would surely 
win a top award, didn’t get 
past the first screening. 


The concept was tremendous. 
The layout was knockout. 
The artwork was great. 


But who let what blacksmith 
throw the type in? 


Now all the let-down 
Art Director’s friends 
are saying, 


**Tschk! Tschk! Too bad, Charlie!”’ 


The moral is: Be as careful about the type as you are about everything 


else. / Right typography can make judges cheer. Wrong typography can 
make judges retch. / You know as well as anyone, if you stop to think, 
that the way to get the right kind of advertising typography is to call 
in a member of the ATA. / He knows his stuff and he speaks your 
language. / He’ll never let your advertisement down. / Remember your 


nearest ATA typographer has a brain and a heart and a phone number. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
daggers-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 
The A. B. Hirschfeld Press 


Hoflund-Schmidt Typographic Service 


DETROIT, MICHIGAN 
Arnold-Powers, Inc. 

The Thos. P. Henry Company 
George Willens & Company 
HOLLYWOOD, CALIFORNIA 
Bisch Type, Inc. 
Nicholas-Preston Company 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 


Executive Offices: 461 Eighth Avenue, New York 1, N.Y. 


It Pays to Set Type Right 


INDIANAPOLIS, INDIANA 


The Typographic Service Co., Inc. 


KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 

LOS ANGELES, CALIFORNIA 
Ad Compositors, Inc. 

Adtype Service Co., Inc. 
Advertisers Composition Company 
MILWAUKEE, WISCONSIN 
Arrow Press 


MINNEAPOLIS, MINNESOTA 
Duragraph, Inc. 

NEWARK, NEW JERSEY 
Barton Press 

William Patrick Co., Inc. 
NEW YORK, NEW YORK 

Ad Service Company 


Advertising Agencies’ Service Co., Inc. 


Artintype, Inc. 


Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 


Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 


Diamant Typographic Service, Inc. 
Graphic Arts Typographers, Inc. 


Huxley House 


King Typographic Service Corp. 


Linocraft Typographers, Inc. 
Master Typo Company 

Chris Olsen Typography, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service,’ Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. ‘ 
Progressive Composition Co. 
Typographic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc. 

. PORTLAND, OREGON 
Paul O. Giesey, Adcrafters 
ROCHESTER, NEW YORK 
Rochester Monotype 

Composition Company 

SAN FRANCISCO, CALIFORNIA 
Griffin Brothers, Inc. 
ST. LOUIS, MISSOURI 
Warwick Typographers, Inc. 
SEATTLE, WASHINGTON 
Frank McCaffrey 
TORONTO,-CANADA 
Cooper & Beatty Limited 
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Mag Wholesalers’ 
Group Goes Into 
Subscription Field 


Nisco Planning Frontal 
Attack on Vanishing 
Newsstand Volume 


Cuicaco, Sept. 14—Independent 
newsstand wholesalers, long irked 
at the trend away from single copy 
magazine sales and toward sub- 
scriptions, have decided that if you 
can’t fight ’em, it makes sense to 
join ’em. 

So 50 wholesalers have organ- 
ized “Nisco”—National Indepen- 
dent Sales Co.—to handle sub- 
scription sales for magazines and 
periodicals. 

Their slogan expresses the idea 
behind the organization: “Any 
periodical the way you prefer— 
|single copy or subscription—from 
a home town man you know will 
give you complete satisfaction.” 


= Offices of the association have 
been set up at 35 E. Wacker Dr., 
Chicago 1, under the direction of a 
board of directors comprising 15 
wholesalers. Chairman of the 
board is James E. Sweeney, Oak 
| Lawn News Agency, Oak Lawn, 
|Ill. Secretary is William R. Asch- 
j}mann, Milwaukee News Agency, 
| Milwaukee. 

Serving as president and vp of 
Nisco and managing the operation 
are Alan Deyoe and his son, Alan 
Jr., for more than ten years re- 
sponsible for circulation policies 
and practices on Popular Mechan- 
ics prior to the purchase of that 
property by Hearst Corp. 


= Nisco hopes to attract as stock- 
holders most or all of the 800 or so 
newsstand wholesale distributors 
in the U.S. and Canada, and to 
induce perhaps 15% of local deal- 
ers, as against perhaps 2% now, to 
sell subscriptions and to clear them 
through the wholesalers’ sales com- 
pany. 

The organization has met with 
good response from magazine pub- 
lishers, but will have to prove its 
ability to develop new subscription 
business if it expects to get the 
lowest available rates, ADVERTISING 
AGE was told. 

‘While Nisco will be classified 
as a catalog agency by the Audit 
Bureau of Circulations,” Alan 
Deyoe Sr. said, “management at- 
tention will go well beyond the 
usual agency efforts. 


= “As rapidly as possible, indivi- 
dual instructions will be given to 
wholesalers in their own offices in 
methods of subscription sales pro- 
motion applicable to individual lo- 
cal areas. 

“Organized as an association of 
local reading service centers, the 
aim is for every wholesaler to 
make available to the public any 
and every periodical in the way 
preferred, single copies at the 
newsstand or by subscription de- 
livery, through a local, well-known 
business man who _ guarantees 
service and satisfaction. To many 
in the publishing industry, this 
development makes good sense.” # 


Creveling Joins Loewenfteldt 

Gray Creveling, since 1946 pro- 
motion manager of the San Fran- 
cisco Examiner, has resigned to 
become exec vp of Charles von 
Loewenfeldt Inc., San Francisco 
public relations company. 


Molter to ‘Family Circle’ 

Rita Molter, formerly an account 
director at General Public Rela- 
tions, New York, a subsidiary of 
Benton & Bowles, has joined Every- 
woman’s Family Circle as foods 
copy chief. 
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Good movies never die! Proved many times by a million-dollar box office in 
movie theatres, the best of MGM, Warner Bros., Paramount, and RKO are 
now repeating their successes.on TV. And who exclusively beams these great 
films to some 400,000 TV homes in the Nashville area? WLAC-TV ... the 
station that went all the way with the top movie libraries . . . programming 
two shows a day to give you increased sales in 36 Kentucky, 3 Alabama, and 
a full 50 Tennessee counties. WLAC-TV leads the way. with virtually exclu- 
sive network coverage too, 9) of course. 


Ask any Katz man—he’ll show you the way! 


T. B. Baker, Jr. Executive Vice-President and General Manager ° 
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Merger of Bates, 
Spitzer & Mills 
Is Set for Sept. 21 


(Continued from Page 2) 
tinue as vice-chairman and direc- 
tor, and W. H. Reid will remain as 
president and director. Mr. Mills 
also will become a director of Ted 
Bates & Co. 

Theodore L. Bates, honorary 
chairman of the Bates agency, 
will be a board member of the 
new shop, as will William H. 
Kearns, vice-chairman of Bates; 
James C. Douglass, administrative 
vp of Bates; and J. L. Lewtas, a 


Wm. H. Kearns 


James Douglass 


Canadian attorney, who will serve 
as counsel to the new agency. 


= The Bates agency, founded in 
1940 by Mr. Bates, is now billing 
over $150,000,000, it was said. This 
figure includes the billings of the 
English’ and Canadian affiliates. 
Combined personnel in New York, 
Hollywood, London, Toronto and 
Montreal was put at about 1,100 
employes. 

Spitzer & Mills, organized in 
1926 as William Findlay Co., be- 
came Lord & Thomas of Canada in 
1929. In 1943 it started operating 
as Spitzer & Mills. The agency said 
today it handled “nearly $7,000,000 
in billings for more than 30 clients 
last year.” # 


Sawyer, Bush Name BVM 

A. J. Sawyer Co., East Aurora, 
‘N. Y., manufacturer and designer 
of aeronautical and astronautical 
crew environmental support equip- 
ment, and Bush Bros. Products 
Corp.; Little Valley, N. Y., manu- 
facturer of Star Line bathroom and 
houseware accessories, have ap- 
pointed BVM Advertising Service, 
Buffalo, to handle their advertis- 
ing. 


DR. DICHTER 
REPLIES 


The “father” of Motivational Re- 
search stoquenty answers the 
critics of MR and presents a chal- - e 
lenging, fascinating account of 

the methods applied and results achieved in 
guiding human emotions in government, busi- 
ness, politics, and education. Everyone in ad- 
vertising, public relations, and allied areas will 
find Dr. Dichter’s book enlightening, astonish- 
ing, and rewarding. 


THE STRATEGY 
OF DESIRE 


by Ernest Dichter 


$3.95 at all booksellers, or direct from 
Doubleday & Co., inc., 
Garden City, N. Y. 
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MUST A MAN TELL HIS WIFE EVERYTHING? 
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ITALIAN RENAISSANCE—Alitalia and Fiat—two Italian companies— 
both changed agencies this year, and each is now striving to re- 
fashion its image. Following a high-fashion bent, Alitalia empha- 
sizes sophistication (“A new concept of elegant international jet 
travel”); in a more realistic frame of mind, Fiat harps on economy 
(“Carries you in style for less than a penny a mile”). Gardner Ad- 
vertising Co. now handles Alitalia; Grant Advertising services Fiat. 


Advertising Age, September 19, 1960 


Post Office Studies Contest Rules, May 
Enact Stricter Rules Against ‘Chance’ | 


WasuHincTon, Sept. 13—The Post 
Office Department’s legal staff has 
been meeting quietly with big 
contest judging organizations in an 
effort to get assurance that 
“chance” isn’t a big factor in the 
selection of winners. 

Conferences deal largely with 
contests where Such factors as 
“originality” or ‘“neatness’” are 
major judging criteria. This cate- 
gory encompasses some of the 
most popular types—jingle con- 
tests, name-the-product contests, 
fill-in-the-last line contests, etc. 

The department’s lawyers have 
been looking into the situation on 
their own for about four months, 
and there have been meetings re- 
cently with the Bruce Richards 
and R. H. Donnelley organizations. 
Others, including advertisers who 
are embarking on important con- 
test promotions, have been invited 
to come in and talk. 

Post Office general counsél Her- 


bert R. Warburton said last week 
that the contest situation attracted 
attention because the department’s 
legal staff isn’t sure that published 
criteria, such as “originality,” and 
“neatness” are sufficiently specific 
so that it is possible to pick win- 
ners without chance playing a 
major role. 


® In its conferences with contest 
organizations, the Post Office legal 
staff is engaged in a basic fact- 
finding operation. Contest organ- 
izations are being asked to provide 
information about the number of 
entries, the procedures that are 
used to narrow down the entries, 
and the criteria that are used by 
the judges to apply such terms as 
“originality.” 

“We are not accusing the spon- 
sors or the judging organizations 
of a lack of integrity, in any sense 
of the word,” Mr. Warburton em- 

(Continued on Page 53) 
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because 


They read it 
here first) 


and retailers and wholesalers in your prime hardware market get contin- 


uing coverage of industry news from HARDWARE RETAILER. They look 


to it as their prime news source because its editorial and research staff 


are newsmakers as well as reporters. Most of the industry’s biggest news 


developments start on the pages of HARDWARE RETAILER. 


Your basic trade choice... 


because it speaks with authority... it lends authority 


‘published by National Retail Hardware Association - 964 North ‘Pennsylvania St. + Indianapolis 4, Ind. 
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They read about it first in HARDWARE RETAILER 


HARDWARE WEEK 


e Annually, the most powerful retail promotion geared 
to the entire hardware market. 


e Backed by 4-color ad spectaculars in Saturday 
Evening Post. 


e Complete 400-piece merchandising kits distributed 
to 23,000 retailers. 


SUCCESSFUL INDUSTRY SALES EVENTS 
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They read about it first in HARDWARE RETAILER 
HOUSEWARES FESTIVAL 


e Industry-integrated housewares promotion ex- 
clusively for hardware stores. 


e Backed by comprehensive merchandising program 
and ad spectaculars in books like Ladies’ Home 
Journal. 


FAMILY GIFT CENTER 


e Successful, industry-wide Christmas gift promotion 
themed for hardware stores only. 


covered exclusively by HARDWARE RETAILER 
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They read about it first in HARDWARE RETAILER 


Readers learn HOW 
PROFITS ARE MADE 


e expense control 

e turnover 

e advertising 

e margins 

e variable pricing 

A thoroughly documented 

study made possible by 

HARDWARE RETAILER’S 

— vast research facilities . . . to 
PF PETAILIN be covered in October 1960 

Hi sits Rall Semmes tiie 


CREDIT SELLING 


)) | } 
( IR ff ry | | A comprehensive credit 


| sales plan patterned for 
SELLING B= | hardware stores and avail- 

| able only from HARDWARE 
==" | RETAILER. 
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, HARDWAR 


) RETAILER F The industry 


: sees this 
TnaTh COMPREHENSIVE 
het MMe! ANALYSIS OF 

Tf HARDWARE 


WHOLESALING 


an exclusive HARDWARE 
RETAILER REPORT 
every May. 


and this 
ANNUAL COST 
OF DOING 


A nationwide study of the facts and 
figures that guide an industry, ap- 
pearing exclusively in HARDWARE 
RETAILER. 
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wwner DEOOK 


a stock selection guide 


TURNOVER HANDBOOK 


ethe basic management tool for control of stock, 
realistic pricing and turnover. 


e over $125,000 spent by NRHA in planning, research 
and production. 


PROVEN MANAGEMENT AIDS provided 
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NRHA MARKET RESEARCH DATA 
helping to build a stronger industry 


e NRHA merchandising laboratory —a complete hard- 
ware store set up at NRHA headquarters serves as 
workshop of modern merchandising principles, acts 
as counseling service center and assists manufac- 
turers in display techniques. 


e Most extensive research operation in the hardware 
field spots and reports newest trends in hardware 
marketing. 
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of stores with annual sales « over 
Hiei ae, who do 80% wie all business in 


- of stores with annual sales over 
- $100,000, who set the trends in 
hardware marketing—the 


No other magazine gives you 
anything like this coverage of your 
_ prime hardware market. 


HARDWARE RETAILE 


the leader in Quality Coverage 
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phasized. “We are attempting to 
rationalize something which is es-|eventually draft proposed regula- | 
sentially subjective, and at this |tions requiring contest organiza- | 
stage we simply want to know how | tions to use more effective criteria. 
the judging organizations do it.” | “At this stage,” Mr. Warburton | 

He said the Post Office Sols jcatt, “we are merely examining. | 
obliged to explore the problem be- | We are not investigating, by any 
cause a contest involving the ele- |stretch of the imagination. 
ments of prize, consideration and| “If we decide that rule making | 


important role, the legal staff may | 


chance would violate federal lot-|is warranted in order to provide | ; and a 
: 


tery laws. more guidance,” he said, “the rules 
will not be retroactive. And in any | 


s The department’s legal staff has 


just wear a gmile 
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development procedures which 
would guard against this. 

“If the standard is ‘originality’,” 
jhe said, “then we want to know 
|this: When the contest ends and 
\the judging starts, what factors 
lead to the final conclusion that 
jentry ‘A’ is more original than 
|entry ‘B’, or that entry ‘B’ is more 
| original than entry ‘C’?” 


® He reiterated that the depart- 


made a practice of advising con- 
test organizations about lottery 
law problems, and Mr. Warburton 


admits that existing contest pro- | 


cedures generally conform to what 
the Post Office has required. He 
said the department felt a need 
for more information because con- 
tests are bigger and more numer- 
ous than they have ever been in 
the past, and it has begun to doubt 
the adequacy of its previous posi- 


| will have an opportunity to appear 
at the hearing and present their 
objections and comments.” 


s As Mr. Warburton sees it, some- 
thing of a legal “no man’s land” 
exists so far as the newer types of 
contests are concerned. Although 
the lottery law has been un- 
changed for many decades, he 
finds nothing in past court deci- 
sions which provide assurance that 


event the contest organizations | ; 


antzen 
a a 2 


A SMiLE—Jantzen Inc., Portland, Ore., is using this unusual outdoor 

poster featuring its “Just Wear a Smile and a Jantzen” advertising 

theme on Sunset Blvd. in Hollywood. The poster is said to use for 

the first time west of the Mississippi full color photo screen trans- 

parencies in conjunction with a trans-illuminated plastic back- 
ground. 


ment does not want contest organ- 
izations or sponsors to feel that it 
has prejudged the situation in any 
respect. “We are operating in a 
vacuum here, in that we are trying 
to get something specific about a 
decision process which is largely 
subjective.” 

Some published reports said the 
department is also questioning 
whether the “reasonable facsimile” 
provision in contest rules provides 


a real escape from the ban on 


tion. terms like “originality” and ‘‘neat- 


If the examination shows that /|ness” are sufficiently specific to ing” 


ciently specific to preclude the pos- He said that when the depart- cluded that there was a good possi- 
sibility that chance will play an|ment’s experts began “rationaliz- | bility that chance could be a pos- 


“consideration,” but Mr. Warbur- 


some of the big contests! sibility in determining the winners. | ton said today the department is 
judging standards are not suffi- | “chance.” several months ago;they con- On the basis of this concern, the | not departing from past rulings 


department decided to find out | which permit contest sponsors to 
whether judging organizations had | accept a reasonable facsimile in- 


reports industry 


news 


it makes the news! 


and here is proof that 


HARDWARE RETAILER 


is the editorial leader 


in its f 11d Es 


Which magazine is the best source of Hardware In-: 


dustry news? (For new products, selling trends, dealer 
news, selling helps, business news.) 


HR |. 60.5% 
"MMM. wwe ew ee 220.5% 
WS cs a ek ae are a ee 


Answers to other survey questions 
show a 2 to 1 preference for 


HARDWARE RETAILER 


news coverage 


a eee @ Gel 


no other 
magazine 
offers 


HARDWARE 
RETAILER 
editorial 
leadership 


oT game get 


| stead of a boxtop or carton. 

| Reasonable facsimile reportedly 
| was in trouble because too much 
| work was involved in drawing a 
| facsimile, or entries which in- 
volved fascimiles were not given 
equal treatment. Mr. Warburton 
said reasonable facsimile was not 
mentioned in recent exploratory 
talks with the Bruce Richards 
| organization and that it is not be- 
ing questioned at this time. + 


Columbia Records Names Adler 

Norman A. Adler, formerly vp 
and general manager of the Colum- 
bia Record Club, has been named 
exec vp of Columbia Records, New 
York, with responsibility for the 
entire marketing operation. This ti- 
tle has been vacant at Columbia 
for several months since Herbert 
Greenspon resigned to join Revlon 
Inc. as vp in charge of operations. 


Hoyt, McNitt Adds 1 


Higgins Inc., New Orleans, man- 
ufacturer of pleasure boats, tug- 
boats, barges and other crafts, has 
appointed Hoyt, McNiff & Sullivan, 
Plainfield, N. J., to handle adver- 
tising. Higgins is a subsidiary of 
New York Shipbuilding Corp. and 
is one of the industries of Merritt- 
Chapman & Scott Corp. It plans a 
more active participation in - the 
pleasure boat market. The account 
was formerly handled by Godwin 
Advertising, New Orleans. 


Modetn Talking Picture Service, Ine 
3 East 54 Street, New York 22. N.Y. 
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Marketing fact: Less than 1% of all 


U.S. firms employ more than 100 people. 


Only 18,770 of these firms are in 


manufacturing — and they account for 


75% of all value added by manufacture. 


That’s concentration. 


Take the measure of your market — ] 


If you line up your current customers, 


you'll find that the bulk of your 


business comes from a relatively small. 


percentage of them. 


These are the accounts where salesmen 
concentrate their sales efforts. Your 
advertising should concentrate, too. 
Fortune concentrates its circulation 


among the decision-makers in the 


larger, more sales-productive 
companies — the men your salesmen 


find most difficult to see. It’s an 


important reason why advertising in 


FORTUNE 


gets results. 
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Sponsors Huddle as College, Pro 
Gridders Kick Off Broadcast Season 


(Continued from Page 3) 
giate Athletic Assn. to ABC. The 
latter was said to have outbid 
NBC’s $5,200,000 with a $6,251,114 
offer. And for the third consecu- 
tive year, ABC Radio will carry 
the full Notre Dame schedule. 


s NBC will present four pre-sea- 
son and 12 regular season games 
of the Baltimore Colts and Pitts- 
burgh Steelers, of the National 
Football League. Most of the other 
NFL games, a schedule of 70 regu- 
lar season contests, will be tele- 
vised on CBS. This means that at 
times CBS will air as many as six: 
games simultaneously, on a region- 
al basis. 

Four bowl games will round out 
CBS’ football telecasting. CBS Ra- 
dio will confine its gridiron cov- 
erage to the complete 12-game 
schedule of the NFL’s New York 
Giants. 

In addition to the 12 NFL games 
on NBC-TYV, the network will pre- 
sent eight post-season professional 
and collegiate games. At least five 
post-season games will be aired on 
NBC Radio. 

For the second successive year, 
Mutual Broadcasting System will 
broadcast the complete all-Sunday 
schedule of the NFL’s 1959 cham- 
pions, the Baltimore Colts. On Sat- 
urdays Mutual will present nine 
“All-Service Football” games in- 
volving major contests of the Air 
Force, Army and Navy academies. 


s Following the lineup of sponsors 
on any of the three tv networks’ 
schedules is more difficult than fol- 
lowing the players on teams using 
the double platoon system and fre- 
quent substitutions. CBS, for ex- 
ample, will telecast its heavy 
coverage of NFL games on a com- 
plicated breakdown involving 11 
regional networks. Here’s a look at 
the lineup of sponsors to date: 
CBS-TV 
National Football League 

New York Giants—buying one-quarter 
sponsorship each are P. Ballantine & Sons 
(William Esty Co.); Philip Morris Inc. 
(Leo Burnett Co.); and Shell Oil Co. 
(J. Walter Th Co.). Studebaker- 
Packard Corp. (D’ Arcy Advertising Co.) 
bought one-eighth, and the remaining one- 
eighth is unsold. 

Philadelphia Eagles—Sponsorship is the 
same as the Giants, except that Sun Oil 
Co. (Esty) replaces Shell Oil for one- 


pom 


rn 


Here’s a preferred market- 
at a popular price: 

for less than 5¢ apiece, 
you reach 85,000 dentists 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


Oral Hygiene 


PITTSBURGH, PENNSYLVANIA 


pe Colts—one-half, National 
Brewing Co. (W. B. Doner & Co.); and 
one-quarter each, Philip Morris and 
American Oil Co. (Joseph Katz Co.). 

Washington Redskins—one-half, Amer- 
ican Oil; one-quarter, Philip Morris; one- 
eighth, Studebaker-Packard; one-eighth 
open. 


Washington Redskins—sub-regional net- 
work, south and west of Atlanta—one- 
half, Pan-American Oil Co. (Joseph Katz 
Co.); and one-quarter each, Falstaff 
Brewing Corp. (Dancer-Fitzgerald-Sam- 
ple) and Philip Morris. 

Pittsburgh Steelers—involving four sta- 
tions and four games—one-eighth, Stude- 
baker-Packard; the remainder is open. 

Detroit Lions—three-eighths on a partial 
network of the Lions regional network, 
Speedway Oil Co. (W. B. Doner & Co.). 
One-quarter, partial network, for Falstaff 
Brewing (D-F-S); Philip Morris (Burnett) ; 
and National Brewing Co. of Michigan 
(W. B. Doner). One-eighth, full Lions re- 
gional network, Studebaker-Packard. 

Green Bay Packers—seven-sixteenths, 


Advertising Age, September 19, 1960 


Theo. Hamm Brewing Co. (Campbell-Mi- 
thun); one-quarter, Standard Oil Co. 
(Ind.) (D’Arcy); one-quarter, Philip Mor- 
ris, and one-sixteenth, Studebaker-Pack- 
ard. 


Chicage Bears—one-quarter each, Stand- 
ard Oil Co. (Ind.), Philip Morris, Falstaff 
Brewing; one-eighth, Studebaker-Pack- 
ard; one-eighth open. 

St. Louis Cardinals—three-eighths, Fal- 
staff Brewing; one-quarter, Philip Morris; 
one-quarter, partial network, Standard 
Oil Co. (Ind.); one-quarter, partial net- 
work, Pan-American Oil; and one-six- 
teenth, Studebaker-Packard. 

Dallas Cowbeys—one-quarter each, Phil- 
ip Morris and Falstaff Brewing; one-six- 
teenth, Studebaker-Packard; seven-six- 


teenths open. 

Les Angeles Rams and San Francisco 
'49ers—three-eighths each, Falstaff Brew- 
ing and Union Oil Co. (Young & Rubi- 
cam), and one-quarter, Philip Morris. 

Post-Seasen College Bow! Games 

Biuebonnet, Gator, Orange and Cotten 
Bowls—One-half, Liggett & Myers Tobac- 
co Co. (D-F-S); other half open. 


New York Giants—entire schedule—one- 
third each, Ballantine, American Oil and 
General Cigar Co. (Y&R). . 


NBC-TV 


Baltimore Colts and Pittsburgh Steelers 


This one man 


How both can make your 1961 advertising 
more resultful 


This one man... the purchasing agent . . . makes 
more decisions on what is bought from whom 
than any other individual in industry. 

His importance in the company is unques- 
tioned. He alone decides what share of the pie 


you and your competitors get. 


Today his need for “how to” information and 
product news is more critical than ever before, 
because of the current net profit squeeze. Manage- 
ment depends on his ability to find new ways to 


ty ; pos ee seals oe i viii, baie 
EP Do “G 


cut costs without impairing production flow or 


product quality. 


This one magazine .. . PURCHASING ... is 
the P.A.’s most trusted and respected source of 
helpful information. Every other week it feeds 
him a complete editorial diet of product, eco- 
nomic and professional news; authoritative arti- 
cles on purchasing techniques, legal problems, 


supplier relations, value analysis, personal news, 
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—four pre-season and 12 regular season 
games. 


All regional buys—cne-half, East Coast, 
National Brewing; one-half, North Cen- 
tral, Minneapolis Brewing Co. (Knox 
Reeves Advertising); one-quarter, most 
of the country, Phillips Petroleum Co. 
(Lambert & Feasley); one-quarter, South- 
east and South-Central, Anheuser-Busch 
(Gardner Advertising Co.); and one-quar- 
ter, Texas and Louisiana, Pearl Brewing 
Co. (Tracy Locke Co.). 

Post-Season Professional Games 

NFL’s world championship pro football 
game—full sponsor, Philip Morris. 

Pre Bewl game—NFL’s lith annual 
games between the eastern conference and 
the western f P s, Car- 


Lo 
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ter Products (Sullivan, Stauffer, Colwell 
& Bayles), and Liggett & Myers. 
College Bow! Games 

Biue-Gray game and Rose Bow!l—co- 
sponsors, Gillette Safety Razor Co. (Max- 
on) and General Motors Corp. (McCann- 
Erickson). Other games, not yet sold, to 
be carried by the network are the Liberty 
| Bowl, East-West Shrine game, Sugar Bowl, 
and Senior Bowl. 


NBC Radio 
Post-Season Professional Game 
NFL’s world championship game—one- 
half, Savings & Loan Foundation (Mc- 
Cann-Erickson); one-quarter, Hygrade 
Food Products Corp. (W. B. Doner); one- 
| Quarter open. 


College Bewl Games 
Blue-Gray game—co-sponsors, Gillette 
and General Motors. 
Rose Bowl—one-half, Gillette; half open. 
East-West Shrine game—one-half, Sav- 
ings & Loan Foundation. 
Cetten Bewl—unsold to date. 


ABC-TV 
American Football League 

The schedule includes 15 Sunday after- 
noon games; one on Thanksgiving Day; 
and the championship game, two weeks 
after the regular season ends. The Sun- 
day games will be carried on a split net- 
work, with the eastern half of the coun- 
try receiving one game and the western 
half another—one-quarter, national, Gen- 


eral Cigar; one-eighth, national, Colgate- 
Palmolive (Ted Bates & Co.); one-eighth 
of 15 games, national, Schick Safety Ra- 
zor Co. (Compton Advertising); one-quar- 
ter, western states, Northern & Southern 
California Renault Dealers Assn. (Len 
Weissman Co.) ; one-quarter in all of coun- 
try except Washington, Oregon and Cal- 
ifornia, parts of the South and of the 


Northeast, Pabst Brewing Co. (Kenyon & 


Eckhardt); one-quarter in same areas as 
Pabst, Sinclair Refining Co. (Geyer, Mor- 
ey, Madden & Ballard); one-quarter in 
Wichita Falls, Kan., and Texas cities, 
Carling Brewing Co. (Lang, Fisher 
Stashower); and one-quarter in Philadel- 
phia and Harrisburg, Pa., and Albany, 
N.Y., Piel Bros. (Y&R). 
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BONUS FOR.1961 ADVERTISERS: Over 3000 
extra circulation in the important metalworking 
industries at no added cost! 


and cost reduction. And the P.A. needs ail. this 


information te do his job right 


By ali standards, PURCHASING Magazine 4 


is the leading publication in its field .. . just as it. 

has been for 45 years. Unquestionably this is the 
one magazine that will balance your 1961 ad- 
_-vertising schedule. Cover all the men who specify, 


suggest, recommend or request . . . and Be sure 


"Sells the man who buys 
to sell the man who buys ... with a regular 
schedule in PURCHASING Magazine. 


\ 
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205 East 42nd St., New York 17, N.Y. 
_. A Conaver-Mast publication — 


fa OP RE Ty ara a 


& 


57 


National Collegiate Athletic Assn. 
The schedule includes 21 games tele- 
cast on 13 dates from Sept. 17 through 
Dec. 3—one-half, national, Gillette; one- 
quarter, national, Liggett & Myers; one- 
quarter in all of U.S. except Florida, 
Georgia, Alabama, Missouri, Mississippi, 
Kansas, Michigan, Minnesota and Cali- 
fornia, Humble Oil & Refining Co. (Mc- 
Cann-Erickson); and one-quarter of 13 
games in four Southern California mar- 
kets and Las Vegas, Competition Motors 
(Doyle, Dane, Bernbach). 

“College Football Time,” a series of 15- 
minute features preceding the 12 Satur- 
day NCAA telecasts—co-sponsored by 
Union Carbide Consumer Products Co. 
(Esty) and Willard Storage Battery (Mel- 
drum & Fewsmith). 

“College Football Scoreboard,” a series 
of post-game shows following the 12 Sat- 
urday NCAA telecasts, the shows varying 
from five to 20 minutes depending on the 
signoff time of the games—co-sponsored 
by General Mills (Knox Reeves) and 
Bristol-Myers (Doherty, Clifford, Steers 
& Shenfield). 

“Football Kickoff—i960,"” an hour en- 
tertainment show with singers and foot- 
ball stars, emceed by John Daly, Sept. 17 
—sponsored by Union Carbide. 

College All-Star Game—featuring NFL's 
Baltimore Colts against the top college 
players, presented Aug. 12—one-quarter 
each, Carling Brewing, R. J. Reynolds To- 


bacco Co. (Esty); Standard Oil Co. (Ind.), 
and Revion (Grey Advertising Agency). 
(Continued on Page 58) 


HOME DELIVERED 


. ..and wheeled to the doorsteps of your 


tial + 


best pot s—loyal metro- 
politan-area readers of The Detroit Times 
who are influenced daily by its adver- 
tising messages. And a resounding 
234,333 Detroiters in the metropolitan 
area alone read the Times exclusively 
(130,889 more than Detroit’s morning 
paper*). Be assured . . . the Times will 
deliver enviable sales results. 
ie “Detroit News Sth Quinquennia! Survey 
KEEP YOUR EYE ON THE TIMES 


Detroit#Times 


Represented nationally by 


HEARST ADVERTISING SERVICE INC. 
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ABC Radio 
10 Notre Dame games, starting Sept. 24 
—one-half, national, Pontiac Motor divi- 
sion of General Motors (MacManus, John 
& Adams); the other half is turned over 


Make Your Premium 


a Perfect “Shoot” New, 
An Exact different, 
exclusive, low 
cost. Write for 
a prices and 
samp' . 
Ww CORPORATION 


R 
Ventura Bivd., Woodland Hills, Calif. 


to the stations for local sale. 
College All-Star Game, Aug. 12—spon- 
sored by Standard Oil Co. (Ind.). 


Mutual Broadcasting System 

NFL’s Baltimere Colts’ 12-game sched- 
ule—one-half, National Brewing; other 
half turned over to affiliates for local 
sale. 

All-Services nine-game broadcasts—one- 
half, Minnesota Mining & Mfg. Co. 
(BBDO); other half given to stations for 
local sale. 


# In addition to the extensive grid- 
iron coverage by the networks, 
numerous local and regional broad- 


casts also are planned. It would be 
impossible to cover them all, but 
among them, Tidewater Oil Co. 
(Foote, Cone & Belding) will spon- 
sor one-half of 17 Los Angeles 
Rams and San Francisco ’49ers 
games on KVI, Seattle. The other 
half of these games will be spon- 
sored by a single advertiser on the 
three-station Golden West Net- 
work, which is feeding the games 
to KVI. H&K Mobile Homes of Se- 
attle will sponsor pre and post- 


game shows on KVI. 


s In addition to backing profes- 
sional games, Tidewater Oil, a 
heavy sponsor of college sports, 
will back the following school 
gridiron schedules: University of 
Southern California, on KNX, Los 
Angeles; University of California 
at Los Angeles, on KMPC, Los An- | 
geles; University of California, on | 
KSFO, San Francisco; and Stan-| 
ford University, on KCBC, Sen) 


CAPIT Ai. TYPES #5 


REFORMER 
Making a career of 

@ misnomer. For motherhood—in a 
non-clinical way. Against sin-— 
and other popular institutions. People 
hang (literally) on his every 

word. He hangs (figuratively) 

on every word over WTOP Radio, 
the important station for 

reaching the 20-County Greater 
Wasbington area. 


Operated by 


WTOP 
RADIO 


Washington, D. 
Represented by CBS Radio Spot Salex 


c. 


THE WASHINGTON POST BROADCAST DIVISION: 


WYGP RADIO Washington, D.C. 
WTOP-+TY Channel %, Washington, D.C. 
WUXT Channel 4, Jacksonville, Florida 


. 


— 


"HG 


|TUBORG IN COLOR—Tuborg Brew- 


eries, Copenhagen, will use color 
advertising in the U.S. for the first 
time in a fall campaign scheduled 
for Esquire, Gourmet, Holiday, 
Sports Illustrated and U.S. News 
& World Report. Erwin Wasey, 
Ruthrauff & Ryan is the agency. 


Francisco. 
Humble Oil will sponsor half- 
hour shows of Southwest Confer- 


mence college game highligAts on 


i several stations throughout Texas. 
fOld Colony Trust Co. will back 
Harvard University’s entire sched- 
ule on WNAC, Boston, while F&M 
Schaefer Brewing will present a 
15-minute pre-game warm-up on 
| the station. 


|= Among other football activities, 
| WGN Syndication Sales will tele- 


delayed basis; last year 60 stations 
carried this series. A package of 13 
| half-hour telecasts of Big 10 games 
i will be offered for sale by Sport- 
lite, Chicago. 

| On the professional side, Sports 
Network will televise the complete 
schedule of the Cleveland Browns 
| for the third consecutive year. # 


| KVAR Sets New TV News Show 
Valley National Bank and 
KVAR-TV, Phoenix, have inaugu- 
rated what the bank calls “a new 
era in Arizona news telecasts.” 
Videotape plus “inter-sync” equip- 
ment similar to that used by tv 
networks in covering political con- 
ventions, will enable KVAR to tele- 
vise news within minutes after 
it happens. Local news will be cov- 
ered by tape, mobile sound and 
film units, and KVAR will take 
camera coverage of world events 
i directly from NBC. The news shows 
| will be seen Monday through Fri- 
days from 9:30 p.m. to 9:45 p.m. 


General Mills Sets New Push 
General Mills will support a 
special 7¢-off two-package back- 
to-back~deal for Betty Crocker 
gingerbread with a series of two- 
third page ads in the October and 
November issues of Everywoman’s 


. i vise the Notre Dame games on a 
| 


Family Circle and Woman’s Day. 


The October ad, a tie in with Kraft 
jellies, will get extra support with 
spots on the Perry Como tv show. 
The November ad is a tie in with 
California Packing Co., for Del 
Monte products. Batten, Barton, 
Durstine & Osborn is the agency. 


| Ford May Build Smaller Car 

Ford Motor Co. is seriously con- 
sidering building a small car for 
the U.S. market which would be 
smaller than either of its present 
compacts—the Falcon and the 
Comet. Ford said the proposed car 
i probably would not come out in 
1 1960 or 1961. Ford also announced 
that Taunus Co., its German affil- 
iate, is bringing out a new car this 
October, but one not specifically 
for import. 


Woolf Adds Marine Publication 

Thomas O. Woolf & Son, New 
York, has been appointed national 
advertising representative for the 
Marine Corps Gazette. 
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Land of Power for Plenty 


Power for production is the new theme 
of the rural South! That’s why more and 
ee more of these big, expensive cotton pickers 
: are working the fields. And why 39% of 
the nation’s farm-owned trucks are in the 
South! By 1965, it is estimated that the 
South ‘will have been responsible for 61% 
of the gain in farm tractors in the U. S. 
since 1952. 

Because of this trend to power, Southern 
farmers are better customers than ever for 
the seed, feed, fertilizer, chemicals and 
equipment necessary to farm production... 
plus the many hundreds of products that 
are part of family living. The rural South 
is a rich, growing market...and The 


i SI i a NE i a Cada ce ‘a 
oN IR ae eae oe 
ee NE een pe nes Tie 


Progressive Farmer gives virtually exclu- 
sive access to it! 

No farm or urban magazine—regional or 
national—can match the power of The 
Progressive Farmer in the rural South. 
Even the combination of Life, Look, and 


The Saturday Evening Post misses 84% of 
Progressive Farmer families—a percentage 
that represents more than 424 MILLION 
unduplicated readers. Buy The Progressive 
Farmer—and sell the biggest single maga- 
zine audience in the rural South! 


Advertising Offices: BIRMINGHAM 


NEW YORK e CHICAGO e 


More than 5,700,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


RALEIGH 
LOS ANGELES 


e MEMPHIS ¢ DALLAS 


SAN FRANCISCO 
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September Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan. -Aug. dan. -Aug. 
1960 1959 1960 1959 1960 1959 1960 1959 

Weeklies, Bi-Weeklies, Semi-Monthlies (August) 
Commonweal .............- s 6.8 55 1294 133.5 2,856 2,310 54,348 56,070 
rR eS Ry A 548 615 5756 519.8 23,509 26,384 246,941 223,003 
ER ci 38.7 590 3531 3622 16,268 24808 148,316 150,548 
cis a «eves coeds vo 15.0 199 1854 2139 15,022 19,934 185,383 213,932 
54 bbe kea <> 934 217.6 2525 2,168.3 2,252.0 147,982 171,667 1,474,444 1,531,424 
RR a 113.0 97.0 1,008.0 846.7 76,840 65,987 685,433 575,763 
Newsweek oo... ec eee ee 184.5 208.7 1,883.3 1,904.2 77,499 87,654 790,986 799,764 
t6New Yorker .............. 232.6 257.9 3,013.1 2,777.2 99,806 110,618 1,292,632 1,191,421 
BE ois i ncduxe > o- 229.1 251.0 2,952.1 2,706.7 98,295 107,693 1,266,453 1,161,188 
nos. <5 bapa Xs 126 24 2169 247.0 5,397 10,449 93,048 05,950 
Presbyterian Life ........... 6.6 8.5 94.4 109.2 2,766 3,560 39,642 45,863 
The Reporter ............... 173° 111 46248. s7.4 7,285 4,669 104,244 61,921 
Saturday Evening Post ....... 135.7 180.7 1,864.3 1,736.7 92,296 908 1,267,704 1,180,949 
fSaturday Review ........... 448 548 6782 677.3 18816 23,029 284,808 284,438 
$tSporting News ............ 20.7 171 1536 1949 22413 18521 166,702 211,434 
t*Sports Illustrated ......... 1015 1108 1,283° 982.9 42,642 47,517 497,303 425,990 
Ge eee 164.9 1924 1,937.2 1,844.7 69,263 80,804 813,641 774,763 
IN sna «sess 5 ch 229 265 3982 357.3 4,164 4,819 72,450 65,004 
U. S. News & World Report .. 173.4 192.2 1,853.1 1,713.0 72,828 80,724 778,302 719,460 
Total Group ............. 15508 17561 17.8272 16.7729 792,246 $95,913 8,903,279 & 511,747 


ZtNot included in totals. §Total represents national advertising plus sectional at reduced decimal equivalent. *These figures 
adjusted for and including regional space. {Changed from 429-line page to 420-line page January 1960. tFour issues August 
1960; five issues August 1959. t¢Three issues August 1960; two issues August 1959. ttFive issues August 1960; four is- 


sues August 1959. 


r Pages ov Lines . 
Sept. Sept. Jan.-Sept. Jan.-Sept. t. Sept. dJan.-Sept. Jan. -Sept. 
1960 1959 1960 1958 1960 1959 1960 1959 
Women’s 
tBride & Home ............ — oo 328.0 231.5 207,377 146,452 
*?Bride’s Magazine ......... — — 570.9 557.9 360,809 352,593 
Everywoman’s Family Circle 37.8 37.2 410.2 371.2 16,216 15,959 175,975 159,245 
Good Housekeeping .......... 85.7 110.4 768.2 877.4 36,773 47,355 329,575 376,406 
Ladies’ Home Journal ....... 87.4 80.9 690.9 783.2 59,408 55,036 469,799 532,580 
ER Se 106.7 63.7 776.9 549.2 72,534 43,330 428,286 373,476 
ttModern Bride ............ 82.8 82.3 493.0 507.8 52,298 51,982 311,589 320,904 
§Parents’ Magazine: 
National Edition .......... 80.2 80.1 573.9 531.3 34,406 34,343 246,206 227,889 
Metropolitan New York Ed. . 88.4 88.6 633.1 581.6 37,934 38,018 271,550 249,488 
Pacific Mountain Edition ... 83.9 83.5 589.9 553.6 35,972 35.827 253,016 237,452 
Es 5 50 6.6 ¥x- a6 > vs.0e 150.1 156.2 1,124.3 1,041.7 102.041 106,201 764,520 708,331 
*Woman's Day .............. 37.2 31.8 343.3 319.5 15,959 13,663 147,262 137,099 
The Workbasket ............. 40.3 42.1 331.0 336.2 7,901 8,252 64,882 65,901 
8 er 880.5 856.8 7,633.6 7,242.1 471,442 449,966 4,030,846 3,887,816 


Published quarterly in January, April, July and October. Cumulative figures shown are for July issue. *Includes sectional 
linage prorated to circulation of regional editions. ¢tPublished bi-monthly. Figures shown are for September issue. §Includes 


Shopping Scout and School & Camp linage. 


General 


American Artist ............ 32.1 
American Forests ............ 9.3 
American Legion ............. 16.5 
i. 1. ce be baw ve ede seiee'e 22.3 
SE «aswes@aedves seer ne 38.6 
Christian Herald ............ 41.4 
EE ies 05.6.0 Cue bade exe 12.0 
SS ee 39.8 
Cosmopolitan ............... 24.4 
OT Ae CN oo ee 80.2 
EE Ce 15.5 
EE > Geens be sae vies 94.9 
ED sea al Ose 6x beaker 17.2 
DU Ae lS brad pelos cadere 42.4 
(J 28.7 
EE Sh Da Row oo sb siaree 25.8 
Grade Venther .............. 61.0 
Harper's Magazine ........... 36.1 
tHi Fi/Stereo Review ........ 50.5 
| er 63.1 
DP hesasieekvctih svete 63.6 
RR ee ee 57.5 
Improvement Era ............ 26.8 
DERG EUS sis ed ss ccucese 72.9 
Kiwanis Magazine ........... 12.0 
Lion Magazine .............. 18.0 
Motor Boating ............. 97.9 
ED  eEC ES an ones sve 15.1 
GT BR ere 17.9 
National Geographic Magazine . 30.8 
CE SRE di spb bncaensees 46.6 
Popular Boating ............. 50.2 
Popular Photography ......... 56.7 
| Se 18.2 
Reader's Digest ............. 57.9 
DR tines Weds eae se ase 33.8 
__- Gans 27.2 
Ee eee ee 5.7 
Sports Cars Illustrated ...... 31.6 
Today's Health ............ 24.6 
MTs wun Cup B ckeyeocces 13.4 
Town & Country ............ 108.2 
MEE aah edn Wihs 6 454 oe 29.3 
V. F. W. Magazine .......... 9.1 
EES eer 100.8 
- Se 
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1,155.1 


1,777.6 1,757.1 16,215.3 15,347.1 


843,804 


tTotal represents national advertising plus sectional at reduced decimal equivalent. ¢+Changed from 


page March 1960. tFormerly Hi Fi Review. 


Home 
American Home ............ 42.6 47.5 355.5 412.1 
PEE “whicke-bea eben’ os. 62.4 61.1 553.0 525.9 
tBetter Homes & Gardens .... 72.8 86.5 727.9 761.5 
Flower & Garden ........... 25.0 28.9 329.4 290.8 
2 Sa 31.3 40.5 433.2 462.1 
House & Garden ............ 91.0 99.2. 644.8 554.2 
House Beautiful ............. 111.3 =:110.7 788.5 775.2 
tLiving for Young Homemakers 89.5 88.2 551.6 546.2 
Popular Gardening .......... 36.5 41.7 429.7 428.9 
Sunset Magazine ............ 111.6 110.6 1,157.7. 1,021.2 
vo cecnvuaes 674.0 7149 5,971.3 5,778.1 
tIncludes sectional linage prorated to circulation of regional editions. 
Fashion 
as 1644.9 142.2 893.6 690.0 
Warper’s Bazaar ............. 183.4 142.6 810.7 737.6 
tMademoiselle .............. 90.9 72.0 821.6 729.4 
WON aah ie nce ba secpaace 320.7 283.4 1,350.2 1,142.1 


Total Group 


759.9 h 299. 
tincludes sectional linage prorated to circulation of regional editions. *Charm 


Movie-Romance-Radio-TV 
tDell Modern Group: 


sss oases Sia a cs ee Se 


2, 
mour November 1959. 


3,876.1 3,299.1 


26,925 30,039 
18,338 17,963 
46,008 54,677 
10,500 12,146 
13,162 17,017 
57,503 62,723 
70,318 69,963 
56.564 55,728 
15.327 17,521 
46,900 46.449 
361,545 384,226 
70,736 60,994 
115,906 90,190 
39,013 30,872 
202,678 179,106 
428,333 361,162 


incorporated with Gla 


7,843,268 


7376, 939 


Advertising Age, September 19, 1960 


— c Lines * 
Sept. Sept. Jan.-Sept. Jan.-Sept Sept. Sept. dan.-Sept. Jan.-Sept. 
1960 1959 1959 1960 1959 1960 1959 
Screen Stories ............ 10.0 14.1 124.1 128.3 4,271 6,052 53,232 54,992 
‘awcett Women’s Group 4 
: Motion Picture ........... 14.3 16.2 128.7 131.3 6,176 6,905 55,259 56,294 
True Confessions .......... 26.8 23.7 209.3 206.5 11,492 10,163 89,784 88,599 
Hiliman Romance Group ...... 49 3.2 35.5 37.7 2,132 1,408 15,425 16,349 
Hillman Women’s Group ...... 19.6 210 173.4 159.7 8,429 9,030 74,611 68,704 
Ideal Women's Group: 
Intimate Story ..........- 29.8 24.4 226.6 199.6 12,786 10,429 97,227 85,666 
Pare 28.0 27.2 219.4 202.7 12,025 11,670 93,969 86,966 
Movie Star TV Close-Ups ... 28.0 27.2 223.5 200.4 12,025 11,670 95,889 85,998 
Personal Romances ......... 28.7 24.9 226.6 201.4 12,329 10,688 97,217 86,416 
TV Star Parade ........... 27.8 28.3 195.1 181.8 11,927 12,141 83,711 78,003 
Secrets Romance Group: 
Revealing Romances ........ 22.8 22.3 174.3 181.4 9,777 9,569 74,778 77,826 
Confidential Confessions 22.8 22.1 174.3 161.5 9,777 9,466 74,764 72,283 
Daring Romances .......... 22.8 22.1 174.3 162.6 9,777 9,466 74,764 69,744 
Rt seed as ediwees es > 22.8 22.3 174.3 181.4 9,777 9,569 74,778 77,812 
True Story Women’s Group: 
see 18.6 23.7 209.5 256.7 8,000 10,169 89,884 110,112 
True Experiences .......... 12.4 16.9 117.7 142.1 5,302 7,247 50,489 60,972 
True Love Stories ......... 1.5 16.9 118.0 143.3 4,928 7,240 50,630 61,471 
True Romance ............. 12.5 17.0 117.2 144.2 5,362 7,275 50,271 61,882 
5s o's ncaddasen'e 43.2 44.8 438.1 464.2 18,554 19,239 187,926 199,123 
TV-Radio Mirror .......... 10.5 14.1 95.7 121.9 4,492 6,034 41,046 52,302 
Ss os Sear 459.4 471.8 3,937.3 3,994.1 197,212 202,368 1,689,443 1,726,822 


NOTE: Figures for each publication in the Fawcett, Ideal and True ‘Story groups include all advertising carried by the group 
as a whole PLUS additional advertising carried by each individual publication. tNo January 1959 issues. 


Magazine Linage Trend. Fires in thousands 


SBusiness (September) 


Dun’s Review & 


Modern Industry .......... 91.0 103.1 710.9 717.3 38,203 43,307 298,578 301,276 
ER a Bcks bps nee cabs 209.7. 196.0 1,646.5 1,389.7 132,562 123,872 1,036,796 878,322 
Management Methods ........ 51.7 46.5 465.8 391.2 23,714 19,530 195,636 164,304 
Nation’s Business ........... 56.2 57.7 501.3 445.0 23,584 24,248 210,481 186,941 

WOE. Fico kedes sos ue 408.6 403.3 3,318.5 2,943.2 216,063 210,957 1,741,491 1,530,843 
§Because current month linage figures for several publications are not yet available this group is broken into a September 
and an August section. 

Pages , + Lines 

Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan. -Aug. dan.-Aug. 

1960 1959 1960 1959 1960 1959 1960 
Business (August) 
eh kas bs ot 61.6 69.4 577.1 633.8 40,386 45,545 378,578 415,785 
tBusiness Week ............ 3118 339.8 3,203.3 2,991.3 130,935 142,729 1,345,403 1,256,342 
tFinancial World ............ 35.9 29.9 348.9 386.2 15,084 12,575 146,555 164,215 
DN tats ve skid 4h2 hoes 36.2 29.1 455.6 443.5 15,193 12,215 191,328 186,257 

«ere oe 445.5 468.2 45849 4,454.8 201,598 213,064 2,061,864 2,022,599 

tFour issues August 1960; five issues August 1959. {Five issues August 1960; four issues August 1959. 
¢ Pages al is Lines ‘ 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan. -Sept. 
1960 1959 1960 1959 1960 1959 1960 1959 

Farm Magazines 

Farm & Ranch—Southern Agriculturist: (mon) 

#Southeastern Edition ..... 25.1 30.1 292.7 313.6 10,789 12,922 125,560 134,555 

Southwestern Edition 25.7 31.7 303.3 317.5 11,009 13,580 130,098 136,191 

Average 2 Editions ........ 25.3 30.7 296.8 315.1 10,875 13,178 127,327 135,192 
Farm Journal: (mon) 

Central Edition .......... 74.6 89.9 747.8 756.2 32,017 38,569 320,802 324,425 

Eastern Edition ........ 60.1 74.9 638.1 683.6 25,797 32,134 265,180 293,251 

HSoutheastern Edition 49.6 61.7 §13.1 590.6 21,299 26,486 220,124 253,361 

Southwestern Edition ..... 510 61.7 522.1 590.6 21,870 26,486 223,986 253,361 

Western Edition ......... 61.8 83.1 631.4 729.4 26,518 35,637 270,891 312,932 

Average 5 Editions ........ 59.4 77.4 606.5 690.0 25,500 5 295,992 
Progressive Farmer: (mon) 

#Carolina-Va. Edition ..... 63.6 74.3 644.7 667.2 43,266 50,513 438,407 453,716 

#Ga.-Ala.-Fla. Edition .... 64.2 74.5 647.6 664.9 43,664 50,656 440,390 452,108 

#Ky.-Tenn.-W.Va. Edition . 62.3 716 605.7 622.7 42,351 48,656 411,876 423,449 

#Miss.-La.-Ark. Edition ... 61.9 741 598.6 640.0 42,146 50,395 407,015 435,178 

#Texas Edition .......... 64.1 79.2 620.8 662.8 43,581 53,826 422,112 450,729 

Average 5 Editions ........ 63.2 74.7 623.5 651.5 43,002 50,809 423,960 443,037 
Successful Farming (mon) .... 77.4 92.9 639.8 702.5 34,820 41,793 287,922 316,124 

Total Group ............. 2253 2757 71666 
# Not included in totals. 

Youth 

American Girl ............. 35.1 32.1 228.7 

BPO 32.5 31.2 162.9 

Scholastic Magazines ........ 57.3 50.2 303.3 

« \. Sees 19.6 13.3 142.4 
eee 1445 1268 837.3 


Mechanix Illustrated ........ 64.0 
Popular Electronics ......... 53.5 
Popular Mechanics .......... 94.5 
Popular Science ............. 98.0 
tScience & Mechanics ........ — 

i Ess yee 310.0 


American Rifleman 


65.7 580.9 
56.5 435.7 
110.8 924.7 
121.4 848.6 
— 304.2 
354.4 3,094.1 
are for August 


455.9 


70.8 6104 
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tan 595 75.4 2,374 2,977 24,956 31,644 eas. 
a iee 335.5 240.7 13,259 12,625 140,893 101,090 Ge 
Pisa 193.3 2331 10572 12,412 83,428 100,982 mee 
ae 87.5 92.2 5,763 4,840 37,584 39,814 cal 
Solo 633.5 588.6 68,422 69,238 401,092 372,048 om 
8 ice 235.6 2705 12,539 14,304 101,060 116,065 othe 
Soph 89.4 99.0 3,833 3,945 37,555 41,565 aes: 
aa Mis 12905 MMMM 59,270 58,094 758,814 —_ 679,199 si 
wee _ a — ——— i ee 
EE , 
pe 224,652 260,448 Ss 
eli. 162,576 154,612 ae 
x £ 460,010 481,282 ses 
- 138,350 122,128 aed 
181,970 194.061 re: 
wth 407,492 350,232 eae 
sare 498,318 489.915 sat 
x 348,587 345,196 a. 
180,478 180,159 aoe 
486,382 429,044 
3,088,815 3,007,077 NOTE: Child Life and Scholastic Roto not published in September; next issue October. 
Mechanics & Science 
610.3 14318 1/715 130,095 136,701 
383,344 296,007 497.2 11,980. 12,649 97,595 111,375 
512,448 466,266 995.0 21,168 24,821 207,141 222,873 ae 
352,466 312,900 902.2 21,963 27,185 190,085 202,069 SN 
853,354 721,779 23 —— 68,148 72,203 Bibs 
an 33270 «= 69,429 79,370 = 693,064 §=8=— 745,221 ale 
tPublished bi-monthly: cumulative figures issue. - 
Outdoor & Sport ‘ 
| ae ee ee ee ee 
Modern Romances ......... 268 264 2321 2324 “lLS10 10,473 99,584 99,681 PRAT aricacnte ns = FOS ee a) a. | ee 
git) Modern Screen ............ 148 150 1496 153.0 6,364 6,465 64,205 65,627 (Continued on Page 62) fey 
cms 3 ‘ re Re i. ae ; om ere ees ae eo 7 
Se SE Ge een. Ee aE ere | erage Ce 8 aU gNSterer fee, “ccmor ate. eked ‘ in pe atts cle ieee. < nee ae! Bhi ane ete. me BAe eeepileaings oat gr 
ae ree a stig cc ee oe Seen eee een Bon ae ous Sind phase geet Sie 
een eee oe . Ren, 
a om Sousa ae pigeons tee Sea AOE by at Ay Pere eer oar aes Ses eee aie ye 
pes pr Sain x eee el. ccaeeamnen hates re ae eee aa po ee 
ne cn en enantio none sna rsa ~ eee eo ae BREET See atl eee aa) oe eee 
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= OU CAN. .. with Better Homes and Gardens...reach 
the “Idea Families” WHEN AND WHERE YOU WANT! | 


l 


Now in The Family Idea Magazine—where America shops for ideas that 
make sales—advertisers can pinpoint messages even better than ever before. 

With the addition of two new regional editions — Central and Eastern, 
BH&G allows you to select standard areas in any part of the country any time 
you want them . . . for talking sectional interests and sectional needs. And 
you have the advantages of national magazine atmosphere, reproduction and 
service editorial environment. Each issue will be the complete national edition 


plus a section for regional advertising and editorial material. 


: ... America’s biggest publisher of ideas 
M. iD kk D [ i Hf a D 1} S M OL N. 1) S for today’s living and tomorrow’s plans 


No other magazine provides the advertiser with the combination of bigness, 
selectivity and economy in reaching people looking for ideas for a better 
home and a better way to raise a family. BH&G’s famous idea power is built 


into every issue—the power that turns ideas into sales. Here’s power for adver- 
tisers who want to hit the whole nation at once or just a section of it. 

The 4 regional editions give advertisers a choice of 14 combinations. For 
details, call your nearest BH&G office, or write Better Homes and Gardens, 
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Advertising Age, September 19, 1960 


Pages , = Lines - — Pages — Lines . 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept.  Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept.  Jan.-Sept. 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
FurPich-Game ............ 24.5 21.6 193.9 197.4 10,487 9,244 83,160 84,715 
Gus ..... 33.8 376 2296 207.9 14,511 16,130 98,510 89,189 ‘Foreign (September) 
Outdoor Life ............ 69.2 70.2 595.0 628.9 29,702 30,099 255,254 269,821 iia ae oh aa ip? 19.7 16.9 178.6 141.6 16,506 14,154 149,100 118,944 
Se NA 5 dts. n es 52.7 65.2 503.7 583.5 22,604 27,979 216,077 250,377 Popular Mechanics: a Rae oN hie ied ra saitie ies 
Gin Was tseame TIE>O 147400 1414607 Popular Mekanik (Dani be )! . . > . \ ‘ 
Total Group ee 321.0 3302 25885 27529 137,690 141,597 1,110,431 1,181,071 oan Soe cele 9 as as poems Sass oa on 
s Mecanique Populaire (French) 25.8 29.5 222.7 242.2 5,779 6,608 49,884 54,252 
Detective & Fiction Populare Mechanik (German) 68 68 41.1 446 1,523 1.523 9.211 9,996 
Gomiler ......+. ne 14.7 18.3 183.9 152.7 6,263 7,831 78,846 65,488 Popular Mekanik (Swedish) 7.0 9.0 87.5 16.5 1, 2,016 19,600 17.136 
Dell Men's Group ..........- 8.7 10.4 101.2 105.5 3,722 4,463 43,369 «45,302 ¢Mecanica Popular (Latin America) : 
Total Grow ...........-. Ba 7 285.1 2 9,985 12,294 122,215 110,790 Brazil (Portuguese) ..... 760 — 58 — 6,048 40,992 
Mexican-Caribbean (Spanish) 23.1 —— 221.7 a 5,166 a 39,616 
Newspaper Sections (I) So. Hemisphere (Spanish) 2a — Ws = 2870 —— + 27,470 
(Nationally distributed with Sunday newspapers) Total Grew .....:..-...- 1482 832 13165 674.9 45,284 29,005 393,956 238,408 
age Weekly ....... os =< tt ? ny foe ony pone §Because current month linage figures for several publications are not yet available this group is broken into a September 
amily Weekly ........ Roe f J , . . . zi . . ’ ion. i i 5 iti , j ‘ 
MUMS: ccdespda.» <cthneass 45.6 S41 4628 553.5 38.828 45,951 393,368 470,489 Pe an ae We ee ee oe 
This Week Magazine ........ 73.3 72.8 603.6 657.7 62,319 61,906 513,063 559,057 ae Pens ae. Lines : 
Total Group ............. 1743 1831 1615.1 1,922.2 148,302 155.707 1,372,840 1,633,957 Aug. Aug. Jan.-Aug. Jan.-Aup. Aug. Aug. Jan.-Aug. — Jan.-Aug. 
; 1960 1959 1960 1959 1960 1959 1960 1959 
Pages Lines — 
Aug. Aug. Jan.-Aug. Jan.-Aug Aug. Aug. Jan. -Aug. Jan.-Aug. 
1960 1959 1960 1959 1960 1959 1960 1959 Foreign (August) 
Life International .......... 88.7 83.3 649.1 572.1 60,435 56,695 441,405 389,045 
Newspaper Sections (II) (August) tlife En Espanol .......... 30.7 384 3020 4070 20,995 26,180 205,360 276,760 
(All other newspaper sections) Ex-Mexico Edition ........ 37.3 40.0 361.6 411.2 25,415 27,200 245,990 279,650 
#Chicago Tribune Magazine ... 129.9 149.3 1,308.5 1,203.1 110,379 126,867 1,112,260 1,022,641 (64) (14) (59.6) ( 42) (4,420) (1,020) ( 40,630) ( 2,890) 
¢New York Times Magazine ... 323.2 291.5 2,202.3 1,855.1 274,713 247,764 1,871,976 1,576,823 Caribbean Edition ....... a 518.6 omnten 34,255 352,750 
Philadelphia Inquirer ....... 76.4 94.4 926.0 1,020.0 64,937 80,270 787,160 867,035 ‘ ? ane — asi. = ( 8,840) “ (106,760) 
Sax kT Tix isk? “Wi Wao Wise Tse i We recs... i . 483. 6 35,445 35.8 328,950 318,070 
Total Group ............. 529.5 535.2 4,436.8 4,078.2 450,029 454,901 3,771,396 3,466,499 abet : 
tFour issues August 1960; five issues August 1959. Siensanis (21.2) (14.2) (181.6) ( 60.6) (14,450) ( 9,690) (123,590) (41,310) 
Pages Pacific Edition ........... 99.4 78.9 819.8 630.6 41,752 33,142 344,295 264,843 
Sept. Sept. dan.-Sest. Jan-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept European Edition ......... 85.4 69.3 649.3 600.0 35,872 29,118 272,718 252,000 
1960 1959 1 1960 1959 1960 1959 Reader's Digest: 
Si RS ec 30.0 35.0 286.0 253.0 4,920 5,740 46,904 41,492 
Comics Magazines I oles évasiryyses- 66.5 52.5 405.5 381.5 12,103 9,555 73,801 69,433 
American Comics Group . 7.0 7.0 63.0 63.0 2,646 2,646 23,814 23,814 — se eceereeercees oe ae po aes es _—— yee a 
Harvey Comics Group ........ 8.0 8.0 73.0 74.0 3,024 3,024 27,594 27,972 MED Tc en 34.5 27.0 379.0 3105 6.038 4725 66.325 54.338 
National Comics Group: es fe on ae ‘ 2 ’ $ z ¢ . , 
ERs 5 ios 8v> ddaaittecs 95.5 93.0 649.0 653.0 16,713 16,275 113,575 114,275 
ne cores stoe snes =a a a 2 oa ae a Rs. os vevetctevars 575 57.5 6135 5375 10695 10.695 114.111 99.975 
Se Pe EEA PRES Ye 0) 4 6:00 : i A ne ; nee, , : MD << ina kncbeGeny oc 615 66.5 507.0 449.0 11,193 12.103 92,274 81,718 
i ie io. th ie 6 27.0 29.5 227.5 250.5 1,206 11,151 85,995 94,689 Ss nc a 27.0 29.8 295.3 299.5 4,590 5,058 50.193 50.195 
doo a teeere wc. 43.0 33.5 453.0 326.0 7,826 6,097 82,446 59.332 
Canadian National Weekend Newspapers (Rotogravure Linage) MR. on dufasccaNae cs; 230 190 2020 1620 4278 3.534 37.572 27,540 
RES Se ae 20.0 45.5 176.7 369.0 18,020 40,859 158,993 332,099 so ok cas adh o> 1a a0 67.0 56.7 906.3 769.8 11,725 9.917 158,608 134,796 
a aS See 84.9 87.4 713.8 730.3 76.456 78,698 642.487 657.313 French-Swiss ............ 21.0 16.7 221.0 176.0 3,675 2,917 38.675 30,800 
Perspectives ............... 79.7 43.6 594.3 43.6 77,678 42,476 579,448 42,476 WE Satvada sa ssareases 71.0 72.0 818.0 787.0 12,922 13,104 148.876 143,234 
Star Weekly ................ 75.2 98.5 748.1 794.6 69,455 86,217 658,258 695,244 German-Swiss ............. 22.0 19.3 263.3 204.0 4,004 3,518 47,926 37,128 
Weekend Magazine .......... 106.9 113.3 808.4 906.8 104,234 110,502 788,183 884,144 ES Bie ate a 63.0 57.0 590.8 571.5 11.466 10,374 107,517 104,013 
; 7 «(Cameo ea eee NSBR RARE AOE Gite 66.0 58.0 410.0 418.0 12.012 10,556 74,620 76.076 
2 Total Group ............. 7 j , ; , 827, 611, . 
a Pe ae Oe fn MRTG yeas chgasicess: 47.0 40.0 5905 5225 8,084 6880 101,566 89,870 
5 WI os re wks cxiine > 32.5 38.3 284.0 285.0 5,460 6,426 47,712 47,880 
2 Canadian GORE ae 48.0 52.5 356.0 369.5 8,736 9,555 64,792 67,249 
< New Zealand ............. 38.5 20.5 276.0 178.5 7,007 3,731 50.232 32.487 
+3 tCanadian Homes ........... 30.6 42.2 320.0 325.5 20,796 28,694 217,586 221,310 I nn 28.5 21.5 326.5 315.0 4.845 3,655 55.505 53,550 
EE Sc aigk Sate Caw ea ea 6 74.5 72.4 558.0 529.0 50,666 49,206 379,457 359,753 Overseas Military .......... 53.0 38.0 329.0 294.0 9 646 6.916 59.878 53,508 
RATS os BA 885 ais 120 «1087 869249 = 97,717 South African ............. 7L0 «57.5 5880 5465 12.709 10,293 105.252 97,824 
, ; Maclean's .........-00..00:: 88.9 85.6 653.2 667.1 60,480 60,247 444,158 453,604 Southern Hemisphere ...... 225 19.0 167.0 152.0 4.095 3.458 30,394 27.664 
\ colnet et Sd so UDB 8S 2 6,720 5,586 58,758 76,524 ee 38.5 23.0 425.0 338.5 7.161 4,278 79,050 62,961 
wEnalish Edition 110.0 95.5 8318 754.0 20,020 +=—-17,381~=—«151,379 «137,228 “Seca 
nglish Edition ......... = . . . . ' ' . , Time-Atlantic ............ 132.1 118.1 1,034.6 902.8 55,475 49,945 434,490 379,120 
French Edition .........~. 121.5 101.0 873.8 805.3 22,113 18,382 159,023 146,556 Time-Latin American ...... 97.7 109.1 749.9 797.0 40,985 45,815 314.895 334,740 
Rewe Populaire ............ 28.2 20.7 203.8 152.7 19,970 14,502 142,601 107,068 NS eee 102.4 92.4 795.3 727.4 42,980 38.780 334,005 305,480 
MRE ct Caan? «ca < 9.2 14.9 132.0 153.3 6,540 10,444 92,610 107,379 Vision: ; . 
“Saturday Night .......... 2.5 368 312.7 301.0 11,950 15,456 131,314 126.420 Visao (Portuguese Edition) 165.0 137.3 1,195.3 1,149.5 69,300 57,680 502,040 482.790 
#Time-Canadian ............ 108.1 125.8 1,159.1 1,083.5 45,710 52,780 486,815 _455.035 Mexican Edition .......... 173° 155 1602 1482 7280 6510 67,270 62.230 
Vote!’ Grewp ............. 502.7 474.0 3,928.0 3.7969 217,515 215,339 1,738,011 1,707,139 Spanish Edition .......... 85.0 73.5 676.0 620.2 35,700 30,876 283,920 260,505 
NOTE: Revue Moderne discontinued publication with June 1960 issue. Effective October 1960 it will be published as French Total Group ........ 2,214.8 19625 18,824.4 169004 666,322 587,965 5.510.828 4.887.503 
edition of Chatelaine. +Formerly Canadian Homes & Gardens. #Not included in totals; as September figures were unavail- tFinures in parentheses are regional advertising only and are included in each edition’s total. For group totals only the re- 
able as this issue went to press August figures are shown. *Two issues August 1960; three issues August 1959. gional figures are included. {First published January 1960. 


California Issues Booklet | Mosk explained, “that abuses have| various consumer groups. Copies hand in the pool. Page ads are!Corp., Burbank, Cal., of which it 

on Consumer's Legal Rights arisen. We want to protect the|may be obtained by writing to the |running in the Los Angeles Times, |is now a division. Weber Aircraft 
A 10-page booklet explaining Consumer and the honest seller by | Attorney General’s offices at San and Examiner, the Pasadena Star- is owned by Weber Showcase & 

the legal rights of consumers when | eliminating the dishonest.” Francisco, Los Angeles or Sacra- |News, Long Beach Independent-| Fixture Co., which has Yambert 

they purchase goods and services| More than 400,000 copies of | mento. |Press Telegram, and San Fer- | as its agency. 

on credit has been issued by Cali- “Know Your Rights, When You | /nando Valley Times. Max Becker 


fornia’s State Attorney General |Buy on Time” will be distributed | Fjestq Pools in Campaign | Advertising, Long Beach, is the Dental Group to Sponsor Ads 
Stanley Mosk. “So many people are by the California Retailers Assn.,| fiesta Pools, Los Angeles, has  @8ency. | The Waterbury Dental Society, 
buying and selling on time,” Mr. local unions of the AFL-CIO and|jaunched a fall newspaper adver- | ‘Waterbury, Conn., will sponsor 
|tising campaign, using the theme _Yambert Adds Elcco Products | paid newspaper announcements in 
\“Sound of safety” to highlight its| Elcco Products, Los Angeles| conjunction with the opening of 
|offer of a free Honeywell Sonar 'manufacturer and national distrib- | loca! offices by new dentists who 
|safety system with each swim-|utor of laundry and dry cleaning| are prospective members of the 
ming pool it sells. Ads will feature |equipment, has appointed the organization. The society said its 
| pre-school children, with copy tell-| Ralph Yambert Organization, Los} action does not violate the Con- 
ing how the system permits ad- | Angeles, its agency. Formerly E. L.| necticut State Dental Society edict 
|justment so fine that an alarm is|Chrisman Co., Eleco recently was prohibiting individual dentists 
set up with the splashing of a| purchased by Weber Aircraft|from advertising. 
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1 CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


(C Permanent-type Displays—wood, glass, plastic, metal 
() Molded Plastic and Animated Displays [] Complete Dealer 
Display Kits [[] Cloth Banners [[] Outdoor Displays—Stanzall® 
() Cardboard Displays [[] Econo Signs [] Mystik®—Self-Stik 
Displays [] Pennants [) General Lithographing Services 
(-] Complete creative point-of-sale facilities from ideas to sales. 


For a total selling job — in Siouxland — use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 


Stoux City Sournal 


National Representatives — JANN & KELLEY ic. 
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More than half (51.6%) of all retail sales 
are made in less than 4% of America’s 
3,070 counties. in that prosperous 4%, 
TIME concentrates more of its circulation 
than does any other magazine of a half 
—<—<————— ———— | million of more circulation. Additional 
B20 Bs | ay, proof that wherever there's a busy, profit- 

: able market, TIME’s in the midst of it— 
oa | giving you concentration. and coverage 


nurces: Ssies Managemant’s “Survey of Buying Power” (5/10/89) and latest available publishers” 
sorts: TIME (3/23/59) * Helday (March 1957} + Life (10/26/59) « Sports Hheetrated (3/2/59) 
, U.S. News & World Report (3/28/58) « Mewsweek (3/23/59) « Reader's Digest (Aprit 195%) « he r ~ * coun 


RETAIL SALES 
Circulation concentration in the top 100 counties 


ee 


pat pees Sit ae eh ne ete ee a ee ae pea wig au) sof Pein ‘ore eaea se, 4 ie hea, ee ee EJ Se mY AD 
Sheets : Bete ge Say Rep) es eas ee ¥ en Spats eee. a eee pe ee aoe eee ie eg ii aaa eae zy peo hie are ee “pa 
a 
- 
Bs 
’ ee ae 
” . 7 5 i 
— <a ea Wh 2 "4 : 
‘ Ail eae - Se, ees Cy : f 
s ee | nea ce ae : 
- ees Be gis * ae ep ° : 
c oe . 2 fol tw ‘ eG a = q ne AN: 
E i a : ‘ ere: * 4 . od Ge es 2 C4 ae Ps d 
Se ee ; 7 re ea b “* eects: ; 
> eae ‘ * sg " SN % Se: ’ — a A & = Pe ou 
te . at rae . : » or 
; . - as . / a one ; 35, od e ,. a) . 4 ir. _. foe ee ae eh 
‘ , . ‘ i a - aaa : . me aN Pees Pe 
, 55. tia : a 2 : ae cea a eae eee dl . ¥ *E Ree ete ae 
, os a : \% oie tee ee ci oy ’ a oS fe: 
. : Ye ro, <~ ra ¢, a \S a ae gett bees ie. ‘ oe! arsinecmaimamisns mie 
i ° ; ie e ! * ~~ i ee se a ee loin 4 4 3 4 cake et \ ee. 
es ‘ ee eae ° ae : ae ae 
i i. ee plete on oehaaes me um Bae aio uel cat , — ie 
Me = feo ie nee =@ oo? por Wh acd * wae aS eagle or + ae 
ae 5 Sa See RS ee © Speer to ae Sec See ee pee 
tate Be oc eee fe ee we AS ae ov pe) Maa ie ae ean od brane 
aikg Ret ; ‘Sarai ag. * rE Pa a ae y) Ma sh riots AS? a iia S ae 
ysis fo 6 sad a ets Sere ‘ Bo Neat ata 2 Aca torch peste Migicy, CE oe pe ys 
ee Pe iy Wg re oe pra’ ST Rae pata ge ee ‘eae 
: ee 2 ives: ene aie iba eS ee et a - tee eR es ae 
Pe: rs ae ° oo ae oe” pee : he eae ae: — 
3 ae Sat ae ae eons . iat mye Vt Sea Sy: gee eee eS: 
* eae i oe \ i Sere <0) See 5 % Mi ae aes a aes arm we, 
eat ee Foe aoe ae As aa ee ere bets 
* ee eae es tt ee % a | 2B : ee ~ Ree ogee 
<a ara oe Peet ot i -_ Ree 7 © igen 4 : 
, ees Lee, eae RIED te 5 oe H see ge Beit ic, Z Sees hin a WY hg : 
; ae ee dies eae. = ea Ta cys Ne) MRI are hs Meters tS ie oo p Pay Aree * a oo aia 
eee 2 BS Se RO cn ee oe make Ps ac cee Bs Se buy 4 et TES ST Bea ieee ae ip hea ae ate nes mS Petia ges coe ~~ yokes Naeameyee Ar 
: re (ate umes” Seine: © 97! ee es kts nara A eR 5, Shee yee ae Ore Sate ms See a iy ermaneaeaetes 
Tae ; ages Cae ai jae (ion es aie eiNe Mee oo ee 
% Be oO IIS RE ge ee ee ae ea ee i ee Tae ae 
* Se  — Jee ae : ess Pompe ens  s eae eel. SA, Sai pie et gts aie . Pea oe ore ee ie ae ae 
, a, eg) aS st Coa soe ta 23 Sas tee = Oa “) on Sealey a fs, ery Ee Suarer 
* icant phe 2 See sR sch ee ae ig geet ee reer cae = ies So ieee ae 
Oy O'S BS SR Rs rag A aa he Dae ny rea —- eae oe Pos a nits Ber et ys AL pas re 
p ie oii os 6 rr xy ; 4%, eS wae ae ee Scan. ee 
He ic ae fiat eee " 2 ae be + . =F Resta : es ‘ Bee pe ipl iene > Sa 
: felis yh é %, be ‘ , ‘ ENTE eis aie : ; Se aie eS oeee 
Rie P sg Ropes fim : = > ‘igo : x % ; = al id bi 
ior ae eee aa if . NY - eet ee ; ap 2 ES as es ava 
: | ae eae : = A. » ee Fa a re = ‘ ug say eae 

2 ey, ee rte . ees i ee ae Ps Fas pe agi 

: : ae ee e ees an a ans ’ : ee ” oe \ eons ak 
3 : ae : Ne = we si nary es ee 7 ont ne hal Be 

a cr es Ps tale — Jee AS i Exe: cae teks ae ; . men Te bare 
ice i gree : ae a Be — ies i i “ 2 : er a. " : ak . a a : ae a Ae ps 
s i MRE: : een rs «elmer, | one Nemec ie wee RE ene gar eet eka ee ames eet Dae bee se Be eat ot sea hae 
oe E Di eg ‘(eee ce Seon Sale ea - WiaVeaa Mts AS Gag Rice CI eines ie Moe cages ae See 54 as aa aca eh ite CaN: a 

; So pele ase eis bale eam bis cc. sagen - oe: SE See we ee : igi eee by ee ee Bonet a oe ae a) pare ae ‘i Co ” iit 
z Pe ee th = we x Fi : iG a ae i Oe eo: Joe ae a a ; 
2 Lae i eee a ara Lee) e . a ee i fi ae Sa i : : = a : 
y ae ras ve ue iy ae ae ets a eres oe Peery oeees we 2 Tajsk Ban ae ae ° : 
ee ee Be ey ¥ as { 4 ew sens 3 byes orig ee * ie tis ae : me ae ee: is ee ear” 2 
Soe eee ees ae ea ae ra Ses | a ee 5 eee Reo Se ‘3 Bs fire, save’ ; d 
ots, Rees j Be au Ba brine . a i Sete hehe ee ager a ¢ a 2 A 
ica + eee ee ee as tere i Pee i bale SO Fe ea cr OE aS Paige © ene age ‘ ie fi eres A ied 
ee sti ieee Te Sg. ee ae SS 7 ae ark ie J cei oy et aa Cer is are ieee es, be ie : ve 
i ete! 3 FR hae - a ee tein iL > = - sah Ue ieee eA Fetter’ pie “ Se eae sete 
a ae seme : Bhd eee at Y tiny hte oe rv PY Berl se eed ees i Ptah oe oat 
° es 2 ae ete eae aa far ees on Jy . Gaps a bes ate} NE tice toi ok sede 
ee ee ties! ohgsaet we \ i—— ee ae re Taal PM ng, 
ssi ae a ee \ 3 ‘ , ~E, | oe . bic ? = 4 *y: ~ae wi * = : 
Sy gees aan i et \ \ " ai, sae { ie et : 
‘ oad Lh a . ~@ et <e 3 nese oe “a . 

: a See he i ‘aaa * Re = — a o et: ee es 
on “a sae a | KER ae c fa — ° x <—_ Pe vac = ae, 3 = 
ee Bey , 4 Pps is 5 ae ‘ 

: 2 Mk Paes to 4, ‘ i. ¢ . Aye s 
3s é ‘ eh eae ee idea Sy ges +. a é ; ae 
- Be, ve Gi , Fishy ee ts \ i v oe : Blase 7 
: my RRO ~ aESy ‘ 4 : “» oS Vee ri 
ae | : > joer nes et) eet. wey lt ; Ho Semen mat 
eo. . Bit i on 9 oa * ‘ ° [ Pee erence Faroe 
Gr rise : roe 9 ‘, : ERS are 4 ie oe ae Oe reg a 
; Pees us. pore - foes * Bets ge Z iG 
Be papi e: * Pelamagen omer» zh Me - . ma Fi 4 NY * Seabee Ne pA i 
ete eR See ew ag : eS hee all = q es 
MB CF aa ana ty ta a &:; “gs Se ey Seta . Eat epee 4 
ae poate te Sith ie en aoe > aa f { sa atid Rae 4 wie Bee ey ery OK 
f ieee” Sant et Pe a ioe a Ve a ee Be ray a Pa a 
3 pees ures - “3 Sees ee 2 ae Be om es pais hs ae ar) ? ba aa pals - ‘ Be 
‘ i eae ee ECR ey ee To ee R Sean. 26" 9.) re \ : nce ae 8 
a “oa Be tei aes ial ee  & I ge ae . 
ie eee ee ee ri ey rt ae a tier % pce a 
i TAOS: FE Rae a i ge DOS so eerie heal : eee eee o. ; tS ae 
: cyte baal ik cern ee ie 5 aca pie Le ‘ t Bees Siem ce ‘ USDA 5a Fae eon 
: Besar i See tee he es sg? ee Oars ew eae ie: € 
f : : ‘ : oe oe a ; Ee ni aaa ae beatles A » : 
rabies : a eae 4: oe aay ep i erences en apntans ash ss Pee i: : 
5 i ee a a ae Bee 8 ee ee ree : See Ime Reet ase et re ck Dre Bi eve ie : 
| SS eRe mS Ne na etea tte : me ar ade ; Br ice es Sk oe a aN, ; ap ‘ ; 
: mah ame = ue ' ib ea ie Rel ie eas - vel ew aes OSE gee he ee , 
ee, iy a a ¥ 5 sacs 7 a a eres ai ald i 
F eee — “a ’ x he . Re is a , o Figs cs " 
z ee ~d  s ; Fs : e ‘i ia aad : ’ 5 ae sit ‘i 
: fs ee So sey oe < ey meee | ER eset Bes 2 dial oii . 
u ic cgaenell ae y “ a ahi a. hie Spal , ee: vn eye , i 
; onl eee), aaa ,. 4e, 4 pe Ge pre ee pes Sa er 5 eee 
* ea ae i : ts ee -* Jigar ie *, Pe oe te eae ane Osa ce aa Sim : ' 
’ H einer ap pecuaeeaie ecg q . ; re *e 4 i Daa 2 yee evecare et yah a ee at eos < Yes 
—— ee eee - _ ees ay peer 5, a RMI S| sae i sa 
m i 2 eras eas Snes : pa : ie ee ord daas hie. ee psec! AG ae | 
ae ‘pic i ama ay ‘ea ba ‘ requ tialis lea Se Meee eel si Oa a eat PORE i eile aka LES, = 
. ie ce a eae aS. aah S on j Seatep a) Pea A he ln 2 Sea ’ Rr ee ee ee we 
ee tian, sea ae Gee a eke — ‘ a ae ee Miaka ae Reade: ‘ 
“ye we ee: ee eae ; ce : 
rae es 3s eS. aaa) . ; is : aa. “ 
i api ent” Se, = agent ; : : rs ‘ te, & sc 
‘S Saemeeer oe gees : cy (ata * 7 a : , » . . : 
oa nia ae aa gules . : ms ae oa : 
a | | we an a feign PE og i oe : e e of 1c ore ky prs ; 
Re | eee he we pe er ipp lea hie memes, x _ 7 . >? Se see a ee et 
cui y rea | aie ge icra ES ae ee oy a oi yO XN : é . : a: 1 
Ee Sea Sear rai eat ea Aetna b a * * 2 veer ; 
es waa A ee Oe nee ghee oe ne banat si : 2: geting ake Z 
a “: ie yaar 7) eS eset ti He. pa en Pe aaa ARN Aare ) : : 
ule. | ee r te fe | i +} th ov Fi aa 4 2 7 Ro : 1, a <i cl a : a | Car 5 tr i : 
ae j ag Se = ig it = § aoe eG ie Be: fee 2 Pacer awe a ae a | j hi 
: ; fica § a an Ve gee 5 eee E a a = 8 : ak ie & B 7 i 
a, ai es insniinitn citar NCAT OTC AOD cctssieiiainiatinammaantaics NTN AAT. = : 
st. it ane 
: 11 : | 
ee ; 
fk in ; > oo 
sia : : ) 4 ’ 
= j nal J 4 
x | ; } : 
= i ad 
Che j ‘ 
: r 
s | 
i | : ee ‘i 
=e } : 
in 0 i — _ - 
h 
e | _ F M 
‘ : ae Yy R 
Veg wl 4 4 
= - x | 
| : } | 
é be , ; 
Kos s 
: ha 
aright 7 af be 
: | H d 
q = : $ E pie BY a & 
a Look /iR? ae. Bere: Pees oS Nee —— we ge 5" een a ( Vaveen ra Babee a. oR cseilaiiaicamaeleaal ; . : 
: = * . ~ iy — 
pee 
ey 
oR Pr oo ees 5 é 
a la | : 
gis ee 7 - ge ee, “ent a Pa eens See AE RSME Be eres ee ae : a - au! 
J Le Sree Meg Rene eee ae athe gia a i ; ; hae 
Ba eae daa ; - vet COE, ee te a = TS ; ’ ig “re 
pres a4 ere 
rae = Satpal es 
en ee man To ees Fee or 
pee Te ES PEE eee ROT ES ES Fae 


6 days later! 


Things are cooking on the front burner 


here at FOOD Engineering since Chilton 
took over in June... circulation 


is climbing above planned new quota 


...big new advertisers signing up... 


on FE editors are hitting 
fm §6=©6MISHOU’S IN THE SOUP. . . Management 

Editor Jack Mishou commuted to 
Camden to get all the exciting facts 
on Campbell Soup’s great manage- 
ment development program . . . to 
score another “first” for FOOD 
Engineering’s readers. Another hot 
September story. 


the field in force... ae 


TAYLOR'S “SOCIABLE” WITH PEPSI ... Duke Taylor, FE’s marketing authority 
headed first to NYC headquarters for a personal rundown from 
Pepsi-Cola management on their new “Do-it-yourself Market Audit”, 
then scurried down to Annapolis for a full day in a big Pepsi bottling 
plant to see the system actually work. The story’s in September. 


TRAUBERMAN’S GOT A STEIN SONG ... Tech- 
cal nical Editor Len Trauberman 
a dropped in at Schmidt’s 100th An- 
niversary “open house”, stayed to 
talk with Industrial Engineer Jim 
Layton, cracked a real news story 
on a revolutionary, high-speed case 
packer, Coming in October. 


ZIEMBA TAKES THE CAKE .. . Veteran re- 
porter and Senior Editor John 
Ziemba smelled another delicious 
success story at the Sara Lee 
Bakeries in Chicago, stayed with it, 
got another FE exclusive for Octo- 
ber on the novel processing of three 
great new Sara Lee cakes. 


LAWLER’S KNEE DEEP IN ORANGES AND PINE- 
APPLES .. . A Florida trip by Chief 
Editor Frank Lawler uncovers a 
fascinating new block-freezing proc- 
ess by Tropicana. And in the coming 
months, reports on personal inter- 
views with Hawaiian, California 
and European food makers. It’s 
getting harder and harder for the 
home office to keep track of these 
editors, but FE readers can. They 
know live reporting when they see 
it! 
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Sept. circulation isn’t 


up 22% as promised... 


it’s up 2O%~G 


“MISTER FOOD ENGINEERING” — Circulation Director Ivan 
Miller — says we just beat our own bogey. Instead of the 34,500 
we promised you for September, we actually delivered a cool, 
well-calculated 35,500 coverage of buying influences — total 
print order 36,700. 

Right now we’re running 29% over June, and we'll keep 
right on climbing through December, up-up-up over 38,000. 
Since rates are based on an ABC figure of 28,500, we’re pass- 
ing along a handsome bonus, and delighted to do it. 

Ivan has selected each one of the food management men on 
this controlled list on practically a personal basis. After all, 
who could know these men, and their plants and companies 
more intimately? “Mister Food Engineering” has grown up in 
this business — as editor, marketing man and manager. He’s 


as critical as yourself as to who’s a customer and who isn’t. 


MAP 
cuts your selling costs 


WATCH THIS CLOSELY, as FOOD Engineering adapts and adds 
to its services to food field suppliers, integrates all this into 
Chilton’s proved M-A-P. Currently, FE’s complete circulation 
list is being checked and curry-combed. Soon, advertisers and 
agencies will be able to dissect this multi-billion market six 
ways from Sunday . . . by product classification, by functions, 
by states. Our objective: To provide you with all the marketing 
assistance you need to get the maximum from your FOOD 


Engineering schedule. 


-CHILTON’S 


FOOD 


HNGINEERING 


Better Management in Manufacturing, 
Packaging and Marketing 


Chestnut & S6th Sts., Philadelphia 39, Pa. 
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ee Se ee ae T. Fairchild Names Three 
To serve you better... A new division of Metalworking News, a weekly | 
. newspaper to be started next 


WORKMAN DIVERSIFIED ENTERPRISES, month by Fairchild Publications, 


New York, has named Howard E. 


Keim, David B. Herrell and Philip 
O’Keefe to its sales staff. Mr. 
Keim had previously been with 


another Fairchild paper, Home 


USE WORKMAN’S Furnishings Daily. Mr. Herrell for- 
MARKET- MEDIA R t > E A R © H merly was with Reinhold Publish- 
thon halt-miion 18M card offers complete facilities and services with which to assist ing. 
ee ee ae f planning and executing complete 
sine, Rewspoper coverage you at every stage of planning uting p ’ 
ond market data provide na economical research projects and programs. Gumbinner Adds Croton 


Croton Watch Co., New York, | 
importer of Swiss watches, has 
At every step in MEDIA « MARKET « PRODUCT research, appointed Lawrence C. Gumbinner 

there's a Workman man to help you. ~ Advertising, New York, to handle ~"s 
advertising. The account was for- onion eee oes, farther { Socaan 
merly with Heineman, Kleinfeld, | rs Sona 
Shaw & Joseph. acepnmagy for Marathon gas by 
unre . = = Ohio Oil Co., Findlay, O., receive 
‘ 4 attention in the August Art Direc- 
tion. Full-color ads used in the re- 
gional editions of The Saturday 
Evening Post are reproduced for 
their “realistic art.” N. W. Ayer 
& Son is the agency. 


needs, ond of cost of 
fobulotion ONLY. 


lebulotion DESIGN + SAMPLING + CODING + ‘TABULATING ~- PRESENTATION 


«MARATHON SOPRE-® Gabonrey 
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Time Buying Job 
Needs Upgrading, 
Survey Shows 


New York, Sept. 15—Does the 
time buying profession need up- 
grading? 

This was the question Carl L. 
Schuele, president and _ general 
manager of Broadcast Time Sales, 
radio station representative, had 
on his mind when he commis- 
sioned Trendex to make a special 
telephone survey sampling New 
York time buyers, media super- 
visors, account executives and ad- 
vertiser executives. 

After tabulating answers from 
ten people in each of the above 
classifications, Broadcast Time 
Sales reported on its findings: 


1. Should time buyers be con- 
sulted more frequently on market- 
ing and copy approaches? Yes, 
said 90% of the time buyers, 80% 
of the media supervisors and ac- 
count executives and 50% of the 
client representatives. 


2. Should time buyers have a 
greater voice in media selection? 
Yes, said 70% of the buyers, 60% 
of the media supervisors, 80% of 
the account execs and 50% of the 
advertisers. 


3. Do you think time buyers 
should be forced to buy on ratings 
alone instead of utilizing creative 
and qualitative criteria as do print 
buyers? No, said all the time buy- 
ers, 80% of the media supervisors 
|the account executives and 10% 
of the clients. 


4. Do you agree that time buyers’ 
opinions would be more respected 
if they were more highly paid? 
Yes, said 70% of the buyers, 50% 
of the media supervisors, 30% of 
the account executives and 10% 
of the advertiser representatives. 


# Mr. Schuele said the findings 
indicated that “all segments of the 


From Egypt, Caesar went to Syria and Pontus, and in quick order, routed Pharnaces Il, sending back his | /naustr» are strivitig to give tus 


buyers the recognition and status 


now famous message. Balaban Stations haven't taken to wearing the victor’s laurel wreath around their —_| ‘ney have so well earned.” # 


brows, but it's a fact Balaban advertisers are conquering their markets. Balaban directs their messages, | “aufer Named sane eagaonl 


like Caesar's, straight to the point . . . the selling point. Balaban programming, stimulating personalities and saat guste Sie Kisle Leufer 
get-up-and-go appeal gets listeners and keeps listeners — keeps ‘em listening and keeps em buying! Let soethiee ter comean fed eons 
the Balaban Stations carry your message, straight to the buyer. Balaban Stations — couriers par excellence! petting an ctw Se ney 
cago. 


THE BALABAN STATIONS in tempo with the times * John F. Box, dr., Managing Director | SEP" Promotes Bailey 


Morton S. Bailey Jr., formerly 


WIL-ST. LOUIS WRIT-MILWAUKEE / KBOX-DALLAS sit sess, 


Sold Nationally by Robert E. Eastman-& Co., Inc. Sold Nationally by the Katz Agency sales office of the Post. 
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“T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 


I don’t know your company’s customers. 


I don’t know your company’s record. 


I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?”’ 


MORAL: Sales start before your salesman calls —with business publication advertising. 


= McGraw-Hill . 


i a fe eh a CA TT) Oe ee 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y 
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| Radio Reports Renamed 

Radio Reports, New York, a 
broadcast monitoring.and record- 
ing service, has changed its name 
to Radio-TV Reports. The com- 
pany has been active in both radio 
and tv for some time. A new de- 
partment has been set up under 
Dawn Ruby to provide monitoring | 
|services to advertising agencies. 


‘Cappy Ricks Names Three 
Cappy Ricks & Associates, Seat- 
tle agency, has promoted Richard 


, habit forming 


Fortify your future with young physicians 
as they establish their prescribing habits. 
Most of them read THE NEW PHYSICIAN for 
over seven years as their official journal. 


THE 


N EW PHYSICIA 


Reaching interns, residents, newly established doctors 
and medical students. Official publication Student 
American Medical Association. : 
SE recipes “ 
ee ee -s Eterna Reet 


r 
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ager to account executive and 
Muriel Wilson from media chief to 
production manager, and has add- 
ed Sharon Lund in the medi pur- | 
|chasing and scheduling depart-_ 
ment. 


Se aes 


E. Paetzke from production man- | 


a, aes 


Advertising Age, September 19, 1960 


Information for Advertisers 


“9 Plus 2,” a 28-page study of its; tory of Des Moines Sunday Regis- 


|11-county coverage area, has rae 


| published by KYW, Cleveland ra- 


ter Subscribers” has been pub- 
lished by the Des Moines Register. 


dio station. The study includes a/| The inventory reports standings of 
‘profile of leading cities within | 173 different brand name prod- 


'these counties, including popula- | 
tion, number of newspapers, tv sta- 
tions and radio stations, and type 
of industry in the city. Copies of 
the survey are available from Janet 
Byers, advertising and promotion 
manager, KYW, 815 Superior Ave., 


ucts, including food and household 


| items, tobaéco products, drugs and 


N.E., Cleveland. 


|e The seventh “Iowa Brand Inven-| 


eee ee 
TERT 


~ KABC-TV sells him with aggressive programming . ws 


the Wille renge : 


of entertainment that is the keynote of ABC’s Flagship in the 
nee ings 7 million other Southern Californians Tk sold on Ti in 


toiletries, home appliances, and 
automotive and farm products. Ad- 
ditional information may be ob- 
tained from the Des Moines Reg- 
ister. 


e “Audience Characteristics of Na- 
tion’s Agriculture,” a farm market 
research report, has been published 
by Nation’s Agriculture. The re- 
port covers data on its readers’ av- 
erage annual income; per cent of its 
readers who are farm owners/op- 
erators, dollar value of farm ma- 
chinery and equipment owned; 
automobile, truck and station wag- 
on ownership; types of crops 
raised; amount of livestock owned; 
size of farm, and dollar value of 
buildings. Copies of the report are 
available from Herbert Hall, Busi- 
ness Manager, Nation’s Agriculture, 
2300 Merchandise Mart, Chicago 
54. 


e “Third National Study of Sports 
Illustrated Subscriber Households,” 
a 125-page rundown on the char- 
acteristics, possessions and prefer- 
ences of its subscribers, has been 
published by Sports Illustrated. 
The study covers household pos- 
sessions, such as autos, appliances, 
sports and photo equipment; char- 
acteristics of household heads by 
occupation, job position, etc.; travel 
activities, and financial data, such 
as credit card possession, insurance 
policies carried, etc. Additional in- 
formation may be obtained from 
Sports Illustrated, Time & Life 


Bldg., Rockefeller Center, New 
York 20. + 

Shochu Anyone? Asks 
Gotham-Vladimir 


The Japan Trade Center has ap- 
pointed Gotham-Vladimir Adver- 
tising, New York, to handle a pro- 
motional campaign for Japanese 
food specialties. Tied to this cam- 
paign is a survey that the agency 
will conduct to determine which of 
these specialties has the greatest 
market potential in the U.S. 

The agency will publish and dis- 
tribute recipe booklets, stage dem- 
onstrations at food shows, partici- 
pate in “Luncheon Is Served”’ pro- 
grams and run a small newspaper 
campaign. Among the products to 
be promoted and tested are sake, 
shochu (raw fish), green tea, rice 
wine vinegar, canned loquats, 
canned rainbow trout and Japa- 
nese confectionaries, cookies and 
biscuits. 


Regie Int'l Names Seletti 
Jacques Seletti, formerly with 
Renault Inc. and Les Artistes de 
France Associates, has joined 
Regie International, New York 
representative for European me- 
dia, as managing director. The 
company is a subsidiary of Regie- 
Presse, French media representa- 
tive and associated company of 
Publicis, France’s largest advertis- 
ing agency. Among the publica- 
tions it represents here are France- 
Soir, Elle, Realites and Entreprise. 


Brookes Heads Boston AMA 

Warren T. Brookes, account ex- 
ecutive of Kenyon & Eckhardt, 
Boston, has been elected president 
of the Boston chapter of the Amer- 
ican Marketing Assn. for the 1960- 
61 year. 


OAI Names Edward Graham 
Edward B. Graham, vp of J. Wal- 
ter Thompson Co., New York, has 
been appointed to the new post of 
creative director of Outdoor Ad- 
vertising Inc., New York. 
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< _ Though not a rare bird, the Insitutions executive is a smiqne one, 
~ We've been collecting all varieties of the-species for 23 years . . . not 

an easy task for many reasons. His varied plumage is dise: meerting to 
the uninitiated who tries to identify and reach him. His migratory 
habits find him ranging far from his administrative nest down to a 
boiler room, through food preparation, dining and lounge areas and 
even into the upper reaches to a cocling tower. You recognize him as 
the debonair hotel manager, perceptive maintenance eng aeer, suave 
restaurateur. distinguished executive chef or cost-conscious purchasing 
agent. He may often bea “she” . . . the dedicated dietitian or et 
executive he aaghaepew : 


Our editors have become eaeet ornithologists studying this elusive 
“Bossbird” in his native habitat. The results of this reseirch will be 
the dominant feature in our January issue. 


Another INSTITUTIONS Magazine “first” will be ii roduend in 
January. Décor for Dinnertime, am exciting new concept in restaurant 


— themes, mab be a coniplete ie package _s Mito. 


fabrics.and accessories—foods, men us, recipes and table appointments. 


To velebrate her. 10th. anmiversary with INSTITUTIONS Magazine, 
Dietitian Lola Townsend has selected the 100 best-selling recipes from _ 
her files to be dramatically presentd as a once-in-a-decace collection _ 
in January. - 


With today s advaneed technology, furniture for Institutions is losing 
the mass-production look. Latest design- trends by leading manu- 
facturers will be the subject of “The New Sculptured Look,” a multi- 
page feature: in January. 


What does this mean to you? INTEA SE READERSHIP. Here is the bird 
your salesmen are trying to coax to the perch. We have him for-you . 

captive, happy, eager and respomsiv ¢. Each year he purchases billions 
of dollars worth of food, food service equipment, furnishings, mainte- 
nance ard building produets. This bird should be watching your advertis- 
ing message in the pages of me ee Magazine's J:unuary issue 


and throug}iout 1961. 


MAGAZINE OF MASS FEEDING/MASS HOUSING 
1801 PRAIRIE AVE., CHICAGO 16, iit. 
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Now — in Roanoke, Virginia 


0 


is available in this news- 
paper market that’s 


LARGER than 22 of the 
Nation’s top 100 markets. 


It is OVER TWICE as large as its Metro Area ranking indicates— 
OVER 2% times as large a retail sales market— 
3 TIMES as large a food market. The Roanoke 
Newspapers reach virtually all regular daily 
and Sunday newspaper readers in 61 cities 
and towns in 16 primary market 
counties plus 9 others. 
AND NOW 
FULL COLOR 


IS AVAILABLE 


IN THE NATION 
IN SUNDAY METRO SATURATION 


+ Home of the New Norfolk and Western Railway 


THE ROANOKE TIMES 
Che Roanoke World-News 


National Representatives SAWYER * FERGUSON + WALKER CO. 


CAKEWALKERS—A recent promotion by American Metal Market had 
these lovelies delivering copies of the daily business paper to 53 
New York advertising execs. At the windup of the week-long pro- 
motion the gals. delivered cakes inscribed with the selling message, 
“AMM covers 80% of metal buying authority.” The cakes, inciden- 
tally, had a 20% wedge cut from them, giving the admen only 80% 
of the cake. Palmer, Codella & Associates, New York, handled the 
promotion. 


Needham, Louis Names Two pages in the October issue of Gen- 
Needham, Louis & Brorby, Chi- | lemen’s Quarterly to promote the 

cago, has named Thomas E. Arm-| fabric and fibers in its new line of 

strong, previously tv-radio crea- | ™en’s sport coats. Daily News Rec- 

tive director of Fuller & Smith & | 07 also will be used. Mervin & 

Ross, Pittsburgh, group head and |Jesse Levine, New York, is the 

writer in its tv creative on Nats 

ment, and James R. Sherburne, | 

formerly with Foote, Cone & Beld-|Contemporary Ad Moves 

ing, a copywriter. Contemporary Advertising, Spo- 

kane agency formed seven years 

Mavest Sets New Push ago, has moved into new quarters 
Mavest Inc., New York, clothing | at N. 9 Post St., the agency’s third 

manufacturer, will run seven color | expansion. 


Ad Clinic #15 


(a transparent device to get 
you to read this Sheraton ad) 


by “Red” Most 


Ads we could do without 


ONLY SHERATON 
RESERVES AND 
CONFIRMS ROOMS 


| IN 4 SECONDS This is a brag-and-boast 


headline that obviously 
overstates the case. 


How could any hotel 
company reserve a 
SHERATON HOTELS room that fast? 


Pardon, sir, but it’s true. Sheraton has a wonder machine, 
RESERV ATRON, that makes and confirms reservations any- 
where — electronically. All you do is phone the nearest 
Sheraton Hotel or reservation office. To help us test this ad, 
send for free, 104-page booklet that gives helpful dope on all 
Sheraton’s 54 hotels. Write: Sheraton Corp., Ad Age Ad #15, 
470 Atlantic Ave., Boston, Massachusetts. 
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Akron, Ohio 
Albany, N.Y. 
Albuquerque, N.M. 
Allentown, Pa. 
Anderson, Ind. 
Atlanta, Go. 
Aurora, Ill. 

Austin, Texas 
Bakersfield, Calif. 
Baltimore, Md. 
Baton Rouge, la. 
Battle Creek, Mich. 
Binghamton, N.Y. 
Birmingham, Ala. 
Boston, Mass. 
Bridgeport, Conn. 
Bronx, N.Y. 
Brooklyn, N.Y. 
Buffalo, N.Y. 
Camden, N.J. 
Canton, Ohio 
Cedor Rapids, lowa 
Charleston, S.C. 
Charlotte, N.C. 
Chattanooga, Tenn. 
Chicago, III. 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbus, Ohio 
Corpus Christi, Texas 
Dalles, Texas 
Danbury, Conn. 
Davenport, lowa 
Dayton, Ohio 
Decatur, Ii. 
Denver, Calo. 

Des Moines, lowa 
Detroit, Mich. 
Elizabeth, N.J. 
Elyria-Lorain, Ohio 
Erie, Pa. 

Evanston, III. 
Evonsville, Ind. 
Fitchburg, Mass. 
Fort Wayne, Ind. 
Fort Worth, Texas 
Fresno, Calif. 
Gary, Ind. 

Grand Rapids, Mich. 
Green Bay, Wis. 
Greensboro, N.C. 
Haockensock, N.J. 
Hammond, Ind. 
Hartford, Conn. 
Honolulu, Hawaii 
Houston, Texas 
Indianapolis, tnd. 
Jackson, Miss. 
Jacksonville, Flo. 
Jamaica, L.!., N.Y. 
Jersey City, N.J. 
Kansas City, Mo. 
Levittown, Po. 
Lexington, Ky. 
Lima, Ohio 
Lincoln, Neb. 
Little Rock, Ark. 
Los Angeles/ 
Beverly Hills/ 

San Fernando Valley, Calif. 
Louisville, Ky. 
Madison, Wis. 
Memphis, Tenn. 
Miami, Fla. 
Middletown, Ohio 
Milwaukee, Wis. 
Minneapolis, Minn. 
Mobile, Ala. 
Montgomery, Alo. 
Morristown, N.J. 
Nashville, Tenn. 
Needham, Mass. 
Nework, N.J. 

New Bedford, Mass. 
New Brunswick, N.J. 
New Haven, Conn. 
New Orleans, La. 
New York, N.Y. 
Niagara Falls, N.Y, 
Norfolk, Va. 
Norristown, Pa. 
Ookiand, Calif. 
Ogden, Utah 
Oklahoma City, Okie. 
Omoha, Nebr. 
Orlando, Fla. 


Manpower ~ 
Merchandising Services 
are available in all 
of these markets: ty 


Oshkosh, Wis. 
Paim Beach, Fla. 
Paterson, N.J 
Peoria, Ili. 

Perth Amboy, N.J. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Port Huron, Mich. 
Portland, Ore. 
Providence, R.1. 
Racine, Wis. 
Richmond, Va. 
Rochester, N.Y 
Rockford, Ii! 
Sacramento, Calif. 
Saginaw/ 

Bay City, Mich. 
St. Louis, Mo. 

St. Paul, Minn. 
St. Petersburg, Fla. 
Salem, Mass. 
Salinas, Calif. 
Salt Lake City, Utah 
Son Antonio, Texas 
San Bernardino/ 
Riverside, Calif. 
Son Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
San Leandro, Calif. 
Schenectady, N.Y. 
Seattle, Wash. 
Sheboygan, Wis. 
Shreveport, Lo. 
Sioux City, lowa 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 
Springfield, Mo. 
Springfield, Ohio 
Stockton, Calif. 
Syracuse, N.Y. 
Tacoma, Wash. 
Tampa, Fla. 

Terre Haute, Ind. 
Toledo, Ohio 
Trenton, N.J. 
Troy, N.Y. 
Tucson, Ariz. 
Tulsa, Okla. 
Tyler, Texas 
Utica, N.Y. 
Vancouver, Wosh. 
Waco, Texas 
Waltham, Mass. 
Washington, D.C. 
Woterbury, Conn. 
Waterloo, lowo 


: Waukegan, III. 


Waukesha, Wis. 
Wausou, Wis. 
White Plains, N.Y. 
Wichita, Kansas 
Wilmington, Del. 
Worcester, Mass. 
Youngstown, Ohio 
Zeeland, Mich. 


CANADIAN 
Edmonton, Alta. 
Hamilton, Ont. 
London, Ont. 
Montreal, Que. 

New Westminster, B.C. 
Regina, Sask. 

Toronto, Ont. 
Vancouver, B.C. 
Winnipeg, Man. 


FOREIGN 

Antwerp, Belgium 
Brussels, Belgium 
Copenhagen, Denmark 
Birmingham, England 
Brighton, England 
London, England 
Paris, Fronce 
Frankfort a/Main, Ger. 
Tel Aviv, Israel 
Milan, Italy 

Mexico City, Mexico 
Lisbon, Portugal 
Barcelona, Spain 
Madrid, Spain 
Stockholm, Sweden 


manpower, inc. 


MERCHANDISING SERVICES 


help you Move your products 
in 1,10, or 200 markets! 


Naa Bis 


DEMONSTRATING 
) SURVEY INTERVIE 
DEALER SHOPPING 
|. CONVENTION WORK 


Now, for the first time, Advertising and Marketing Executives have one reliable 
world-wide source for important Merchandising Services. Through a vast network of over 
200 offices, Manpower can provide the people and supervision that you need — 
whenever you need it. With Manpower on your team you are assured of uniform procedure 
in every market — one billing for the entire job — accurate performance reports 
— and no time-consuming supervisory problems. One call to your local Manpower office 
starts your program in motion whenever you need it. 


Mail this coupon right now or call your local Manpower office for FREE 
Booklets describing this unique Merchandising Service. 


manpower, inc. 


MERCHANDISING SERVICES DIVISION 
World Headquarters: 824 North Plankinton Avenue, Milwaukee, Wisconsin + Canadian Headquarters: 57 Bloor Street-West, Toronto, Ontario 
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Manpower, Inc. 
824 N. Plankinton Avenue, Milwaukee, Wisconsin 
Please rush me copies of the booklets indicated below. 
0) Product Demonstrating 
C) Survey Interviewing 


C) Dealer Shopping 
(1 Convention Work 
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Chilton’s M-A-P 
points the way to 


DYNAMIC 
MARKETING 


in the decisive sixties 


Alert marketing might have saved the 300 or so companies that 
went out of business this week. 


A worth-while product—made right, and offered at a fair price— 
is not enough to assure success. 


Something else is needed. A sure hand that guides your product 
from maker to user .. . threugh the most efficient channels. 


There is no single answer . . . no sweeping generality. Marketing 
becomes scientific only when you yourself apply the necessary 
forces to your product, your company and your market. 


Chilton’s Marketing Assistance Program (M-A-P) is almost 
certain to be of help to you. The very facts, figures and insight into 
your market that you need may cost you nothing. And they may be 
readily available—if not, M-A-P can help you obtain them fast and 
at reasonable cost. 


Detailed information on each of the markets covered by Chilton’s 
18 outstanding business magazines is outlined in this new booklet. 
Write for a copy of ‘‘A Guide to Chilton’s M-A-P.”’ 


Chilt 
COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


(NipiP 


Department Store Economist + The.lron Age » Hardware Age + The Spectator » Motor Age 
Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal - Distribution Age 
Butane-Propane News « Electronic Industries + Aircraft & Missiles +» Hardware World 
Optical Journal and Review of Optometry - Jewelers’ Circular-Keystone + Food Engineering 
Gas « Product Design & Development + Chilton Book Division + Chilton Research Services 


ASSISTANCE PROGRAM 
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ity oa Advertising Age, September 19, 1960 
| Indiana Standard | ation, whether it be advertising, 
Month after |sales promotion, sales training or 


month Channel 2 

has led the overall 
share-of-audience race 
in Detroit, with leads - 
ranging up to 22% 
greater share than the 
No. 2 station 9 AM to 


SAYS: 
sign-off, Sunday through 


Saturday. (May, 1960) 


‘product quality. Mr. Stackhouse 
was a member of a panel com- 


Saves Waste Motion 
: | posed of Brick Miller, commercial 
| via Ad Task Forces |advertising manager; William 


Cuicaco, Sept. 13—Task groups Rooney, D’Arcy account executive 
composed of representatives of six |on Standard; and William Barker, 
departments of Standard Oil Co. | media director of D’Arcy. 
(Indiana) and D’Arcy Advertising | 
Co., Standard’s agency, collaborate| s Mr. Stackhouse went on to ex- 

jin the preparation of the com- | plain that the platforms developed 
|/pany’s over-all marketing plat- | by the task force groups are used 


CONSISTENT LEADERSHIP 
IN 4 STATION 


DETROIT 


FIRST every book since November, 1959. 


Month after month Channel 2 
has led the parade in Nielsen 
as well. First in four out of 
the six 3-hour periods in 

May-June, 1960; first in 
all six periods in July. 


SAYS: 
First in 31 out of 38 


FI RST quarter-hour periods. 


Monday through Friday, 7:30 
AM—85 PM in July. 


(Mr. Stackhouse said that represent- 
‘atives of sales promotion, 
| training, sales technical, public re- 
‘lations, marketing research and 
| advertising are assigned to the 
‘task groups, plus D’Arcy person- 
| nel. 


NIELSEN 
the STO RER station backed 


by 33 years of responsible broadcasting 


NATIONAL SALES OFFICES: 
625 Madison Avenue, New York 22 
230 N. Michigan Avenue, Chicago 1 


Cal/ KATZ 


merits of each marketing consider- 


Fran , r he Sy ; s ae = re Pen 3 ha ‘ — 
AIR EXPRESS speeds newly created parts to seeenbly site in time for car to bow at international auto show 


Air Express takes priority on all scheduled U. S. airlines 


AIR EXPRESS is in the auto business, now! This crew is just finishing off the latest model. Hours from 
now, it will bow at a glamorous auto show. Many new parts were completed just in time, and flown 
to this assembly point with jet speed. All 35 scheduled U.S. airlines pampered them with priority 
treatment. AiR EXPRESS trucks (13,000... many radio-dispatched) rushed them door-to-door at both 


ends of their flights. As each part arrived, the shipper got 
Ain EXPRESS 


a teletype receipt. That’s service! AIR EXPRESS is in 
GETS THERE FIRST VIA U.S. SCHEDULED AIRLINES 


other businesses, too. It should be in yours. There’s no 
finer partner and rates are low. One phone call is all it takes. 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY e 
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|form, Wayne Stackhouse, Stan- | 

‘dard’s manager of advertising | 

© | services, said here last night. 
In a talk before a meeting of the | 

| Assn. of Industrial Advertisers, | 


sales | 


He said the task groups are) 
charged with the responsibility of | 
collectively weighing the relative | 


Pe War ge gen a oh aS Sp 


sn A 


|*in the development of our ad- 
'vertising themes, appeals, media 
|selections and campaigns. These 
platforms enable us to base our 
budgets on specific objectives and 
tasks to be performed.” 

He added that the groups are 

|organized on a customer category 
rather than a product basis “be- 
cause our objective is to sell the 
entire petroleum needs of a cus- 
|tomer, not just one product.” 
| Mr. Miller said the 1961 market- 
ing platform will cover the follow- 
ing areas: A 1961 business fore- 
cast; market emphasis and evalu- 
ation; study of manpower needs 
and examination of selling strat- 
egy; new products and product 
improvement; sales training; de- 
| velopment of information on what 
the competitor is doing; advertis- 
ing; sales promotion planning and 
special promotion activities. 
After the marketing platform is 
|}approved by Standard’s top sales 
|/management, it is reviewed and 
|endorsed by regional managers 
|}and marketing managers, Mr. Mil- 
ler said. Then it goes to top man- 
agement for final approval. 


= Because the agency works close- 
lly in the development of the mar- 

| keting platform, it knows exactly 
| what the client is and is not going 
to do the following year, Mr. 
Rooney said. He added that “‘secur- 
ing approval at Standard Oil has 
been made much easier through 
the program of task groups and 
their corresponding marketing pro- 
| grams.” 

In answer to a question, Mr. 
Stackhouse said that his top man- 
agement had approved the original 
advertising budget submitted by 
the task forces for the past five 
years in succession. 
| Mr. Stackhouse said that the task 
forces try to avoid second guessing 
| management in the preparation of 
|the budget. “We first tell them 
|what we expect to accomplish 
| from our program and then we tell 
|them how much it will cost,” he 
said. + 


'FTC Hits National Drug 

With False Ad Suit 

| The Federal Trade Commission 
|has charged National Drug Plan, 
Washington mail order drug house, 
/with false advertising. FTC’s com- 
|plaint alleges that the company 
| does not sell only to “select occu- 
pation groups,” but to everyone. 
| Also challenged is the claim that 
customers save 25% to 50% on 
drug prices. 

| Purehasers can’t save any spe- 
| cific amount, the complaint states, 
because costs differ in different 
'communities depending on the 
| brand and the amount charged for 
| compounding the prescriptions. 


‘Institutions’ Names Shaw 
Sales Promotion Manager 

In reporting the appointment of 
Howard Bernard Shaw to the staff 
of Institutions Magazine, Chicago 
(AA, Sept. 12), ADVERTISING AGE 
incorrectly said he was named 
sales manager. Mr. Shaw actually 
was named sales promotion man- 
ager. Roy Adams is sales manager 
of the publication, a post he has 
held for the past five years. 


Coleman-Parr Adds 2 Accounts 

Coleman-Parr, Los Angeles, has 
been named to handle advertising 
\for Ungar Electric Tools, a divi- 
|sion of Eldon Industries, Los An- 
geles. The agency also has been 
'Hardware Mfg. Co., Los Angeles. 
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This page gives advertisers 


the most advantageous rate 
in the newsweekly field* 


*Here’s the efficient place to reach top people: 


@ HIGH-INCOME READERS ... For each thousand advertising 
dollars, Newsweek gives you 124,000 readers with household incomes 
of $10,000 and over. (U.S. News & World Report gives you 108,000. 
Time, 81,000.) 


@ DECISION MAKERS ... For each thousand advertising dollars, 
Newsweek giver you 265,000 management, professional and technical 
readers. (U.S. | iews & World Report gives you 237,000. Time, 150,000.) 


@ LOWEST COST-PER-THOUSAND .. . Newsweek total audi- 
ence: 6,962,000; cpm $1.12. (U.S. News & World Report: 4,585,000; 
cpm $1.38. Time: 8,144,000; cpm $1.76.) 


SOURCE : Reading Audience Data— The characteristics of the reading audiences of Newsweek, Time and U.S. 
News & World Report by Sindlinger & Co., Inc., 1959. Based on January, 1961 rates of all three newsweeklies. 
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Newsweek readers have high incomes because 
they shoulder heavy responsibilities . . . thinking 
people who don’t want their thinking done for 
them. They depend on Newsweek because they 
want complete coverage of world events, without 
prejudice, exaggeration or slant. Newsweek’s fair, 
clear, unbiased writing on the whole spectrum of 
human affairs suits their independent minds. 

Newsweek selects these prosperous people for 
you ... most efficiently! 


The world-wide newsweekly for communicative people 
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DYNAMIC 
SPORTS 


EADERSHIP 


Helps to assure top selling-power 
for Examiner advertisers! 


Readers get more out of The Examiner Sports section 
because The Examiner puts more in to it. It’s the largest, 
liveliest, most widely read and respected sports section of 
any Northern California newspaper. 


Currently The Examiner is winner of a solid eight out 
of the ten sports awards made by The San Francisco Press 
Club. Readers know too that The Examiner played a key 
role in bringing the Winter Olympics to Squaw Valley 
and major league baseball to the Pacific Coast. 


Leadership like this benefits the advertiser—creates 
the ideal sales-climate for your campaign. 


LIKE everything else about Can- 


Peek Vanes eae Bt CS URLEY GRIEVE 


named The Curley Grieve Press 


Room in honor of the nationally 
famed sports editor of the San 
Francisco Examiner. Further 
evidence of this newspaper's 
standin in nae minded 
northern California 
The new home of the Giants, 


Candlestick Park at left is 
shown on opening day, 1960. 


Northern Californians know: “You are not getting the 
news unless you read the San Francisco Examiner.” 
THE SAN FRANCISCO EXAMINER IS REPRESENTED 
NATIONALLY BY HEARST ADVERTISING SERVICE INC. 
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FCC Asks Reports mission has tightened its supervi- nt SA ociated Bu tness Publica- 
on Political Clearances sion of political broadcasts by ask- Sheraton Towers, Chicago. 


Federal Communications Com- | ing networks to provide a contin- Coming Sept. 21-23. Life Advertisers Assn., an- 


nual meeting, Essex House, New York. 


vuing stream of reports on programs 


; ; ; ts s Sept. 22-24. Advertising Federation of 
Spaihaaniak eecideian The eoen Conventions America, 10th District, Little Rock, Ark. 
| 5 Sanee . ? Sept. 28. Magazine Publishers Assn., 
WESTERN HORSEMAN |mission is under a congressional ; - tall Pay amaerl Rotal Pierre, New 
|mandate to keep a close watch over York. 


| _ *Indicates first listing in this column. 
|clearances in order to judge the! sept. 19. Associated Busi Publica-|__ Sept. 28. Assn. of National Advertisers, 


‘ o » |Workshop on Advertising Management, 
how, 
effectiveness of a recent resolution | tions, annual session on “sales b Aig ia yg rn 


which suspends the “equal time” ae Ay -- oo Publica-| Sept. 28-29. CBS Radio Affiliates Assn., 
rule for this year’s Presidential | tions, annual session on “sales how,”|7th annual convention, Waldorf-Astoria 
election. Sheraton Cleveland Hotel, Cleveland. Hotel, New York. 

en e° 


aes 
eee 


——o= 


PHIL SILVERS, CBS-TV STAR 


Raking it in? If not, here’s a neat idea that might let you clean up. Call the boss’s 
attention to these facts. As the world’s largest enamel printing paper specialist, 
Consolidated offers finest quality for less. By specifying Consolidated Enamels for 
brochures, sales folders and other printed pieces, he can cut costs without sacrificing 
quality. Get free test sheets. Have your printer test them on your next printing 
order, comparing quality, performance, 


costs! Then get yourself a bushel basket. 


Available only through your Consolidated Paper Merchant — — 
WORLD’S LARGEST SPECIALIST 


IN ENAMEL PRINTING PAPERS 
Consolidated Water Power & Paper Co. - Nati. Sales Offices, 135 S. La Salle St., Chicago 


Sept. 29-30. Assn. of National Advertis- 
ers, advertising management seminar, Am- 
bassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 3-4. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, > 

Oct. 3-5. National Newspaper Promo- 
tion Assn., Western Regional Workshop, 
Stardust Hotel, Las Vegas. 

Oct. 4-5. Advertising. Research Founda- . 
tion, 6th annual conference, Hotel Com- 
modore, New York 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd 1 convention, Americana Hotel, 
Bal Harbour, Fla. 

Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Promo- 
tion Assn., Southern Regional Workshop, 
Phoenix Hotel, Lexington, Ky. 

Oct. 13-14. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, At- 
lanta. 

Oct. 13-14. American Assn. of Advertis- 
ing Agencies, central region annual meet- 
ing, Ambassador West Hotel, Chicago. 

Oct. 13-15. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 13-15. Mutual Advertising Agency 
Network, national meeting, Bismarck Ho- 
tel, Chicago. 

Oct. 14-15. Northwest Daily Press Assn., 
Hotel Normandy, Minneapolis. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Sheraton 
Towers, Chicago. 

Oct. 16-17. Texas Assn. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 16-17. Advertising Managers Bu- 
reau, New York State Dailies, fall meet- 
ing, Hotel Syracuse, Syracuse. 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 16-19. American Assn. of Advertis- 
ing Agencies, western region annual con- 
vention, Hotel del Coronado, Coronado, 
Cal. 

Oct. 17. New England Newspapers Ad- 
vertising Bureau, 23rd annual meeting, 
Hotel Statler-Hilton, Boston. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn., 
annual convention, Advertising Club of 
New York and Hotel Biltmore. 

Oct. 18-19. National Assn. of Broadcast- 
ers, fall conference, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 18-21. National Assn. of Educational 
Broadcasters, annual convention, Jack Tar 
Hotel, San Francisco. 

Oct. 19. Educational clinic co-sponsored 
by Associated Business Publications and 
American Assn. of Advertising Agencies, 
Hotel Commodore, New York. 

Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

Oct. 20-21. National Assn. of Broadcast- 
ers, fall conference, Mark Hopkins Hotel, 
San Francisco. 

*Oct. 21. Ohio State University, 17th 
annual advertising and sales promotion 
conference, Columbus. . 

Oct. 22-26. National Newspaper. Promo- 
tion Assn., central regional convention, 
Sheraton Towers Hotel, Chicago. 

Oct. 24-25. National Assn. of Broadcast- 
ers, fall conference, Denver Hilton Hotel, 
Denver. 

*Oct. 27. American Newspaper Publish- 
ers Assn., in conjunction with Assn. of 
National Advertisers and the American 
Assn. of Advertising Agencies, second an- 
nual seminar on newspaper advertising, 
Savoy-Hilton Hotel, New York. 

Oct. 27-28. National Assn. of Broadcast- 
ers, fall conference, Fontenelle Hotel, 
Omaha. 

*Oct. 28. Sales Promotion Executives 
Assn., midwest sales promotion seminar; 
La Salle Hotel, Chicago. 

*Oct. 29-30. National Federation of Ad- 
vertising Agencies, western states meet- 
ing, San Francisco. 

Oct. 30-Nov. 3. Financial Public Rela- 
tions Assn., 45th 1 conventi Hotel 
Statler-Hilton, Boston. 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. 

Nov. 2-3. American Assn. of Advertis- 
ing Agencies, eastern region annual con- 
ference, Biltmore Hotel, New York. 

*Nov. 5-6. National Federation of Ad- 
vertising Agencies, eastern states meeting, 
Boston. 

*Nov. 12-13. National Federation of Ad- 
vertising Agencies, central states meeting, 
St. Louis. 

Nov. 13-16. Assn. of National Adver- 


An imaginative few of the 
READING. VIEWING and 
LISTENING PUBLIC _ 

may try to interpret your copy 

. or script to be 


LIBEL, SLANDER, INVASION OF 
PRIVACY, VIOLATION OF COPYRIGHT, 
; PE Y or PLAGIARI : 
Good timing suggests being ready for 
-—_ events by having our Special EXCESS 


URANCE before the claim arises. It is 
adequate for its special purpose and 
reasonable in cost. 

For details and rates, write 


EMPLOYERS REINSURANCE 


CORPORATION | 
_ 21 W. Tenth, Kansas City, Mo. 


rk. Chicago, San F 
107 William 175 W 


Jackson 
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tisers, annual meeting, The Homestead, | 
Hot Springs, Va. 
Nov. 14. National Business Publications, 


San Francisco regional conference, Jack | 


Tar Hotel. 
Nov. 14-15. National Assn. of Broadcast- | 
ers, fall a Statler Hilton Hotel, 


Washington, D 
Nov. 14- 16. Broadcasters’ Promotion | 
Assn., annual convention, ee | 


Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspaper Pub-| 
lishers Assn., 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 16. Associated Business Publica- | 


tions, fall conference, Hotel Ambassador, | 


Chicago. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 

Nov. 17. National Business Publications, 
Los Angeles regional conference, head- 
quarters to be announced. 

*Nov. 17-19. Junior Panel Outdoor Ad- 
vertising Assn., annual convention, Pitts- 
burgh Hilton Hotel, Pittsburgh. 

Nov. 18-19. Advertising Federation of 
America, 8th District conference, Holiday 
Inn, Madison, Wis. 

Nov. 21-22. National Assn. of Broadcast- 
ers, fall conference, Edgewater Beach Ho- 
tel, Chicago. 

Nov. 28-29. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, New 
York. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 

Dec. 13. Assn. of National Advertisers, 
workshop on “Gaining Sales Force and 
Trade Support for Your Promotional Pro- 
gram,” The Plaza, New York. 

Dec. 28-30. American Marketing Assn., 
winter conference, Coronado Hotel, St. 
Louis. 

Jan. 15-18, 
ing Executives Assn., 
Hotel, Chicago. 

Jan. 19, 1961. Assn. of National Adver- 
tisers, Workshop on Advertising Evalua- 
tion, Plaza Hotel, New York. 

March 2, 1961. Associated Business Pub- 
lications, winter conference, Hotel Roose- 
velt, New York. 

March 12-17, 1961. Associated Business 
Publications, management seminar, Arden 
House, Harriman, N. Y. 

*March 16-21, 1961. National Federation 
of Advertising Agencies, annual manage- 
ment conference, Sahara Hotel, Las Vegas, 
Nev. 

March 26-30, 1961, National Business 
Publications, annual spring meeting, El 
Mirador, Palm Springs, Cal. 

May 4-6, 1961. Associated Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

May 21-24, 1961. National Newspaper 
Promotion Assn., annual convention, Wal- 
dorf-Astoria Hotel, New York. 

*May 28-31, 1961. Advertising Federation 
of America, annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

July 9-12, 1961. Newspaper Advertising 
Executives Assn., Statler Hilton Hotel, 
Detroit. 

Oct. 6-9, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


1961. Newspaper Advertis- 
Edgewater Beach 


Williams Joins Tucker Wayne 
as Agsistant VP, Copy Chief 

Rosalind J. Williams will join 
Tucker Wayne & Co., Atlanta, as 
assistant vp and 
copy chief, ef- 
fective Oct. 17. 

For the past 
16 years Mrs. 
Williams has 
been advertis- 
ing director of 
Davison-Paxon 
Co., Atlanta de- 
partment store. 
For the past six 
years she has 
received an- 
nually, on be- 
half of Davison’s, awards for Dis- 
tinguished Retail Advertising from 
the National Retail Merchants 
Assn. and the Retail Reporting Bu- 
reau of New York. 


Rosalind J. Williams 


Westinghouse Lamp Division 
Redesigns Light Bulb Package 
The lamp division of Westing- 
house Electric Corp., Bloomfield, 
N. J., has introduced a new house- 
hold light bulb packaging which 
embraces a bold color concept em- 
ploying a different hue for each 
wattage. The new package, which 
merely contains the words: “West- 
inghouse light bulbs,” the wattage 
and the price, makes prominent 
use of the modernized circle W 
trademark which has just been re- 
designed for the fifth time in its 


74-year history (AA, July 4). Var-| ~ 


ied hues on the package identify 
each bulb wattage from 15 to 100. 


Advertising Age, September 19, 1960 


57th anniversary conven- | 
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FOOD STORE 


ADOLPH’S Meat Tenderizer 
ALCOA Wrap & Screw-On Caps 


ALL-JERSEY Milk 
AMERICAN BOTTLERS 


of Carbonated Beverages 

AMERICAN HOME PRODUCTS 
Chef-Boy-Ar-Dee Beefaroni 
Easy-Off Oven Cleaner 
Griffin Allwite 


‘BAZOOKA Bubble Gum 


BETTY GUSCKER Wheat Hearts 


-BORDEN’S Homogenized Milk 


and Gail Borden Milk 
CALGON Water Sonditioner 


ALIFORNIA PACKING CORP. 
Del Monte Bried Fruits 
Dei Mente Juice Drinks 
Del Monte Fruit Cocktail 


CALIFORNIA RAISINS 
CAMPSELL’S SOUPS 
CARNATION Evaporated Milk 
CHIFFON Toilet Tissue 


Cor TS § G. 


Nu-Seft Fabric Softener 

Rit Tints and Dyes 
CREAM OF RICE Cereai 
DIAMOND WALNUTS 


DURKEE MOWER 
 _Marshmaliow Flaff 


"ESQUIRE Lane Wax Shoe Polish 


FIZZIES Sort Sisam rewees 


FLEER’S Dubble Bubble Gum 


FOREMOST DAIRY Foods 


— FREEWAX Floor Wax 


GENE RAL FOODS Kitchens 


Baker's Chocelate Products 


Baker's Coconut 
Birds Eye Frozen Foods 
Calumet 


Certe and Sure-Jell Products 


Dream Whip 

Good Seasons Salad 
Dressing Mixes 

Jell-O Desserts 

Kool-Aid Soft Drink Mixes 


PRODUCT AD’ 
Swans Down Cake Mixes 


Tang 
Yuban Coffee 


Special Campaigns 


B-Zerta Gelatin & Pudding 
Jell-O instant Puddings 
Minute Tapioca 

GLAMORENE 

GOLDEN GUERNSEY Milk 

GRAVY MASTER 

HARVEY'S Sugariess Gum 

HEXOL Germicide 

HL-C Orange Brink 

HOLLYW 

INSTANT FELS Naptha 

JOHNSOW WAXES 

KATHRYN BEICH Candy 

KERN'S Preserves & Jellies 

KNOX Gelatine 

KRAFT Velveeta Cheese 

La ROSA Pastina 

LEA & PERRINS Worcestershire 
Sauce 

LIBBY, McNEILL & LIBBY 
Canned Foods 

LION Packaging Products Co. 


LYSOL Disinfectant & 
Deodorizer 


MAGIKIST 
MRS. STEWART’S Blulng 


ANNA MYERS Pickles, 
Preserves & Jellies 


NEW YORK COMMODITIES 
imported Polish Ham 


NO-CAL. Beverages 

NUFIZZ instant Seda Drinks 
O-CEDAR Products 
ODOR-AIRE 

PET Evaporated Milk 


PLOUGH, Inc. 
Paas Easter Egg Dye 
Craclin 


POP-ICE Fruit-flavored Treats 
THE PROCTER & GAMBLE C0. 


Ree ee tee 


_. Clorox Bleach & Disinfectant | 


CHILDREN IN 
PARENTS’ MAGAZINE FAMILIES 


BlG-SELLING OUD 0 


om ING BIGGER THROUGH CONSISTENT ADVERTISING IN 


Westchester Chicken Broth 
PURE-PAK Milk Containers 


PUREX Corp. 
Beads-’o-Bleach 
Dry Trend 
Liquid Trend 


THE QUAKER OATS Company 
Aunt Jemima Pancake Mixes 
Quaker Oats ‘ 


RITTER Foods 
$SS-T Steam tron Cleaner 
SAFE DRAIN Cleaner 
6-12 Insect Repellent 
SOUTHERN STAR Bonito 
STA-PUF Rinse : 
STA-PUT Kiddie Plastic Plates — 
STA-PUT Non-Skid Spray 
SUNBEAM sread 
SUNKIST Oranges 
SUN-MAID Raisins 
SWIFT Alisweet Margarine 
TURMAC’ Bread: 
20 MULE TEAM Serax 
UNITED FRUIT Bananas 
VANO Fabrie Fluffer 
and Liquid Starch 
WESTGN’S Cookies 
WHITE HOUSE Evaporated 
instant Dry Milk 
WHITE KING Water Conditioner, 


Soap, Detergent & 
Sun Liquid Detergent 


WRIGLEY’S Spearmint 
Chewing Gum 


BABY PRODUCTS 
ADVERTISERS 
BEECH-NUT Baby Foods 
CLAPP'S Baby Foods 
DIAPERSOL Diaper Rinse 
DIAPER-SWEET 
DIAPERWITE ; 
GERBER Baby Foods 
HEINZ Baby Foods 
“WINKET" Rennet Powder 
MEAD'JOHMSON Pablum 
Gerealg &:Bib Iuices 
QUINLAN Teething Pretzels 
RONZON: Pasting —_. 
SWIFT Baby Meats 


4,200,000 


PARENTS’ reaches 1,835,000 fam- 


ilies with children .. . 
which spends 94% MoRE for Food 


the market 


than families without children! 


SELL UP IN’60-’61! Deliver 
your advertising message to the 
families who need and buy food 
in biggest volume. Sell them on 


your brand where they listen 


with confidence — in PARENTS’ 


MAGAZINE, their buying guide. 


Remember! Young mothers buy 
the most of virtually all products 


and services! 


er revenaw 
PARENTS’ 
1, PARGALINE 


PARENTS’ MAGAZINE, 52 Vanderbilt Ave., N. Y. 17 * Chicago « Atlanta * Boston * Detroit « Los Angeles « San Francisco 


PENay Inquire how you can 
put this sales-clincher 
to work for you. 


vi 
* Effective February, 1961 issue 
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the STORER station — backed by 33 years 
of responsible broadcasting « CALL. KATZ 


Advertising Age, September 19, 1960 


In Fashion Whirl, 
Moment to Buy Is 


Always: Merriam 


New Book Is Devastating 
Dissection of Fashion 
Ads, Lingo, Folkways 


New York, Sept. 15—The fash- 
ion industry gets a rough going- 
over in Eve Merriam’s “Figleaf,” 
published today by J. B. Lippincott 
Co. at $4.95. 

“Figleaf” is an onslaught—witty, 
satirical and devastating. Miss 
Merriam, a poetess who knows the 
fashion business, gives no quarter 
as she dissects with fine surgical 
skill the industry that calls the 
tune to which so many dance. 

The fashion industry, as sardon- 
ically portrayed by Miss Merriam, 


You’re in 
eoein Indiana 
with the STAR 
and the NEWS 


For selling power that reaches every type of home and 
customer in Central Indiana's $3.8 billion, 45 county 
market—advertise in The Star and The News. 


In every classjfication—city, suburban, 
and rural—these two top-circulation 
newspapers give you more coverage, 
more action for your advertising dollar. 


The Indianapolis Star 


Morning & Sunday 


- The Indianapolis News 


Evening 


KELLY-SMITH COMPANY NATIONAL. REPRESENTATIVES: 


. ne 


sa ey cai vi 


is in the business of obsolescence 
—and it makes no bones about it. 
As Miss Merriam points out, “It is 
the very nature of their product.” 

Other industries may have to 
market test and talk about con- 
sumer benefits. Not fashion. “They 
don’t add an improvement to last 
year’s design; in gay abandonment, 
they tear up the old blueprint and 
start all over on a new one. Their 
business thrives on irrationality, 
and furthermore, on them it makes 
sense,” she writes. 


s The author, wondering how “so 
|much gets sold to so many,” sup- 
plies this answer: “The fact is that 
you and I are the ones who have 
|expanded the market. We’ve been 
segmented into id, superego, and 
ego, and each is a bull’s-eye con- 
sumption target—especially when 
it comes to fashion. 

“The middle-mounting mass of 
us all eats too much, drinks too 
much, smokes too much, and most 
of all—wears too much. We may 
not actually wear it, but there the 
stuff is, piling up in our closets 
and bureau drawers, like some 
kind of horrible science-fiction 
blob that keeps on enlarging no 
matter what we try to do to stop 
it. Water won’t put it out, fire 
won’t put it out, the stick won’t 
beat it out; it just keeps on grow- 
ing, that fashion fungus we’ve de- 
veloped. 

“The market is glutted, the mar- 
ket keeps on glutting. New areas 
of consumership are developed, 
and they all turn out to be aimed 
at the same old patsies—us.” 


s Miss Merriam despairingly con- 
tends that virtually anything can 
be sold in the name of fashion— 
3” spike heels and sack dresses are 
two of her favorite examples. 

“The fashion industry has been 
|following the formula of the ab- 
|solutely impossible with increas- 
|ing success, fobbing off ane novel- 
ty after another,” she points out. 

“When every variation on red 
jas a lipstick color seemed to be 
|'exhausted, Revlon came up with 
/White a la Carte. No matter that 
| previous copy had talked about the 
| Rosy Future or Red Caviar of your 
|kissably delicious lips; white be- 
| came right. Was it becoming? No. 
| Was it hideous? Yes. Did women 
| buy it? Yes, again. 
| “If you pound pound pound in 
‘all the mass media, and especially 
over the newest fashion medium, 
| television, you do get to reach the 
| consumer. You not only reach her, 
| you get to lay her out.” 


s Noting that European men fre- 
quently complain about the mass- 
produced look of American women, 
Miss Merriam has this acid com- 
mentary: 

“Probably our taste-intelligences 
have been lobotomized to an ex- 
tent. For there are all those damn 
plastic bonnets and rhinestone- 
studded shopping bags, and rac- 
coon-bordered petticoats and gilt 
eyelash-curlers rolling off the as- 
sembly line. They must be got rid 
of so more can roll, and the fash- 
ion fugue can go on playing. 

“Where to dump the stuff? Fidel 
Castro doesn’t want it. Mon general 
De Gaulle doesn’t want it. It’s up 
to us, Miss and Mrs. America; 
quickly now, jump into the bra 
that breathes, the girdle that lives 
with and for you; cover it over 
with the late, late, late dress look 
and come to the aid of your mump- 
simus economy. 

“The multiple sell is on. Love 
and dreams are no longer enough. 
To be sure, you still look dreamy 
in your clothes, they wash like a 
dream, and they are dreamily 
priced. Bras still go by the tried- 
and-true names of Romance and 
Lovable. Imitation furs are Kissing 
Cousin and Wink (trademarks 
registered). 


s “But one of anything is no long- 
er enough. Thus a recent issue of 
Vogue suggests ‘a new fall of 
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Advertising Age, September 19, 1960 


ENGINEERS’ PR—Shirley Babbitt 
holds copies of “You & Public Re- 
lations,” newly-produced 16-page 
booklet prepared by the public re- 
lations staff of Pacific National 
Advertising Agency, Portland, for 
its client, the Consulting Engineers 
Council. C.E.C. is distributing the 
publication nationally from _ its 
Springfield, Ill., headquarters. 


beads. We like them en masse— 
they’re worn in triplicate here.’ 
(Each 60” rope $28, plus tax. You 
would think that 60” would be 
quite enough to hang yourself with, 
but one is not much of a sale, two 
is barely better; it takes three to 
make the cash register really 
plink.) ... Macy’s offers man- 
tailored blouses in a range of six 
colors. Which one to choose? ‘At 
this low price, you can afford to 
buy all six!’ That the system may 
fructify, our wardrobes multiply.” 
(Miss Merriam is a poetess.) 


s Miss Merriam is perhaps at her 
best when describing the inner 
world of high fashion. “At the 
highest level of fashion pages, in 
Harper’s Bazaar and Vogue,” she 
writes, “the language is hortatory, 
a summons, a vision of sainthood 
that brooks no equivocation. You 
have been Called. Would you keep 
the Lord waiting? It is a chill, for- 
bidding region of Heaven that you 
are entering, and you should be 
clad, sensibly, in plenty of folding 
money as you present yourself for 
novitiate instruction. Oil yourself 
for the course—not with Society 
Brand cream. at 39¢ the jar, but 
with Estee Lauder’s Renutriv at 
$115 the jar. The price alone 
should lend a nice pink flush to 
youreomplexion. 

“Now prepare to submit to stric- 
tures. Thou shalt not, in any situa- 
tion, be without a little black dress 
in your closet, one of those Nettie 
Rosenstein nothings that are 
everything. 


s “At times thou shalt reveal thy 
poitrine and thy back, but not 
when the multitude is going about 
in deep-cut sun dresses. Then you 
cover up to the collarbone in gray 
jersey. What if the weather is hot, 
and the material makes you itch? 
Did St. Theresa ever complain? 
“Instructions are apt to be con- 
fusing. The stern finger of God 
points to the sleek uncluttered look 
on one page. Facing it, the Deity 
orders you into a furor of ruffles 
Do not hesitate. Get thee to thy 
checkbook and purchase both. De- 
spite all the superficial talk about 
being your own fashion expert and 
expressing your own personality 
up here on high, you are intended 


to do no such thing. If no one fol-| Hi 


lowed, how could fashion lead? .. . 

“The line of communication is 
strictly one-way. It always starts 
at the top: It does not have to be} 
created there, but it does have to | 
be awarded this top seal of ap- 


BIG-SELLING HUME APPLIANGE BRANDS 


GETTING BIGGER THROUGH CONSISTENT ADVERTISING IN 


AMERICAN GAS Association 
ARVIN Portable Electric Heaters 
BEN-HUR Gold Seal Freezers 
BROTHER INTERNATIONAL 
Sewing Machines 
BROTHER OF PA. Sewing Machines 
CULLIGAN Soft Water Equipment 
and Service 
DeVILBISS Steam Vaporizer 
EASY Washer/Dryer 
ELNA Sewing Machines 
FILTER QUEEN Home Sanitation 
System 
FRIGIDAIRE Washer and Dryer 
GENERAL ELECTRIC CO. 
Baby Food Warmer 
Clothes Dryers 
Floor Polishers 
Housewares 
Vaporizers 
GIBSON Refrigerators, Freezers, 
Ranges, etc. 
HAMILTON Gas Washers and Dryers 
HANKSCRAFT Nursery Appliances 
HARDWICK Stoves 
The HOOVER CO. 
Electric Floer Washers 
Vacuum Cleaners 


HOTPOINT Washers and Dryers 


KAZ Electric Vaporizer a 
KETVINATOR Washers, —— i 


HOME APPLIANCE ADVERTISERS 


KINGSTON Vacuum Cleaners 
KITCHENAID Dishwashers 
MAGIC CREF Gas Ranges 


MANITOWOC Refrigerators and 
Freezers 


MAYTAG Washers and Dryers 


MIRRO-MATIC Kitchen Appliances 


MONITOR Portable Washers 
MORSE Sewing Machines 
NECCHI Sewing Machines 


NORGE Refrigerators, Washers 
and. Dryers 


PERMAGLAS Gas Water Heater 
PHILCO Gas Washer-Dryers 


. POLLEN-EX “99” Air Filter-Purifier | 


PRAK-T-KAL Vaporizers 
PREWAY Bilt-in Appliances 
RCA WHIRLPOOL Gas Ranges 
REXAIR RAINBOW Cleaners 
RICH Freezers 
ROBERTSHAW Controls 
ROPER Gas Ranges 


SINGER Sewing Machine Co, 
Sewing Machinss 
Vacuum Cleaners 


SPEED QUEEN Washers and Dryers 
__STAPPAN Gas and Electric Ranges 
UNIVERSAL Electresteam ¥ 


WESTINGHOUSE Laundromat 


Here’s the BIG reason: 
PARENTS reaches 1,835,000 fam- 
ilies with children . . . the market 
which spends 94% MORE for 
Household Appliances than fam- 
ilies without children! 


SELL UP IN ’60-’61! 
To build up your brand, talk to 


PARENTS’ reader-families, who 
buy with confidence products 
advertised in PARENTS’ MAGAZINE. 


Remember that young mothers 


who buy the most home appli- 
ances buy most of virtually all 
products! 


proval. The bulky sweater woven 
by an Irish fisherwoman is not — > and Dryers 
fashion until it is photographed in | Summ . See 
Vogue. \§ i Pe cht se pcebes Canin 4 MEET Ge 
= “You may exist, but you are s S' MAGAZINE CIRCULATION : L l, | * CHILDREN IN) | : 
pe an anonymous creature until | we i SAS eee a wwe. J PARENTS MAGAZINE FAMILIES 4, 200, 000 | 


Effective -—— iat issue 


| PARENTS" MAGAZINE, 52 Vanderbilt Ave, N. ¥.17 «© Chicago « Atlanta « Boston « Detroit « Los Angeles « San Francisco 


God has given you a name. There- | 
(Continued on Page 82) 
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CLEVELAND 


MORE MOVIE 
AUDIENCE THAN 
ANY OTHER STATION! 


the STORER station backed by 33 years of responsible broadcasting + CALL KATZ 


Advertising Age, September 19, 1960 


draft-brewed 


BLATZ 


‘b 
3X, Milwaukee’ Finest Beer! 


BLAST FOR BLATZ—The basic medium in the Blatz Brewing Co. ad 


program is outdoor, and posters 
pany’s stepped-up 


like this are featured in the com- 
campaign this year. 


(Continued from Page 81) 
fore accept the dicta from on high 
and do not question. Today, thick 
textures, nubby, palpable. Tomor- 
row, diaphanous draperies, fluid, 
jevanescent. The Lord giveth and 
the Lord taketh away. Shanti, 
Scaasi, Shantung.” 

As a fitting example of the fash- 
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Gives an up-to-date measure of industry's 
most active buying group . . . what types 
of publications they read and why. . : the 
kinds of information that interest them 
. . . how they*like it presented. Latest 
data on W.E.D. .coverage of markets and 
key men, proof of readership and a reeord 
of advertising results arevalso presented 
in “A New Yardstick for Evaiuating Selec- 
tive Industrial Publications.” Sead for this 
useful information. 
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A Publication, Penton Building, Cleveland 13, Ohio 
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jion dictatorship, Miss Merriam 
bids us listen to Carmel Snow, 
“great lady of the industry,” speak- 
|ing at a Fashion Group import 
show (she has just returned from 
Paris with the word): 

“Mohair is king. Woolly but not 
|shaggy. Your coat or suit may be 
| violet, or heliotrope, or metallic 
gray or hunter’s green, or even 
deep crimson, rather than last sea- 
son’s fireman’s red. Bulky in cut, 
|with dropped armholes, but 
|straight and often fur-lined. The 
|coat will be collarless, or made 
| with a huge cape collar ... Watch 
| for fringe. Watch for crushed suede 
| belts. Don’t miss stoles.” 

,@ The fashion world, Miss Merri- 
'am points out, has its own hier- 
}archy: 

“The experienced elevator op- 
erator in the Graybar Building, 
home of both Vogue and Glam- 
our, can tell at a glance which 
floor to let an editor out on. The 
|cheery smiler is from the staff of 
|Glamour; the sullen frowner is 
\from Vogue. Everyone on Glam- 
|our of course hopes to work her 
| way up to the Vogue staff of grim 
| vigilantes...It rarely happens. 

“It isn’t so much that they’re 
supercilious above, it’s just that 
|they have to be careful. The up- 
comer might use the word cute 
|instead of panache; she might talk 
|about giving a party instead of a 
| dinner; describe a suede coat ‘for 
| weekending with the station-wag- 
'on set’ rather than ‘for your coun- 
try home,’ talk of going to a jewel- 
|ry store instead of a bijouterie. 
| “Most maladroit of all, she might 
| talk in terms of a best buy rather 
‘than an investment, or a coup; 
|refer to a ballgown as—one shud- 
ders to think of it—a formal.” 


|@ Miss Merriam concludes her 
|blistering report on the fashion 
‘industry with some observations 
on what this all means to Ameri- 
|ca. She nods approvingly at the 
theory that the U. S. now has a 
fun morality: 

“Have fun driving your own 
|car; have fun going by bus and 
|leave your parking worries be- 
hind. Have fun with a filter; have 
fun with the honest taste of a 
real cigaret. Have fun by calling 
your relatives long distance; have 
|fun with your mother-in-law liv- 
ing in. Most of all, have fun with 
fashion. 
| “The face of the smiling Ameri- 
can is coming to resemble the slap- 
| happy expression of a punch-drunk: 
fighter. Pleasure turns into a dai- 
ly grind as the invitation to have a 
| good time presses on all fronts... 
| “To be sure, risibility is not un- 
limited. Proctor [Miss Merriam’s 
| spelling] & Gamble have restrained . 
| themselves in their claims for Joy, 
|the liquid detergent. Their slogan 
|is that ‘it makes dishwashing al- 
most fun’... . 


|m “It is difficult to think of any 
|area that is out of bounds for 
|sportiveness today, as life not on- 
ly can be bofforific, it’s got to be. 
|The only cloud on Joyville’s hori- 
|zon seems to be: Are you living 
|/up your properly taxing share of 
\the national fun quota that has 
| been set for you? Take stock: Are 


pale tack 


eres 


fn ERE ae ee Wer 


BN ee . ; ee Oi escs te : =f 3 = : ai ; . . “ r ‘ “i i ie ai ee =” 5 i . fs 
i jasds me 
a | 
Sa, | \ ae 2 
as tg Bg vd 
i: a y , : | 
: ~ : ee a = .» 
By UE —— Sialic hiecaneneone | a 
A Penton : ; APPLICATIONS * LITERATURE 
‘ Publication : 
Y EQUIPMENT | 
ne Pas A s | Jj ‘ 
i Men in | a 
ee Reaches More Key me 7 | pe 
es More Plants than any othe . 
- a a ia 
a ret 
2 tea ce i lois 
ssi ~—— , ae 
fie. Ze | . 
Bs: a. <2 . 
~ ; wer fF 
ae 10,000 ae 7 Ky Zi oe - 
aoa ts eben SS <= tai 
i = 14,257 et 
is ‘ 8,799 ’ ; 
453 , plants rated | 
Z plants rated $500.000 to Coop $200,000 " 
SS a $1,000,000 $1,000,000 $500, oY ec 
: 
tte 
nat 
sae 
NEW Advertising Yardstick _ a 
| : ae 
3 he DIGEST im 
—— i ~~ ial : 
fon 7 
he Industry's Leading Product News Publication ae 
ry shies, 
as : irs 


ee 
, 


you really enjoying life with Jun- 
ior 24 hours a day? What of your | 
sex life—does it always measure | 
up to the classic Kinsey count? | 
And are you jumping into the 
latest fashion with glee?” | 

Miss Merriam also assents vig- | 
orously to the suggestion that 
Americans don’t know what to do | 
with their leisure: 

“For where there is no gain 
other than money derived from 
working, leisure must go by od 
same debased standard. There are | 


Ex-Agency Woman 

Miss Merriam, now a 
housewife, once worked for 
Glamour and was a fashion 
copywriter at two agencies, 
Willard B. Golovin Corp. and 
Morton Freund Advertising, 
a shop which closed its doors 
in 1952, when Mr. Freund 
moved to Lawrence C. Gum- 
binner Advertising Agency, 
where he is still exec vp. 
She has published five books 
of poetry. + 


| 
no alternating currents to switch | 
marked ‘on the job—sad,’ ‘off the 
job—glad,’ and uncommitted hours | 
become something with consump- 
tion as an end, a period of time 
to use up as quickly as possible, 
to spend, waste, or to kill. 


a “We are like salesmen in an 
overnight hotel; we are not set- 
tled here, this garish lobby is not 
home (if it is, don’t tell us), we 
are only passing through, and so 
we might as well go to the movies 
or a night club or read a who- 
dunit or indulge in shopping for a 
new fashion that we know will 
shortly be outmoded. . 

“The language of fun morality, 
of the fashionable moment, liber- 
ates us from any debate about 
ends and means; there is only the 
moment, and the moment is now, 
a state of time signifying when to | 
buy something.” + 


Howard Clothes Launches 
Record Push in 30 Cities 

Howard Clothes, New York, has | 
scheduled its most extensive cam- 
paign this fall due to “sharply in- 
creased” sales and the addition of 
12 new stores to the 93-store chain. 
Radio and newspapers will be used 
in 30 cities. The heaviest radio 
schedule will run in 11 eastern 
cities where up to 130 one-minute 
spots are planned per week. The 
company is also participating in 
sports and news programs. 

The print schedule _ includes 
“better than once-weekly inser- 
tions” in 36 newspapers, with sizes 
ranging from 1,200 to 600 lines. The 
theme for both the radio and news- 
paper campaigns is, “Where else} 
but at Howard’s?” The newspaper | 
push will include institutional-type | 
ads as well as merchandise ads. | 
Mogul Williams & Saylor, New 
York, is the agency. 


Renwal Uses Radio for First . 
Time; Introduces New Model 
Renwal Models, Mineola, N. Y., 
maker of plastic hobby kits, will 
use radio for the first time this fall 
when it sponsors three New York 
Giants football series on WCBS, 
New York, starting Sept. 22. The 
schedule of 15-minute shows in- 
cludes a weekly interview show, a 
warm-up show before each Giant 
game and a series of six football 
clinics. Radio commercials will in- | 


troduce “Visible V-8,” a model of | 


an automobile engine. 

Renwal also will use quarter- | 
page ads in November and Decem- | 
ber Boys’ Life and Junior Scholas- 
tic, as well as 600-line ads in Sun- 
day issues of the New York News 
and the New York Times from 
October through December. Other | 
radio stations will be added later. | 


Harold J. Siesel Co. is the agency. | PARENTS’ MAGAZINE, 52 Vanderbilt Ave., N. ¥.17 ¢ Chicago « Atlanta ¢ Boston ¢ Detroit * Los Angeles * San Francisco 
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AMERICAN HOME PRODUCTS 
Kolynes Toothpaste 
Preparation 

ANBESOL 
Antiseptic Anesthetic 

AQUA IVY Tablets 

AR-EX Kypo-Allergenic 
Cosmetics 

AVON Cosmetics 

B-D Fever Thermometers 

BABY SWEET 

BEXEL Vitamin Products 

BLISTEX 

BONADETTES 
Travel Remedy 

BOROLEUM 

BRECK Children Shampoo 

CHESEBROUGK-POND’S tac. 
Pertussin Cough Syrup 
Yaseline Petroteum Jelly 

CHILD-DENT Children’s 


Teeth Paste 
Enel neeN’sS erw CRY 
CHOCAS Multisie Vitamims 


COLDENE Cough Medicine 
CREOMULSION 
Cough Syrup 
CUTICURA Products 
DENT’S Lotion-Jel 
DESITIN Baby Skia 
Products 
DeWITT'S Baby Cough 
Syrup and Gum Lotion 
DR. BAND'S 
Teething Lotion 
DR. WEST'S Toothbrushes 
EX-LAX Chocolated Laxative 
FATHER JOHN'S Medicine 
FEEN-A-MINT Chewing 
Gum Laxative 
FLEETS CHAP STICK 
FULLER BRUSH CO. 
Food Supplement 
Tet Time Cosmetics 
The GILLETTE Cd. 
Bobbi Home Permanent 
Thorenin 
Tonette Children’s 
Home Permanent 
Toni Home Permanent 
HYLAND'S Pink Aspirin 
ISODINE Antiseptic 
JOHNSGH & JOHNSEN 


ia ware, * 


DRUG PRODUCT ADVERTISERS 


THE PROCTER & GAMBLE CO. 


Baby Shampoo 
Chest Rub 
Chix Disposable Pads 
Chux Disposable 
Diapers 
Cotton Buds 
Cough Medicine 
Liquiprin 
Medicated Powder 
Medess 
Nese Drops 
THE KENDALL C0.—Bauer & 
Carity Cotton Balls 
Elastic Hosiery 
KOR-VAL Vitamias 
KOTEX 
LADY ELLEN Products 
LANACANE 
LANCAN’S Toiletries 
MAGICGLOR Bubble Bath 
MENNEN Baky Magic 
neal Powder 
MOTHE RS FRI END 
Skin Conditioner 
MOTHERSILL’S Travel 
Remedy 


» MURINE 


MYCITRACIN Antiseptic 
MYTINGER & 
CASSELBERRY, inc. 
Edith Rehnhorg 
Cesmetics 
Nutrilite Food 
emerit 
NESTLE Baby Hair 
Treatment 
WORWICH PHARMACAL Co. 
Pepto-Bismol 
Unagueatine 
NUM-ZIT Teething Lotion 
NUTRI-BIO Feod Supplement 
ORA-JEL Teething Cream 
ORAL B Toothbrushes 
PLOUGH, inc. 


Coppertone 
Mexsana Medicated 
Powder and Skie Cream 
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BIG-SELLING DRUG BRANDS 


GETTING BIGGER THROUGH CONSISTENT ADVERTISING IN ji 


Crest Toothpaste 
Lilt Party Curl 
PROPPER 
Fever Thermometers 
Q-TIPS 
QUEST Deodorant Powder 
RECORDEX 
Fever Thermometer 
REGUCAL 


PEVIAW to- 


aD te PET, FT 


Baby Siticare 
Femicin 


REXALL DRUG & CHEMICAL co. 


Meltamins Ir 
Baby Care Products 
SCHOLL Mfg. Co., inc. 
Elastic Stockings 
Foot Products 
SHULTON Cosmetics and 
Toiletries 
SONOTONE Vitamin-mineral 


STANBACK Co. Lid. 
Chap-et 
Headache Tablets 
and Powders 
STERLING DRUG lac. 
Children’s Size 
Bayer Aspiria 
Diaparene Baby Powder 
an? Lotion 
Phillips’ Milk of 
Magnesia 
TAMPAX 
THUM Nail Biting and 
Thamb Sucking Remedy 
TROUTMAN'S Cough Syrup 
TUMS 
VICK CHEMICAL Co. 
Cough Syrup 
Vapor ub 
VapeSteam 
VISAN Food Supplement 
VITA-YUMS Vitamin Candy 
WARNER-LAMBERT 
Pharmaceutical Co. 


Here’s the BIG reason: 


PARENTS’ reaches 1,835,000 fam- 

ilies with children . . . the market 

which spends 70% MorE for Drug 7m 
products than families without [i 
children! 


SELL UP IN ’60-’61! Build 
brand prestige, acceptance, and 
sales! Tell your story—sell your 
product — to PARENTS’ reader- 
families. They buy the most—and 
buy with confidence products 
advertised in PARENTS’ MAGAZINE. 


Remember! Young mothers buy 7m 
the most of virtually all products 
and services! 


Tell ti 
~ —~ -4 v FAMILY a 
HEALTH 
ISSUE 
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“Effective February, 1961 issue 
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IN MASON CITY 


THE PLACE TO BE IS 


KGLO-TV 


ARION, 


TOP 15 ONCE- 
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Boyle-Midway (Canada) Ltd. 
fee Launches Easy-On Campaign 
HE Following a successful test-mar- 


A-WEEK SHOWS! 


pany in New York (AA, Aug. 
29), Boyle-Midway (Canada) Ltd., 
Montreal, has launched a nation- 
wide sale of Easy-On spray starch 
in aerosol form. Canadian house- 
wives are being offered eight and 
15-oz. cans at 59¢ and 89¢. All la- 
ibels and directives on the push- 
button cans are printed in French 
and English. J. Walter Thompson 
Co. Ltd. is handling the Canadian 
| account. 


|James Gunn to Feltis/Gunn 

James A. Gunn, formerly with 
|Ziv Film Co. Seattle office, and 
earlier manager of KULA-TV, 
Honolulu, and KVAN, Vancouver, 
Wash., has been named manager 
lof the new Portland, Ore., office of 
Feltis/Gunn, radio and tv station 
|representative. The company is 
laffiliated with Feltis/Dove/De- 
ver/Cannon, Seattle. 
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ALL FLORIDA’S 


PRECISION 
SELLING 


FLORIDA — TV WEE! 
oe nari Value | 


Florida at 
pact of ALL RBRDA Tv WEEK. No. ” e 
Sunday oo offers the scsaipret 
TV 


1953 1954 1955 


1. READERSHIP ALL FLORIDA - TV WEEK has 
a longer life and double the advertising exposure-of 
any Sunday Supplement in Florida.* 


2. CIRCULATION ALL FLORIDA - TV. WEEK has 
grown phenomenally since its introduction in 1953, 
to a current 510,156.** Florida’s largest ABC circu- 
lation, in the nation’s fastest growing State, a State 
which 1950 - 1960 U. S. Census figures show jumped 
from 18th to 10th place. This gives the ALL FLORI- 
DA - TV WEEK magazine a PENETRATION of 
35.2% of the Florida market. 


3. FLEXIBILITY You can buy one, several, or all 


five regional zone editions with complete local TV 
program listings. 


+ based on o survey p d by First R ch Corporoti 


- ABC newspapers carrying ALL FLORIDA, based on ABC ov- 
dits of publishers reports for 6 months period March 
31, 1960. 


THE 


ALL py oni va 


MAGAZINE 


DAYTONA BEACH Sunday News-Journal, DELAND 
Sun News. FORT MYERS News-Press. GAINESVILLE 
Daily Sun. JACKSONVILLE Florida Times-Union. 
LAKELAND Ledger. LEESBURG Daily Commercia!. 
MELBOURNE Times. OCALA Star Banner. PALM 
BEACH Post-Times. PANAMA CITY News-Heraid. 
PENSACOLA News-Journal, SARASOTA Herald-Tri- 
bune, ST PETERSBURG Independent. TALLAHASSEE 
Democrat. WINTER HAVEN Daily News-Chief. FT. 
PIERCE News-Tribune. 


GR a eee 


1957 


Represented nationally by JOHN H. PERRY ASSOCIATES 


NEW YORK, 36, 19 W. 44th St., Tel: MUrray Hill 7-5047, William K. Dorman, Gen. Mgr. CHICAGO 
4, 224 South Michigan Ave., Tel: HArrison 7-4008, Robert A. Mitchell, Mgr. DETROIT 2, 7-268 Gen- 
eral Motors Building, Tel: TRinity 5-1803, John F. Cole, Mgr. PHILADELPHIA 7, 12 South 12 Street, 
Tel: WAlnut 2-3555, Robert Hitchings, Mgr. SAN FRANCISCO 4, Russ Building, Tel: YUkon 1-1281, 
Louis J. Rubin, Mgr. ATLANTA 3, 411 Glenn Building, Tel: MUrray 8-398, J. D. Whitehead, Mgr. 
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Advertising Age, September 19, 1960 


William Courage. 
American Motors 
Exec, Is Dead at 58 


Detroir, Sept. 13—William L. 
Courage, 58, an executive of Amer- 
ican Motors Corp. and its prede- 
cessor companies for 38 years, and 
assistant to Roy Abernathy, AMC 
vice-president in charge of mar- 
keting, died Sept. 6 after a long 
illness. 2! 

Mr. Courage was a native of 
Harbor Grace, Newfoundland. He 
joined the Hudson Motor Car Co. 
in 1922 as a secretary; later, he en- 
tered the sales department and 
rose to director of sales adminis- 
tration, a post he held when Hud- 
son and Nash-Kelvinator were 
merged in 1954. He was manager 
of marketing and analysis for the 
auto divisions until becoming ex- 
ecutive assistant to Mr. Abernathy. 


JOHN F. FITZPATRICK 

Satt LAKE City, Sept. 13—John 
F. Fitzpatrick, 71, publisher of the 
Salt Lake Tribune for the past 36 
years, died Sept. 11 of a heart at- 
tack. 

A native of Pottsville, Pa., Mr. 
Fitzpatrick came to Utah in 1910 as 
an employe of the Denver & Rio 
Grande Western Railroad. In 1913, 
he became secretary to the late 
Sen. Thomas Kearns. He became 
secretary and general manager of 
Kearns Corp., now the Kearns- 
Tribune Corp. in 1918, and publish- 
er of the Tribune in 1924. 

In 1930, Mr. Fitzpatrick became 
publisher of the old Salt Lake Tel- 
egram when it was acquired by 
the Tribune, and rose to president 
of Kearns-Tribune Corp. in 1952. 


JAMES E. SWEET 


CHICAGO, Sept. 13—James E. 
Sweet, 51, an account executive 
with CBS Radio, Chicago, for the 
past eight years, died Sept. 10 of a 
heart attack while attending a 
dance at the Westmoreland Coun- 
try Club, Wilmette, Il. 

Prior to joining CBS, Mr. Sweet 
owned a radio station in Sioux 
Falls, S.D. He served as a lieuten- 
ant commander in the Navy during 
World War II. 

Before the war, Mr. Sweet 
worked for WRC, Washington, 
D.C., radio station, and he also 
worked on the advertising staff of 
the Washington Daily News. + 


Drackett Launches Twinkle 
Silver Cream on West Coast 

A new silver polish, Twinkle 
silver cream, will be introduced to 
the West Coast in October by 
Drackett Co., Cincinnati, with an 
intensive advertising campaign 
prepared by Young & Rubicam 
Inc., San Francisco. The West 
Coast introduction will be backed 
by a four color spread in Better 
Homes & Gardens’ western edi-: 
tion and in Sunset Magazine, as 
well as with a full page ad in the 
western edition of Reader’s Digest 
followed by four color ads in Good 
Housekeeping and Better Homes & 
Gardens. 

Daytime and nighttime West 
Coast network tv also will be 
utilized to promote the new Twin- 
kle silver cream expected to be in 
supermarkets and grocery stores 
by mjd-October. Drackett Co. also 
makes Windex, Drano, Vanish and 
Twinkle copper cleaner. 


WKOW. WKOW-TV Sold 
Midcontinent Broadcasting Co. 
has purchased WKOW and 
WKOW-TV, Madison, Wis., from 
Monona Broadcasting Co. Tony, 
Moe, exec vp of Midcontinent, will. 
be in charge of the stations. Mid- 
continent also owns KELO and 
KELO-TV, Sioux Falls, S. D., 
WLOL, Minneapolis, and KSO, Des 
Moines. The purchase of WKOW 
and WKOW-TV will be subject to 
the usual FCC approval. 
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A STATEMENT FROM THE EDITORS OF HOLIDAY 


HOLIDAY 


Volume One: 
THE SOUTH PACIFIC 


| 


| 


¢ In magazine circles this seems to be the Year of the Boast. 
From recent reading of advertisements for magazines we 
get the impression that Magazine A invented the printing 
press, Magazine B invented the camera, Magazine C in- 
vented reading, Magazine D invented writing, and they all 
invented arithmetic, especially multiplication. 
Bully for them. 


We don’t begradge them their enthusiasm, and we under- 
stand that people who are selling are likely to get carried 
away with the product; but we do consider it unseemly for 
editors to boast. Therefore we will just make a simple 
announcement about something we plan to do which we 
think is rather important. 


e For the first time in the history of publishing, a 
magazine will devote two entire issues to one sub- 
ject, one area. The October issue of HOLIDAY, and the 
November issue of HOLIDAY, will both be devoted to 
the South Pacific. 


This is in keeping with the pioneering HOLIDAY has been 
doing in the fourteen years of its existence. We were the 
first to consistently use big color photographs on successive 
editorial pages. We think we were the first magazine literally 
to track the world for its best writers, for not only leading 
authors of the United States but of England, Ireland, 
Scotland, Wales, France, Italy, India, Africa, Singapore, 
China, Japan. In selecting writers, we have shown a rather 
shameless preference for novelists, for we feel that the 
novelist, with his keen and penetrating eye for scenes 
and his ability to probe deep into human nature, is ideal for 
reporting places and the people who inhabit those places. 


We were among the first to devote an entire issue to one 
subject. Fortune, back in-the Thirties, had an all-New York 
issue, and a very good one, and The New Yorker had the 
brilliant issue devoted to John Hersey’s superb piece on 
Hiroshima. But we think we inaugurated the planned issue 
of pieces (or a single piece) and photographs on one place 
or subject—the New York issue of April, 1949, with 
E. B. White’s memorable essay Here Is New York, the 
New York issue of October, 1959, ten years later, with 
Aubrey Menen’s memorable essay A First Look at New 
York, and, in between, full issues on Chicago, Washington, 
The New Leisure, London, England, Los Angeles, Natural 
America, South America, Paris, Rome, Italy, France, and 
the prophetic African issue of April, 1959. 


e Every country, every continent, every area in this shrunken 
world is of vital importance today. But few surpass in im- 
portance and in influence on the world’s future the watery, 
island-dotted expanse of the Pacific. And the Pacific may 
well be the coming area in the entire world for tourism. 
The islands and countries that were known to us only 
in our literature and our imaginations have within this 
past year been brought within easy reach by the com- 
ing of the jets. Despite this, the Pacific is still largely a 
world of mystery. Even after absorbing these two issues 
of HOLIDAY pertaining to it, you will not know all you 
should know about the Pacific, but you will know a great 
deal more than you do now. The writing in both issues is 
thoughtful and perceptive; the photographs are about as 
good as we have ever seen; the information is illuminat- 
ing. We feel they deserve your special attention. 


The Editors of HOLIDAY 
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‘Persuaders Aid 
U.S. to ‘Blessed’ — 


Plenty: Mortimer 


New York, Sept. 13—“We) 
would still be in the stagecoach | 
era had American business been 
content to let people be satisfied | 


these theorists call the private 
sector of the economy. 

“The fallacy in their logic is 
that we don’t have two separate 
economies—one private and one 
public. We have one economy, and 
the amount of money available for 
public expenditure is entirely de- 
pendent on the taxes derived from 
the workings of our free choice 
system.” 


s Citing the progress made by the 
economy, influenced by the art of 


with what they had or with what pyre eae he declared: 


they actively wanted.” 
Thus, Charles 


rebuked those who have termed 


the art of persuasion “a very black | ress throughout all history has been | 


art indeed.” | 

Mr. Mortimer spoke at the 28th | 
anniversary luncheon of the Sales 
. Executives Club of New York | 
where he received the club’s Ap-. 
plause Award for having made a 
significant contribution to market- 
ing and selling, as well as render- 
ing public service. 


s Mr. Mortimer’s talk dwelt on | 
the communist threat and the “vo- | 
ciferous school of thought which 
holds that restriction of freedom of 
choice in the matter of consumer | 
purchases would be good for the 
country. 

“In typical election year exag- 
gerations accompanied by snide | 
allusions to ‘private indulgence,’ | 
we are asked to believe that our | 
abundance is not a blessing at all, 
but an embarrassment; that our | 
material achievements, which we | 
hold up to the less-developed na- | 
tions as a possible attainment for | 
them if they will adopt our free 
way and shun the government- 
dictated controls of the commu- 
nists, are not something of which 
we can be proud, but rather some- 
thing for which we should apolo- 
gize. 


# “Tortuously-reasoned theories 
are glibly put forward in an at- 
tempt to rationalize that somehow, 
some way, if we and our wives 
didn’t buy so many of what theo- 
rists chose to call ‘gadgets and 
gimmicks,’ we would magically 
and immediately achieve Utopia.” 
Mr. Mortimer continued. 

“They would have us believe 
that if we spent less as consumers, 
in some mysterious way the gov- 
ernment could provide food for the 
hungry, modern housing for those 
unfortunate enough to live in 
slums, and medical care and edu- 
cation for everyone.” 


ago, the pressure for greater gov- 
ernment control was based on the | 
cry that consumers were not buy- | 
ing enough. Today, the push for | 
surrendering additional controls to | 
the government is based on the | 
clamor that there is over-abun- 
dance—that the consumers’ wants 
are creating over-activity on what 
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*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle | 
Mill to move your product or win loyalty for your | 
station. 
SWINGLES are so good, 800 top advertisers and | 
stations have bought over 10,000 of them, with 
a 98% re-order record. 
Put this record to work for you. Write. wire or call. 


THE JINGLE MILL 


Vv. Sist St., N.Y. 19, N.Y. @ PLaza 7-573 


“These things didn’t just happen, 


G. Mortimer, | this was no skip through the dew. 
chairman, General Foods Corp., |For it is a basic economic fact of | 


life that the human nature of prog- 


Advertising Age, September 19, 1960 


that people, far from being stam- | nations? 


peded, have been reluctant to try) 


“If we are to keep our heads 


the new.” Automobiles and refrig- | above water, we must continue not 


|erators are a case in point, he said. 


| “The persuaders have had to 
|overcome tradition, habit, fear, 
|suspicion, religious taboos, and 
|that most stubborn of all foes of 
better ways and things—inertia.” 


|@ Mr. Mortimer said that an “ir- 
‘resistible urge to trade up” cou- 
|pled with “an insatiable craving 
|for convenience and other ele- 
jments of better living” help make 


|the free choice system work. He 


asked if it is “any more selfish to 
want to improve one’s way of life 


in an advanced country such as | 


ours than it is in less-developed | mighty fast, too,” he declared. + 


only to provide work for the mil- 
lions engaged in our industries, 
but we must also continue to pio- 
neer industriously, with new in- 


| ventions, new services, new oppor- 


tunities. 

“We cannot afford to tell our 
research scientists to slow down 
their researches, our inventors to 


stop invention, our investment 


agencies to curtail their efforts to 
keep our money wealth and our 
credit working for us. Nor can we 
afford to deter our persuaders from 
trying so hard to persuade us. This 
would bring on stagnation—and 


‘LHJ]’ Publishes Cookbook 


Ladies’ Home Journal has put to- 
gether 2,300 recipes and 128 full- 
color illustrations that were first 
printed in the magazine and has 
published them in book form un- 
der the title ‘Ladies’ Home Journal 
Cookbook.” Put out by Doubleday 
|& Co., the volume comes in a $5.95 
regular edition and a $6.95 thumb- 
index edition. 


\Gore Names Landesman 

Louis Landesman, formerly gen- 
|eral manager of Lewis Advertising 
Agency, Newark, N. J., has been 


|named general manager and mem- 
|ber of the plans board of Chester 


Gore Co., New York. 


Smiles that make you happy! 
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Pioneers Inc. Okays 
FTC Consent Decree 


WASHINGTON, Sept. 15—Pioneers 
Inc., Oakland, has promised the 
Federal Trade Commission that it 
will stop advertising that AD-X2, 
a battery additive has been ap- 
proved by FTC or any other gov- 
ernment agency. 

The consent settlement termi- 
nates a dispute which started 
March 25, when FTC issued a com- 
plaint that government-endorse- 
ment was being claimed for AD- 
X2 in newspaper and periodical 
advertising. 

It was the second time in recent 
years that FTC tangled with Pi- 


oneers Inc., and its president, Jess 
M. Ritchie. An earlier complaint 
challenging the usefulness of AD- 
X2 was dismissed after FTC ac- 
cepted testimony of satisfied users 
over that of government scientists. 


Lawrence Appoints Cooper 
Peter Cooper has been named 
executive producer of Robert Law- 
rence Productions, New York. In 
his new post, Mr. Cooper, already 
executive producer of Robert Law- 
rence Animation, will supervise all 
the company’s live action and ani- 
mated commercial production in 
the U.S. Mr. Lawrence said this 
appointment presaged his compa- 
ny’s assumption of a more active 
creative part in the conception of 


commercials. He added that the 
company’s expansion plans call for 
the production of tv programs as 
well as commercials. The first on 
the planning board is “Toy Box 
Time,” an animation series. 


Permaglass Boosts Donnelly 


|Smith Corp., Kankakee, IIl., has 
promoted James F. Donnelly Jr. 
from supervisor of sales promotion 
to manager of advertising and 
sales promotion. His promotion is 
part of a stepped-up marketing 
program by Permaglass, manu- 
facturer of domestic glass-lined 
water heaters, water conditioners, 
and warm air and hydronic heat- 
ing equipment. 


Permaglass division of A. O. 


CBS Names McCrory, Bond 

Clayton E. Bond, previously an 
account supervisor with California 
National Productions, has been 
named an account executive in the 
Chicago office of CBS Films, tv 
film distributor. John J. McCrory, 
previously an account executive 
in the Chicago office of CBS Tele- 
vision Spot Sales, has been trans- 
ferred to the New York office of 
the station representative. 


Hicks Joins H-R, Atlanta 

John A. Hicks, previously with 
Clarke Brown Co., has been named 
account executive in the Atlanta 
office of H-R Representatives, ra- 
dio station representative. 
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The pleasure is all yours when you select one of 
these proven laugh-winners (and big audience- 
winners!) from CBS Films. This Fall, scheduled 
to be comedy’s biggest season, is the ideal time 
to put these guaranteed gloom-chasers to work 
for you. See how happy youw’ll be with... 


The Phil Silvers Show 


Sponsored by Dial, Ronzoni, Coca-Cola, Bryl- 
creem, Studebaker-Packard, others. First in its 
evening time period in seven-station New York 
(NSI Jan.-June ’60). Said the American Stores 
(Acme) ad manager: “Add us to the long list of 
clients for whom Bilko has done a solid job. We 
sought the ideal program for a family audience, 
and found a winner.” (138 half hours) 


Colonel Flack 


Sponsored by Colgate-Palmolive, Kroger, Dow 
Chemical, Pepsi-Cola, others. First in its eve- 
ning time periods in Milwaukee, Great Falls, 
Jackson, others (NSI, Jan.-June ’60). Saluted 
TV Guide: “... as long on charm as it is short on 
pretense... one of TV’s pungent delights.”” When 
“Flack” ended in Detroit, ‘the protests made 
front-page news, and The Detroit News head- 
lined: “Civic, Business Leaders Rally Round 
Flack.” (39 half hours) 


The Honeymooners 


Sponsored by Anheuser-Busch, Safeway, Pro- 
gresso, S&W, Canada Dry, Clairol, others. First 
in its evening time periods in Boston, Albany, 
Norfolk, others (NSI and ARB, Jan.-June ’60). 
Said New York’s Daily News: “You would have 
to go far to find a more amusing foursome. .. .” 
Said Variety: “...a perfect mating of script and 
cast.” Sponsor Armour & Co. (Youngstown) re- 
ported: “...does a real selling job for all our 
Armour products.” (39 half hours) 


© “... the best film programs for all stations” 


New York, Chicago, Los Angeles, Detroit, Boston, St. Louis, 
San Francisco, Dallas, Atlanta. Canada: S.W. Caldwell Ltd. 


CBS Films 


To get the smooth, 
mellow Scotch that's 
renowned the world over... 


just ask for it by name! 


#ORN 1820—STILL GOING STRONG. 


WINSOME JOHNNIE—The Australian 

importer of this well-known scotch 

whisky is willing to rely on the 

familiarity of its trademark, in ad- 

vising potential consumers to ask 

for the (anonymous) brand “by 
name.” 


LPNA Sets Awards Deadline 
Lithographers & Printers Na- 
tional Assn., New York, has set 
Jan. 16 as the deadline for entries 
in the llth lithographic awards 
competition and exhibit. Winners 
will be announced at an awards 


* dinner May 2 at the LPNA con- 


vention in Phoenix. 


Channing Names McCall 

Clifford H. McCall Jr., formerly 
a vp with Albert Frank-Guenther 
Law, New York, has been named 
ad and pr director of the financial 
division of Channing Corp., New 
York, a holding and operating 
company. 


Metropolitan Opens Branch 

Metropolitan Broadcasting Corp.; 
New York, has opened an office 
in Philadelphia at 12 S. 12th St. 
Benedict Gimbel Jr., vp of Metro- 
politan, will make his headquar- 
ters in the new office. 


O’Mara Names Schilling 
Frank Schilling, formerly with 
Kudner Agency, will join O’Mara 
& Ormsbee, New York, newspaper 
representative, on Sept. 26. 


What | 
Leaders Say 


It's wonderful to have expressions like 
these about The Mirror Youth Program, 
started in 1941: 

“You have made a truly constructive 
step in the right direction.”—Gov. Nel- 
son A. Rockefeller 

“Your sports and cultural activities have 
provided most necessary outlets and 
guidance for our youngsters.” — Mayor 
Robert F. Wagner 

“Vitally important in training for re 
sponsible citizenship.” —Robert Moses 
“We will never be able to assess the 
full value to each boy and girl who par- 
ticipates.” — President Charlies H. Silver 
of the New York City Board of Education 
And still more wonderful to feel the loy- 
alty of Mirror homes—the cream of the 
mass market of New York. 


Make 
The Mirror 
a MUST! 
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How broad will your 
sales base be in 61? 


‘ 


¥ Small & Medium 
a Builders 


ne 
_ Top Builders: 
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Small Builders. 


OTHER THAN BUILDERS 


AMERICAN BUILDER HORIZONTAL MAGAZINE 


Nomatter how ’61 shapes up, your advertising will be on target in American 


Builder. Here’s the whole buying market—top to bottom: Quick volume sales 


to men at the top. Long-range sales to “comers” on the way up. And the sales 
insurance of American Builder’s hard core of real building pros who year-in, 
year-out keep going with a healthy, husky volume of business. . . who are ver- 


satile, flexible—who adjust to the changing times. 


Sell the steady market 
in American Builder 
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1 Mass—76,083 builders 


The American Builder audience represents the largest audience 
of builders anywhere: the men at the top—large builders—but also 
the rank and file, the growing builders, the new builders that will 
be tomorrow’s “old pros.” With the high and unpredictable turn- 
over in the building business, there is truly safety in numbers. 
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2 Volume—93.8% of all 100-house-and-over builders 


These builders may sharpen their pencils more than you like 
when they buy, but they represent volume you need for your 
mass production. American Builder delivers them. 
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3 ‘eee to the iii audience-the builders 


Much waste circulation has been bought because of the con- 
fusion about the importance of bankers, consulting engineers, 
interior decorators, realtors, etc., in the building business. To 
clear up this confusion ask the question, “Important to whom?” 


BUILDER : 
bien ebigh 45 ae Be 
SRN Tein ba kl i. * emeee | ie ae Rox bi 
50,000 100,000 


100% 


IMPORTANT TO IMPORTANT TO 
BUILDER? MANUFACTURER? 
ARCHITECT YES NO 
CONSULTING ENGINEER YES NO 
REALTOR YES NO 
INSURANCE COMPANY YES NO 
GOVERNMENT YES NO 
BANKER YES NO 
INTERIOR DECORATOR YES NO 
BUILDER YES 


These men are tremendously important to the builder—but are, 
in most instances, unimportant to the manufacturer of building 
products. American Builder delivers the buying and specifying 
audience—the builders. 


A|SIMMONS-BOARDMAN| TIME-SAVER PUBLICATION 
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Your advertisements in American Builder 
enjoy these important advantages: 


RESIDENTIAL J RESIDENTIAL J RESIDENTIAL i 
U REMODELING REMODELING @ 


ILDINGS 


10% 
MULT. FAMILY 
Mm = OWELLINGS 


4 Exposure to versatile and flexible builders 


A high percentage of the American Builder audience is diversi- 
fied to meet changing situations, new opportunities—active in all 
phases of light construction: residential, non-residential, and 
remodeling. Here is a real plus for advertisers. 


100% 
“THER HIGHEST RENEWAL RATE—WHERE IT COUNTS—IN BULK CIRCULATION 


ONE-YEAR AVERAGE FROM 1989 PUBLISHER'S” STATEMENTS 


12% 


AMERICAN | 
"BUILDER 


MAGAZINE A 


0% 


5 Exposure to the “comers” 


Turnover in the building industry is tremendous. Getting your 
advertising into the hands of the newly important builders is 
invaluable. 30.3% of American Builder’s circulation is placed 
through companies who know this important group and pay to 
get the magazine to them. And American Builder enjoys the 
highest renewal rate—where it counts—in this bulk circulation. 


” , g 500,000 
wumemeem | NCOMPLETE—STILL COMING IN STRONG — 


JAN. FEB. 6 Ce ae. 
6 The highest reader response 


359,135 new product inquiries for the first 6 issues of 1959— 
398,594 (and still coming in strong) for the first 6 issues of 1960! 
Proof of great and growing readership and interest. Further 
proof: almost every manufacturer interviewed says American 
Builder pulls the most editorial inquiries, 


Your advertising works harder, gets results faster, in American Builder 


30 Church Street, New York 7, New York 


fe American Builder i 


THE BUSINESS BOOK FOR BUILDERS 
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the STORER station 


MILWAUKEE 
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+ + Foe . 
AVAILABILITIES IN THE a see A 
LARGEST FILM LIBRARY 
IN THE MARKET! 
Oa ze 
CALL BLAIR 
Ss Television Associates 
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TV Capital of Wisconsin 


backed by 33 years of responsible broadcasting 


JUMBO LOGO-—Avis Rent-A-Car System Inc., Boston, spreads its logo 
across two pages in this three-page color ad running on the inside 
front gatefold cover and adjacent first page of the Oct. 1 Saturday 
Evening Post. The third page of the ad pictures the new 1961 Ford 
with the question “Whose rental fleet includes your fabulous ’61 


Fords?” McCann-Erickson, 


New York, is the agency. 


‘Oil Daily’ Increases Price 

The Oil Daily, Chicago, has in- 
creased its basic subscription air- 
delivered price from $35 to.$50 per 
year and has raised its ordinary 
delivery price from $25 to $35. 


This new 
National 

Yellow Pages 
Service 

lets us sell 

our prospects 
when they're 
ready to buy 
...and it’s 
commissionable! 


Coeecrcecsesccsceee® 


Acct. Exec.: Well, when our prospects look in the 
Yellow Pages, they’re not looking for entertain- 
ment as in other media. They’re ready to buy—our 
product or one of our competitors’. Now we can 
sell them right at this moment of decision. 


ACCESUPU: Fine. But how? 


Acct. Exec.: New National Yellow Pages Service 
lets us put solid selling display ads in any combina- 
tion of 4,000 directories across the country ... 
ads that tie right in with our national consumer 
campaign. 


ACCLSUPE: You mean, we can tell them why to 
buy—as well as where? 


Acct. Exec.: Exactly! Sell them—and send them 
directly to our nearest outlet. 


ACCLSUPE: How about all the paper work 
involved in buying the hundreds of directories we’d 
need? 


] 


TELL ME MORE! 


Acct. Exec. : No problem. NYPS handles the whole 
thing with just one contact and one contract. One 


monthly bill, too. 


ACCLSUPE: what was that you said about 


commissionable? 


Acct. Exec.: It’s true. The space is subject to 


agency commission. 


ACCTSUPE: 1m sold. And I think the client will 


buy it. 


Acct. Exec.: It’s so sound he can’t afford not to! 


NATIONAL 


YELLOW PAGES 


Free Trial Offers 
Sell 85% of Time 


for Aero-Master 


St. Louis, Sept. 13—Direct mail 
advertising pinpointed on a “free 
trial offer” is producing sales that 
run consistently better than 85% 
of total trials for Aero-Master Inc., 
even though the merchandise of- 
fered carries a minimum initial 
cost of $132.50 and is made to an 
industrial market. 

Aero-Master is the maker of the 
A/M system of insect control which 
is used nationally by department 
stores, food processors, dairies, bot- 
tlers, and other industries in which 
insect contamination is a problem, 
as well as in a wide variety of com- 
panies where merchandise is sub- 
ject to damage by insects. The 
system combines use of the Aero- 
Master fogging machine, electri- 
cally operated and automatically 
controlled, and a special pyre- 
thrum-type insecticide which is ap- 
proved by the Department of Agri- 
culture. 

The free trial offer includes ma- 
chine and fluid shipped out with 
instructions to the prospective cus- 
tomer to test on his own and under 
his own conditions for a ten-day 
period. He is not obligated—doesn’t 
even have to write out a purchase 
order. to request the trial. Since the 
list is carefully screened for most 
likely prospects in high interest 
fields, there is little risk to A/M 
on the return of equipment where 
a purchase is not effected. 


= The ten-year-old company has 
always used direct mail as its chief 
advertising medium. The first “free 
trial offers” were made as a mat- 
ter of necessity, when inquiries 
came to the company from areas 
far distant from any sales repre- 
sentative. When it was found that 
the machines were being bought 
and that repeat orders for the fluid 
followed regularly, the offer was 
made in direct mail. 

Direct mail copy stresses the fact 
that, while the Fogging Machine 
sells for $125 or $175, depending 
upon the model, and the fluid at 
$8.50 a gallon, the system delivers 
the insecticide industry’s lowest 
cost in use, approximately 10¢ per 
10,000 cu. ft. of space to be treated. 
A lifetime guarantee, which in- 
cludes free maintenance of the 
machine, is included. 

Currently, direct mail is com- 
bined with a very limited schedule 
of vertical magazine advertising, 
with reprints used in the direct 
mail. 

Pete French is president of Aero- 
Master and George H. Kahle is 
sales manager. + 


Hollingshead Switches to 
W. B. Doner Agency 

R. M. Hollingshead Corp., Cam- 
den, N.J., has switched its account 
for all divisions from Gray & Rog- 
ers, Philadelphia, and E. W. Reyn- 
olds Ltd., Toronto, to W. B. Doner 
Co., Philadelphia. Hollingshead 
manufactures automotive and in- 
dustrial maintenance chemicals. 
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A lot of people would say, and rightly, that the True man is 
an individualist in an age of conformity. 


You know him. Different from the pack. More confident. 
More worthwhile. Young and married, he’s on his way up— 
and moving fast! 


With his eyes on tomorrow, there’s a lot he wants. But he’s 
not waiting for tomorrow to get it. Right now, while he’s eager 
and earning, there’s nothing too good for himself and his family. 


FAWCETT. 


©1960 FAWCETT PUBLICATIONS, INC. 


THE TRUE MAN 
WORKS 10 LIVE! 


That’s why, in many ways, he’s the one the Jones keep up with. 


You can find the True man almost anywhere. But the only 
place you can find 2,300,000 of him is in True — the Man’s 
Magazine specifically edited and directed to his interests, his 
wants, his ever-growing involvement with the good life. That’s 
why it has the largest all-male audience in the world. 


Moral: If you make a product for men, you can make it move 
in the pages of True. 


SALESPOWER IN DEPTH 


Coming 
February ’6l 


25th Anniversary Issue with 
an increased circulation 
guarantee to 2,400,000. A 
deluxe silver cover will em- 
brace more editorial pages, 
more top writers than ever. 
Special boating section, too. 
Closing: November 15. Be 
sure you make it! 
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’ : E E K SPEciFICiTty—Admiral Corp.’s public relations department covered in- angled at most trade publications; the third is for trade publications 


troduction of a new vest pocket transistor radio with one model, Alice which like more photographic exposure; and the last one is for a 
Davis, and a convertible dress. The first photo on left was taken with limited number of men’s magazines and for discriminating editors’ 
most newspapers and women’s publications in mind; the second is _ private cheesecake file. 


ra 


CEREAL SWEEPSTAKES—Howard G. Haver (left), New York sales man- 
ager for General Mills’ grocery products, and Peter J. Gorman, man- 
ager of marketing promotions of American Machine & Foundry Co., 
get ready for the $145,000 Sweepstakes the two companies are spon- 
soring. General Mills’ nine cereals will be promoted in the contest 
in which 6,581 AMF leisure time products will be given away. Tv, 

eee Baa Ce magazines and mobile displays will advertise it. Dancer-Fitzgerald- 
PE Re Sample, agency for General Mills, is handling. 

Burkhart Masterson Mullen Austing Burgoyne 
ANNIVERSARY—Marking the 20th anniversary of Bur- liam Z. Burkhart, retired president, Stockton, West, 
goyne Index Inc., Cincinnati, are John Burgoyne Burkhart, Cincinnati agency; J. Mike Mullen, Kro- 
Jr., president, and William V. Masterson, exec vp, ger Co.; and Lawrence J. Austing, Southern Ohio 
of the market research company, and friends: Wil- National Bank. 


GREAT OUTDOORS—Marlboro ciga- 
rets’ latest outdoor display shows 
this 40’ he-man taking a breather. 
He is one of the 12 displays that 
will rotate every 30 days in the 
Los Angeles metropolitan area. 
Leo Burnett Co., Chicago, is the 
agency. 


Rete es 


| 
ALL TOGETHER, NOW—Donald F. 
Fitzsimmons Inc., New York ethi- 
cal drug agency, sent out cards in- 
viting the entire pharmaceutical 
industry to “face 42nd Street” at 
3:15 p.m. (EDT) Sept. 15 to cele- 
brate the agency’s second birthday. 
Here Mr. Fitzsimmons has corraled 
his entire fulltime-staff—Ed Kap- 
lan, Maryann Manzie, Gloria 
Cottone and Len Farber—to join in 
the singing of: “Happy birthday, 
Donald F. Fitzsimmons, In-cor- 

por-ated, We’re glad you are 2.” 


Robbins Cone Martin 

CRUSADER—Viewing a sketch of a giant knight symbolizing Chicago’s 
Crusade of Mercy (annual joint drive of the Community Fund-Red 
Cross) are Burr L. Robbins, General Outdoor Advertising Co.; Fair- 
fax M. Cone, Foote, Cone & Belding; and C. Virgil Martin, Carson 
Pirie Scott, loop department store. Mr. Cone is local general chair- 
man and Mr. Martin is national vp of the crusade. The five-story , 
cutout of the knight will be put up on the Carson Pirie Scott loop — Fm 

store Sept. 19. Fitzsimmons Kaplan Manzie Cottone Farber 
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Of the top ten markets in the U.S., nine are cities but one is a state! Iowa, with a population of 2, 747, 300 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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the STORER station- backed by 33 years of responsible broadcasting CALL KATZ 


Advertising Age, September 19, 1960 


Multiple Spotting 
Among Radio, TV 
Ills Hit by 4A’s 


New York, Sept. 13—-Some broad 
basics on the handling of spot ra- 
dio and spot television are covered 
in two new booklets issued last 
week by the American Assn. of 
Advertising Agencies. 

Titled “Suggestions for the Ad- 
vancement of National Spot Radio 
Advertising” and “Suggestions for 
the Advancement of National Spot 
Television Advertising,” the bro- 
chures, the Four A’s said, were 


|“offered in the hope that they will 
help media increase their volume | 


of advertising by making it more 
productive and easier to handle.” 
The tone is set in the introduc- 
tion to the booklets, which follow 
the pattern of similar ones already 
published for newspapers, business 
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To insure the effectiveness of your Dallas advertising, 

schedule the Dallas News! With the largest daily circulation 

in Texas, The News alone gives you both Dallas and the surrounding 
market whose purchases in Dallas add up to more than the entire 
retail volume of Knoxville, Spokane, Trenton or Tacoma! 


SM, July 10, 1960 
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Papers, magazines and farm pub- 
lications. 

“Advertising agencies work in 
operating patterns partly created 
by agencies, partly by media. Any 
gain in operating efficiency helps 
to foster the conditions under 
which national advertising grows 
and prospers. The better broad- 
casters and agencies can under- 
stand each other’s operating needs, 
the more smoothly and efficiently 
they can work together,” the in- 
troduction says. 


s Among the controversial issues 
touched on in the tv booklet: 

e Multiple spotting—‘“Many agen- 
cies and advertisers believe that 
when a commercial has more than 
one other commercial adjacent to 
it—especially between programs— 
the effectiveness of each is di- 
minished. 

“We urge stations to limit the 
number of commercials in any one 
cluster, and to state their policy 
in this connection in their rate 
cards and in SRDS listings.” 

e Definition of local and national 
advertising—‘“‘Wherever there is a 
differential in rate between local 
and national advertising, it is es- 
sential that the broadcaster define 
clearly in his rate cards what kind 
of advertising is entitled to his 
local rate and the kind of adver- 
tising to which he applies his na- 
tional rate.” 

e Cooperative advertising—‘Wide 
rate differentials lead some local 
advertisers to abuses in connection 
with cooperative advertising— 
abuses such as double billing, un- 
disclosed minimum rates, broker- 
age and wholesaling of broadcast 
time etc.” 


-s To make sure that the effective- 
ness of tv advertising is not im- 
paired by programs or commer- 
cials that arouse resentment, the 
Four A’s recommended adherence 
to the NAB code and to the Four 
A’s copy code and its special in- 
terpretations for television. 


s Along the same lines, the radio 
booklet advises against “commer- 
cials which are over-long, over- 
repetitious, or which interrupt 
programs at inappropriate times” 
and adds: 

“Programs which are deemed by 
any considerable segment of the 
public to exert any undesirable in- 
fluence, especially on children, or 
to be in bad taste, or to be over- 
commercialized, or to be inter- 
rupted for commercial announce- 
ments with irritating frequency, 
tend to impair the effectiveness of 
radio broadcasting.” 

This point is raised again under 
the heading of multiple spotting as 
follows: “Many agencies and ad- 
vertisers believe that when pro- 
grams are interrupted for commer- 
cial announcements so often that it 
becomes irritating, the effective- 
ness of each commercial is dimin- 
ished. 

“We urge stations to limit an- 
nouncements, regardless of length, 
to a certain number within each 
program, and to state their policy 
in this respect in rate cards and 
SRDS listings.” 


s Other general topics covered in 
both brochures include presenta- 
tion of information concerning 
coverage, market characteristics, 
audience data, schedule reports, 
rate cards, etc.; operations require- 
ments of various sorts; and pay- 
ment policies. # 


WOR Forms Sales Arm 

WOR, New York, has formed a 
separate corporation, C. F. Produc- 
tions, 1 Park Ave., New York, for 
the sale and servicing of its “Liv- 
ing Should Be Fun” program, with 
Carlton Fredericks. WOR will con- 
tinue to produce the show. Dave 
|Nathan, who also is director of 
| radio and tv with Curtis Advertis- 
|ing Co., will serve as president of 
C. F. Productions. 
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The Dallas Times Herald — First in Dallas Area Readership, 
Advertising Linage, Circulation Growth—Now Joins Metro suNDAY 
Magazine Network. ti 

Locally edited about and for the people of big, brilliant Dallas 


and its thriving satellite sphere, printed in glowing color gravure, 
The Times Herald sunpay Magazine is destined to communicate 
as does no other medium with the richest, best dressed, best fed, 


best housed and most widely traveled major segment of Texas’ 


population. 
It will reflect the drive, the optimism, the youthfulness of this 
sprawling prairie giant where nothing is impossible; where oppor- 
tunities crowd hard upon each other, where the graces of suburban 


living are shared by virtually all citizens. 
The Times Herald sunpay Magazine will reach this ever-increas- 


J 
ing concentration with the largest metropolitan area circulation of 
any newspaper in the Southwest. 
Dallas’ record population, economic and industrial growth is little 


short ef phenomenal. Her economy is bustling, diversified, supply- 
ing almost twice the jobs, twice the income of a decade ago. Her 


people are vigorous, prosperous, the state leaders in retail buying. 
The Dallas Times Herald has racked up an outstanding record of 
circulation growth over the past five years and similar records of 


growth in ad linage for local and national classifications. 

SUNDAY is proud to offer this new, vital coverage in the Dallas 
and close-to-Dallas community. The Dallas Times Herald repre- 
sents another major step forward for sunpay and its advertisers, 
adding 200,000 families every week to suNDAY'’s massive audience 
of 18,000,000-plus ABC Net Paid Circulation. Two hundred thou- 
sand more reasons to join the top advertisers who make sunpAy 
Magazines a “must” buy on their schedules. 


Sales Offices: 260 Madison Avenue, New York 16, N. Y., MUrray Hill 9-8200 
Chicago 11, 1710 Tribune Tower ® Detroit 2, New Center Building = Los Angeles 5, 3460 Wilshire Boulevard # San Francisco 4, 155 Montgomery Street 
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A McGraw-Hill Magazine 


GREATEST CUSTOMER — 
READERSHIP PER DOLLAR 


Dewey and Almy Chemical Division, W. R. Grace & Co. asked its customers and 
prospects what publications they read regularly. Business Week had the lowest 


cost per mention of all general, general-business, and news publications. What are 
the reading habits of your customers? Ask 
them. 


John Fusek did. In July, 1957, Mr. Fusek, Ad- ' 
vertising Manager of Dewey and Almy Chem- ‘ 
ical Division, W. R. Grace & Co., conducted a 

mail survey among customers and prospects of 

his company to determine their publication 

reading preferences. There were 4,200 ques- 

tionnaires mailed out. Mr. Fusek’s principal 

question: 


“Wnat publications of all types do you 
read regularly?” 


1,003 (23.9%) completed questionnaires were 
returned. The results, as they primarily affect 
the ten most frequently mentioned general, 
general-business, and news publications, are 
recorded on the right. As you can see, Business 
Week’s cost per mention was the lowest by far 
among all general, general-business, and news 
publications—more proof of the effectiveness 
of Business Week in reaching the men who 
« make the decisions in business. 


You advertise in Business Week 
when you want to 
influence management men 


The Dewey and Almy Chemical Division, 
W. R. Grace & Co., was just one of 30 organi- 
zations that conducted readership studies, in 
cooperation with Business Week, in the past 
five years. The 30 studies, summarized at right, 
covered 149,000 vital people in business and 
industry —advertisers’ identified customers and 
prospects. (Details are available.) 


Singly or together, these studies offer you an 
important indication of the reading habits of 
people who buy in business—your customers, 
your competitors’ customers. Here, too, is evi- 
dence of the efficiency with which advertising 
can talk to them—of how you can secure mazi- 
mum management readership at minimum ad- 
vertising cost: 

...in the pages of Business Week. 
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Colombian Cottee Growers 


Expand Spot TV Schedule 
National Federation of Coffee 
Growers of Colombia will expand 
its spot tv schedule this fall. An 
eight-week push will be used in 
Chicago, Philadelphia, Los Ange- 
les, San Francisco, Cleveland, De- 
troit, Pittsburgh, Washington and 
Boston, starting Sept. 19, in addi- 
tion to a 13-week effort in New 
York. After a six-week Christmas 


hiatus, it will return with 34-week 
schedules in these markets. From 
four to 17 spots per week per mar- 
|ket will be mainly minutes, with 
some station identification breaks. 

Some business magazines will be 
used later. Doyle Dane Bernbach 
Inc. is the agency. 


Mennen Buys CBS Radio Show 
Mennen Co., Morristown, N. J., 


has purchased CBS Radio’s “Sports 


Time,” a Monday-through-Friday 
five-minute series, for 65 weeks. 
The show has been featuring Phil 
Rizzuto during the baseball season 
and will continue with a prominent 
football figure in the fall. Mennen 
plans to use Mr. Rizzuto in its pro- 
motion. Warwick & Legler is the 
agency. 


Riker Joins Van Deusen 
Geoffrey W. Riker has joined 


nh 


Advertising Age, September 19, 1960 


Van Deusen Co., Anaheim, Cal., as 
an account manager for commer- 
cial products and services. Mr. 
Riker was formerly with the 
Aeronutronic division, Ford Motor 
Co., Newport. 


Stanley Skirboll Named VP 

Stanley G. Skirboll, an account 
executive at Advertising & Public 
Relations Consultants, Pittsburgh, 
has been named a vp. 


ONI 


( IDENTIFICATION 


electronics 


HIS BUSINESS IS DIFFERENT 


A man in one industry usually sells to another. A steel 
man sells to the automotive industry. A packaging man 


sells to a soap company. 
The electronics man is different. 


The electronics man sells a large portion of his output 
to another electronics company. The design man may be 
the key to selling a President. The President of one com- 
pany may sell to the design man of another. The project 
engineer is responsible for product design, but may also 
determine market potentials for new products. 

Look at the badge above. It reads Research-Design- 


Production-Management. The interests of the electronics 
man are in any or all of the four areas. 


; No matter where you find the electronics man his en- 
gineering background enables him to influence the pur- 


week. 


chase of electronic components and equipment. Your 
advertising must reach him to sell electronic goods. 

And . . . in selling the electronics man, your basic buy 
is the one book edited weekly for all electronics men— 
whatever their title or job functions. The basic book is 
electronics — 52,000 electronics men pay to read it every 


THE ELECTRONICS MAN “BUYS” WHAT HE READS IN... electron ics 


A McGraw-Hill Publication 
S330 West 42nd Street - New York 36, N. Y. 


and In the electronics BUYERS’ GUIDE 


Popularity Rating 
of TV Personalities 
Is Offered by TV-Q 


New York, Sept. 13—What seg- 
ment of the audience is a sponsor 
reaching when he puts his tv mon- 
ey on Star A, and how would he 
do if he bought Star B instead? 

Does the daytime emcee who al- 
so does a sales job make friends 
for his sponsor’s products, or does 
he have the kind of personality 
that irks people in a great many 
of the markets where the show is 
seen? 

Is the tv spokesman doing a be- 
lievable job when he delivers his 
sales messages? 


= Some light may be thrown on 
such questions as these by the new 
service which Tv-Q is adding, ef- 
fective with the new television 
season. In the past this company, a 
division of Home Testing Institute, 
has concentrated on the gauging 
of audience reaction to network 
telecasts. As an added feature it 
will offer three performer popu- 
larity studies yearly. 

Familiarity and opinion data on 
some 250 tv, movie, radio and stage 
performers and personalities will 
be included in each report. More 
than 2,000 respondents will be 
asked to rank them as “one of my 


favorites,” “very good,” “good,” 
“fair,” “poor” or “have never 
seen.” 


The answer will be reported in 
terms of respondents’ age, sex, ed- 
ucation, tv viewing habits and 
home territory. 


s Test studies have indicated the 
kind of information that will 
evolve. For example, Bob. Hope 
and Jack Benny ranked about 
equally in over-all popularity, 
but Mr. Hope came out much 
better in the younger adult subdi- 
vision. Two Boones—singer Pat 
and Richard, of “Have Gun, Will 
Travel”—made an interesting com- 
parison. They fared more or less 
evenly among light tv viewers, but 
with the heavy viewers, the popu- 
larity odds favored Richard. 

The names to be put to the test 
in this service will depend partly 
on the clients, but at least 250 per- 
sons will be included. # . 


Salzer Heads Waring Line 


George W. Salzer, formerly an 
independent marketing consultant 
in Hartford, Conn., has been named 
ad and sales promotion manager of 
Waring Products Corp., Winsted, 
Conn., electrical housewares man- 
ufacturer. He replaces Collingwood 
J. Harris, who moves to the parent 
company, Dynamics Corp. of 
America, in another capacity. 


Hy Radin Names 3 VPs 

Hy Radin Associates, New York, 
has named three vps. They are 
Bernard Fabian and George Pod- 
orson, both account executives, 
and Alan Peers, formerly execu- 
tive art director with Kameny As- 
sociates. Sharon Bishop, who has 
been doing freelance fashion pro- 
motions, has joined the agency as 
director of special promotions. 


Naimark Follows White Labs 

Dr. George Naimark, formerly 
director of scientific services for 
White Laboratories, Kenilworth, 
N. J., has joined Burdick & Becker, 
New York, in the same capacity. 
Dr. Naimark was appointed shortly 
after the appointment of Burdick & 
Becker as a new agency for White 
Labs (AA, Sept. 5). 


GE Promotes John Calahan 

John C. Calahan, district repre- 
sentative in the Milwaukee area 
for General Electric Co.’s house- 
wares & radio receiver division, 
has been appointed merchandising 
and sales promotion manager of. 
the radio receiver department, 
Utica, N. Y. 
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It takes more than pretty pictures and clever 
copy to move merchandise today. It takes a 
strong central theme—carefully thought out, 
creatively presented, and consistently ad- 
hered to. At Chirurg & Cairns, we call this 
a basic sales idea. It is the keystone of all we 
do for each one of our clients. Billing over 


$11 million, they include leaders in many dif- 
ferent consumer, business and industrial fields. 

If your company needs the persuasive 
power of a basic sales idea, we'd like to have 
a talk with you. We think you'll find this 
agency exceptionally strong in financial sta- 
bility, creative excellence, and intelligent man- 


But it’s not selling the product 


agement. You will also find us eager to show 
you how handsomely basic sales ideas pay off. 
Just call Chirurg & Cairns at MUrray Hill 
8-5800 in New York, or at REgent 4-1055 
in Boston. CHIRURG & CAIRNS, INC. 
130 East 59th Street, New York 22, N. Y. 
824 Boylston Street, Chestnut Hill 67, Mass. 
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N. Y. Wins Bout 


te wt 


The SENIOR Fresh man says... = oe AREA SSeS as Outdoor Ad 
|= EY MEN aime ~~ 
? READ aes wt Battle Continues 
BE) on to Fresh X i re . = 


|| ALBANY, Sept. 13—The New 
| York State Thruway has a long 
|road ahead in its attempt to 


PROFITS 


GEORGE freed — sevarteing off 
oO oO 4 gi Oll route. 
in the 7 BILLI N D LLAR mre an 4 So far, it is ahead of the op- 
a 


FRESH FRUIT AND VEGETABLE INDUSTRY PUBLISHER }\ @ position by virtue of a split de- 


MARKET 
that BUYS BIG... 


trucks to tags, tractors to twine! 


Naeem Since (873 
: The Weekly Newspublication — 


—— 


| by ads like this, which Magazine 


Publishers Assn. 
used by 


hopes will be 
its members. Ads are 


| available in page, two-column and 


single-column sizes. 


cision in the appellate court, 
upholding the tollway author- 
ity’s right to acquire by con- 
demnation lands on which bill- 
boards now exist. 


of the d Now the authority is before 
Let me send you rates and our latest area-coverage folder. ; : the same court on the question 
, g aibecieed Fresh Fruit and Vegetable ae ile lici 43,7 | Of police power—the right of the 
The PACKER Publishing C Jompany yy Indust | | MY CARD’—New solicitor credential) tate to prohibit outdoor boards 
201 De ’ @ ndaustry ARD | | Program being started by Central | pecause they constitute a “pub- 
laware Kansas City, Mo. ree ta ae =| Registry on Oct. 1 will be backed} lic nuisance.” 


The matter of eliminating 
outdoor by buying the land faces 
a final test in the court of ap- 
peals, but even a victory there 
for the state wouldn’t be final, 
because the condemnations 
could be extremely costly. 


: Calvert Fall Drive 
: WeeReBeL says: Xs stting its legal sights on th 
Ae? y * Based on Heavily is setting its legal sights on the 
; appeal taken by Ashley Motor 

Insured Exemplar Court, Highway Display Inc. 


COLUMBUS, GEORGIA 


tea, 


Represented by George P. Hollingbery Company 


“lll climb a 


to bring WRBL-TV 
more coverage!” 


WRBL-TY will soon beam to its prime 
Southeastern market from a new tower 
more than twice its current height above 
average terrain. At the same time 
WRBL.-TV will switch from channel 4 to 
channel 3*. The combination of the new 
tower and new channel will boost 
WRBL-TV’s total Grade B audience to more 
than 193,895 television homes in 55 
counties of Georgia and Alabama! 

And when you consider that the Columbus 
Metropolitan Area alone is Georgia’s second 
largest market with the highest per family 
income in the state, it’s easy to see why 
Columbus and WRBL-TV are “sound 
buys” in the marketing plans of 

more and more top companies! 


Call Hollingbery for choice availabilities. 
*Target date is September 15, 1960 


1293’ above average § 


terrain 


New York, Sept. 13—Calvert 
Distillers last week announced a 
new advertising campaign pivoting 
on a $1,000,000 insurance policy 
with Lloyd’s of London. 

Ads—to run in several hundred 
newspapers and in Ebony, Life, 
Look, Time and TV Guide—will 
show two bottles of Calvert Re- 
serve standing on three gold bars. 
The headline will ask, “Which of 
these two whiskies is insured for 
$1,000,000?” 


® Copy will explain that one of 
the bottles contains Calvert’s 
“standard of excellence,” a limited 
stock that is never sold. The other 
bottle contains whisky that “must 
match this ‘standard of excellence’ 
for superb flavor, aroma and 
smoothness.” 


= The advertising, prepared by 
Sullivan, Stauffer, Colwell & 
Bayles, which was recently named 
to succeed Benton & Bowles on the 
account, will break this week in 
newspapers. The magazines will 
earry full-color spreads. Outdoor 
and car cards will also be used. 
Newspaper color will be used ex- 
tensively. 

It was believed that about $3,- 
500,000 will be put behind Calvert 
Reserve in the next year. # 


McDonald Joins Schlitz: 
Manhardt Succeeds at EWRR 

David McDonald has resigned 
from the San Francisco staff of 
Erwin Wasey, Ruthrauff & Ryan 
to become Milwaukee regional ad- 
vertising manager of Schlitz Brew- 
ing Co. He will be succeeded by 
Steven Manhardt, formerly with 
D. P. Brother & Co., Detroit. Mr. 
Manhardt will be account execu- 
tive on the Fritos, Safeway bakery 
division and E. D. Bullard Co. ac- 
counts. 


Two Join AM Radio 

AM Radio Sales Co., station rep- 
resentative, has named Robert H. 
Biernacki, formerly with Radio-TV 
Representatives, an account execu- 
tive in New York and Harry D. 
Jacobs Jr., previously with NBC 
Spot Sales, Chicago, an account ex- 
ecutive in its Chicago office. 


Corry Names Chesley 

Corry Jamestown Corp., Corry, 
Pa., has appointed William R. 
Chesley manager of advertising 
and sales promotion. Mr. Chesley 
was an account executive of Fuller 
& Smith & Ross, Pittsburgh. 


and Ramapo Land Improvement 
Co., all of Redland County, 
from a decision handed down in 
state supreme court by Justice 
Isadore Bookstein, which dis- 
tinctly involves the question of 
police power. 

Ramapo Land owns land on 
which there is a sign advertis- 
ing Ashley Motor Court. The 
sign is leased and maintained 
by Highway Display. 

When the authority brought 
injunction proceedings against 
the motor court sign, the three 
companies countered that the 
sign had been on the same land, 
although not in the same spot, 
long before enactment of the 
prohibitive legislation. It was 
moved to within 500’ of the 
Thruway, incidentally, because 
the state acquired its former lo- 
cation for a nearby state high- 
way. 


s Justice Bookstein held with 
the authority, declaring that the 
controlling words in the law 
were “erected and maintained.” 
The jurist said that the sign 
was being “maintained” after 
Sept. 1, 1952, without a permit 
and therefore was a “public 
nuisance.” ft 

The Rockland County oppo- 
nents of the billboard ban, in 
their appeal to the appellate di- 
vision on the question of police 
power, point out that businesses 
along the Thruway, within 500’ 
of the route, are permitted to 
maintain signs and that permits 
are issued for other boards 
within the prohibited distance. 

The objectors contend that 
police power must extend to all 
alike. 

In its answering brief sub- 
mitted to the appellate division, 
the Thruway Authority stated 
that “drivers have a right to be 
left alone.” # 


Schreibweiss Joins Graber 

Walter Schreibweiss, formerly 
head of sales promotion of Lily- 
Tulip Cup Corp., has been ap- 
pointed to the new post of direc- 
tor of marketing of Graber Co., 
Middleton, Wis., manufacturer 
of drapery hardware. 


‘Time’ Buys WCBS Football 

Time, New York, has signed 
for the second straight year as 
full sponsor of the 10 Ivy 
League football games on 
WCBS, New York, beginning 
Sept. 24. Young & Rubicam is 


the agency. 
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They range from coated to unelted in book and cover grades for both letterpress and lithography. 
In fact, Mead manufactures the world’s broadest line of fine printing papers. The new sample: books 
shown here represent but a porti¢n of Mead's broad line of fine printing papers. Books sampling 
Mead's-entire line of -goated and uncoated printing grades. will be available soon in. the new com: 
Pghensive binder shown, ASK your authorized yo 


Mead merchant distributor to reserve one for you! 
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You get more from Mead 
the moving force 
in Paper and Packaging 


Because Mead manufactures the world’s most complete line of Business Paper grades, 
: * you get more bonds, mimeos, ledgers, duplicators, Duo-Safe safety papers and safety 

bond. All of the new books shown here, sampling Mead's entire line of business papers, 

will be available. soon in the mew comprehensive binder shuwn. Ask your authorized 

Mead merchant distributor to reserve one for you! 
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Esquire Drive 
to Push Its New 
No-Odor Polish 


(Continued from Page 3) 
mark to rethink and replan its ad 
strategy. 


s The result is that Knomark— 
out of nighttime network tv for 
two years—will go back into a 
medium in which it was one of the 
early stalwarts. Knomark will in- 
vest in nighttime network “in a 
big way,” and, according to in- 
formed reports, will place the larg- 
est part of its ad budget there. 
Knomark was a pioneer in net- 
work advertising, having spon- 
sored the Perry Como show, Arthur 
Godfrey and Kate Smith. But the 
company abandoned nighttime 
network about the time that Rev- 
lon acquired the company in 1957, 
switching to spot tv—and success- 
fully, according to admen. 
Knomark was on nighttime for 
about 10 years. It added daytime, 
with time on about half a dozen 
“operation daybreak” shows. 


s The return to the old ad strategy 
will be made Sept. 29, when the 
no-odor polish will make its debut 
on “Witness,” the new fall entry 
in the CBS-TV network lineup. 

Co-sponsor with Knomark’s Es- 
quire line will be Schick Inc., in 
which Revlon has a controlling 
interest. New filmed and taped 
commercials are in production for 
the four major Esquire brands, no- 
odor boot polish, Lano-Wax, Scuff- 
Kote, and Spray Shine. The latter 
item was introduced last year, the 
first spray polish in the field. 

Second network property to be 
co-sponsored by Esquire is the CBS 
interview panel program, “Face 
the Nation,” set for the 10:30 to 11 
p.m. time slot Monday nights. 

A two-color Life page will kick 
off the print drive on Sept. 26 for 
the no-odur brand. Rounding out 
the print schedule will be ads 
featuring Esquire Lano-Wax and 
Scuff-Kote in Good Housekeeping 
and Parents’ Magazine. 


s In addition, a saturation radio 
schedule is set for top markets, 
backed by spot tv in selected 
areas. A new 10-second radio 
jingle ID in the top 15 markets 
will announce that the odor is out 
and Esquire now “shines brighter 
than bright.” 

The six-week radio push, which 
also will get under way next week, 
calls for up to 80 spots per week. 

In Canada, new one-minute tv 
commercials are scheduled for 
heavy exposure in six markets— 
Toronto, Montreal, Ottawa, Que- 
bec, Jonquierre and Rimouski. 

Supplementing the tv drive will 
be a newspaper schedule in key 
Canadian markets. 


= The company emphasizes that 
the no-odor polish is no gimmick 
especially cooked up to meet the 
Johnson challenge. 

The polish was developed after 
two years of laboratory research. 
The research was based on the 
assumption that boot polish odor 
is unpleasant to some people, “a 
negative factor in shoe shining.” 

The Esquire laboratory created 
its own raw materials to replace 
the .odor-producing materials re- 


‘ portedly with odorless ingredients, 


many of which the company said, 
have never been produced before. 


Hauenstein Names Jenkins 

Hauenstein & Burmeister Inc., 
Minneapolis, manufacturer of cus- 
tom-made elevator cabs and en- 
trances, has appointed Ray C. 
Jenkins Advertising Agency, Min- 
neapolis, to handle its expanded 
rational advertising and mer- 
chandising program. 
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Capitol Records College Drive 
Uses Theme ‘BMOC’ 

Capitol Records Distributing 
Corp. will direct a special promo- 
tion at almost 1,900 colleges this 
fall, using the theme “BMOC” 
(Big Music On Campus). The cam- 
paign will feature 14 popular al- 
bums picked for college-audience 
appeal. National advertising of the 
albums will be supported by three- 
column ads in 50 major college 
newspapers, beginning Sept. 26. 


These papers, others, and college 
radio stations will receive a BMOC 
sampler LP, and publicity materi- 
als. 

Capitol will also supply free 
book covers to students. The cov- 
ers are decorated with full-color 
reproductions of Capitol albums, 
with their inside flaps listing the 
top 50 collegiate-type albums. The 
covers will be displayed in special 
wire merchandisers at record and 
book stores in college communities. 
In-store display pieces include a 
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full-color cartoon caricature of a|Van Nuys, Cal. Mr. Stoneham was 


BMOC college student. The crew- | formerly an account executive of 
cut figure wears a large letter “C” |McCarty Co. and Mrs. Stoneham 


Capitol albums. Stores will be 
furnished sets of 12 paper pen- 
nants and easeled album jackets. 


Stonehams Open Own Agency 

William P. Stoneham and his 
wife, Eva, have opened their own 
agency, Stoneham Advertising, 


with offices at 13628 Gault St., 


and under his arm carries two/|formerly operated Ling Advertis- 


ing. 


THERE IS A DIFFERENCE!* 
Many Jobs Available 
vs ear eee $8,000.00 
Creative & Versti. Adv. Dir. Exp. Open 
Home-Furn, art, sis..prom. & Merch. 
Yg. Man with Math Degr....$425.00 Mo 
Copywriter Trainees........ $375.00 Mo. 
Advertising Personnel Specialists 


for 25 years 
*f. w..BARNHOLDT & Associates 


185 N. Wabash Ave., Chicago 1, FR 2-0115 


Which of these 


Display Shipping Services 


will give you 


lowest cost per exposure? 


Long Term Series—We assign’driver and van 
(as many as needed to exclusively handle 


your display), and pre-arrange all time and 
travel arrangements. This service is available 
nationally or internationally. 


NORTH AMERICAN VAN LINES, INC. 


Dept. 25-2, Fort Wayne, indiana 
The Gentle Giant of the Moving Industry 


-@9¢4 SPONSORS OF “CHAMPIONSHIP BRIDGE” ON ABC-TV 


over, we return it to your plant. 


Single Show Displays— North American picks 
up your display, gets it to the show on time 
... giving your personnel plenty of time to 
get ready for the crowds. When the show's 


Short Term Series—You give us your sched- 
ule... we pick up the display and make all 
time and travel arrangemenis—storing be- 
tween shows if necessary—and then return 
the display to your plant. 


When you invest in a display—exposure is what 


you want for the payoff. North American 


Van Lines has assisted many firms in developing 


display itineraries, both in the U. S. and abroad. 


This “mobile merchandising” brings your sales story 


to your customers when and where your plans re- 


quire. Just design your display and pick your spots, 


and North American’s display service will give 


you a new dimension in promotion planning. 


Ask your traffic manager, your local North 


American agent or write our World Headquarters 


in Fort Wayne for complete details. 
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How to get your first can FREE! 


BEANS & FRANKS—Campbell Soup 


will use two-color newspaper ads 

4 in 100 markets: starting Oct. 23 to 

introduce its Beans & Franks. Tv 

spots will support the product, 

which has been tested in 13 cities. 

Needham, Louis & Brorby is the 
agency. 


HARRY C. PHIBBS 

Cuicaco, Sept. 13—Harry C. 
Phibbs, 75, president of his own 
agency and a pioneer in the drug 
agency field, died yesterday in his 
home in Winnetka, III. 

Born in Ireland, Mr. Phibbs was 
associated with forming the Abbey 
Players, the national theater of Ire- 
land. He moved to the U. S. in 1908 
and served as sales and advertis- 
ing manager of Burroughs Well- 
come & Co., a New York pharma- 
ceutical house. 

Mr. Phibbs started his own agen- 
cy—Harry C. Phibbs Advertising 
Co.—in 1921; it may have been the 
first U. S. agency devoted exclu- 
sively to ethical drug advertising. 

Mr. Phibbs and two other men 
started Hospital Topics in 1922. 
Mr. Phibbs later bought out his 
partners and operated the publica- 
tion until 1949 when he sold it to 
Gordon Marshall, the present pub- 
lisher. 

Known as an artist, writer, pho- 
tographer and public speaker, Mr. 
Phibbs was one of the founders 
and first directors of the Midwest 
Pharmaceutical Advertising Club. 
He also was.a past president of the 
Chicago Business Men’s Art Club, 
the Chicago Adventurers Club and 
the Chicago Camera Club. 

He served as a captain in the 
“Fighting 69th” Army unit just 
prior to World War I. He is sur- 
vived by his widow, Mrs. Bertha 
Phibbs, who is vp and treasurer of 
the agency. 


@ There’s onty one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON'S is 
the specialist in 
Magazines. 25 


a 


BACON’S 


COMPLETE 
COVERAGE 


of 


MAGAZINES! 


has built a com- 
plete list and un- 
matched methods. 
for clipping aecu- 
racy. BACON’S.is 
@ must! 

Ask for Bulletin 59 


OUR READING LIST 
Published as 
complete 
publicity 
directory. 
BAGON’S 
PUBLICITY 


wASCn CHECKER 


CLIPPING 
BUREAU 


14 E. Jackson Bivd 
Chicago 4, Illinois 
WaAbash 2-8419 


ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 
your copy today! 


years experience- 


—now with quarter- - 


Along the Media Path 


A 16-page tabloid section de- 
voted entirely to electronics indus- 
| try news and advertising was pub- 

lished by the Los Angeles Mirror 
on Aug. 23. Editorial features in- 
| cluded stories on the space race, 
electronic advances in medicine, 


latest developments in computers 
and crime detection, and pictures 
of recent inventions and innova- 
tions in the electronics field. 


e “How to Create the TV ID” has 


been published by the Television | 


= 
Sa 
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Bureau of Advertising. The pres- 
entation, designed to be used in 
conjunction with material prepared 
by stations for showing to poten- 
tial advertisers, tells what an ID is, 
how it is prepared, what it con- 
tains and how it is used. Addition- 
al information may be obtained 
from the Television Bureau of Ad- 
vertising, 1 Rockefeller Plaza, New 
York. 


e WERE, Cleveland, lent its traffic 


department to be used to help 
avert a possible traffic jam caused 
by the 10,000 people attending the 
annual Appreciation Day, spon- 
sored by competing radio station 
WHK, which featured a rock’n- 
roll show with Fabian. 


e An unusual public service cam- 
paign featuring one-minute spot 
announcements telling listeners of 
vacancies for students at almost 100 
little-known colleges, the courses 


helicopter to the Cleveland police | and degrees offered and the names 
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Cost of 4-color page: $40,250 > 
Exposures.to the average 
advertising page: 60,947,000* 
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Cost of one commercial minute on average 
half-hour nighttime network TV program: $28,433 
Exposures to the commercial minute: 17,419,000 
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CREA el I as hae, ae 


BS eel ato 


extra exposures 
according to the 


Now it has been proved that you get twice as 
many chances to sell when you advertise in 


Reader's Digest. 


New Politz research shows 


that the average Digest advertising page gets 
60,947,000 exposures—almost 61 million 
chances to sell. With Life, Look or the Satur- 
day Evening Post, the average is between 30 


and 31 million . . 


. with a minute on the aver- 


age half-hour nighttime network television 
program, only-17,419,000. 

Yet a four-color page costs less in Reader's 
Digest than in. Life or the Saturday Evening 
Post : . . only $1,530 more than in Look. And 
all these magazines provide far more.exposures 
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and telephone numbers of the reg- 
istrars, developed and implement- 
ed by WNEW, New York, is cred- 
ited with having helped to enroll 
students in a number of these col- 
leges. By the end of August, five 
colleges had requested WNEW to 
drop the public service announce- 
ments because their quotas had 
been filled as a result of the broad- 
casts. 


e The October issue of Precision 
Metal Molding, published by In- 


dustrial Publishing Corp., Cleve- 
land, will contain its first annual 
directory of the extrusion industry. 


e The St. Petersburg Independent 
|commemorated the 50th anniver- 
sary of its “Sunshine Free News- 
paper” Sept. 1. As part of its 50th 
anniversary, a special Golden An- 
niversary mail-away edition, high- 
lighting the history of the promo- 
tion—free newspapers each day 
the sun doesn’t shine in St. Peters- 
burg—and the effect it has had on 


the growth of the city and state, 
was published. 


e House Beautiful will increase its 
cover price from 50¢ to 60¢,-effec- 
tive with the October issue. 


e A new definition of food—its 
uses and its meaning to the physi- 
cal and spiritual life of consumers 
—has been printed on parchment 
in a size suitable for framing, by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 


the Better 
Meals Build Better Families cam- 
paign. Additional information may 
be obtained from Samuel Rovner, 
Public Relations Manager, Bureau 


in connection with 


of Advertising, American News- 
paper Publishers Assn., 485 Lex- 
ington Ave., New York 17. 


e “Prepared Dessert & Pie Filling 
| Preparations,” a 44-page industry 
|and market report tracing the his- 
|tory and growth of the industry, 
the current market and future sales 
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Cost.of 4-color page: $47,050 


Exposures to the average 
advertising page: 30,110,000 


Fae 


Cost of 4-color page: $41,745 
Exposures to the average 
advertising page: 30,861,000 


Np TROUBLE ' 
pitas ARE 1% nt. 


Cost of 4-color page: $38,720 
Exposures to the average 
advertising page: 30,702,000 


i Sep Ae 


at virtually no extra cost 
latest Politz study 


per dollar than the average half-hour night- 


time network TV program. 
The new Politz research 


value of a Digest advertisement. With 32,000 


* interviews, the study was 


kind ever conducted. It can be a profitable 
guide for media decisions —especially when 
analyzed together with advertising rates. 


Add to these economies the fact that the Digest 


reaches the largest quality audience that can be 


reveals the extra 


the largest of its 


And Digest rates in ’61 will actually be lower than 
in 60 for advertisers using six or more pages .. . 


because of the Digest’s new frequency discounts 


of 10% to 15%. 


Moreover, the Digest will continue to offer two 
colors and bleed space at no extra charge ...and 
four colors for only 11% more than black and white. 


People have faith in 


JReaders Digest 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


+ RES ov Sa ke 
OS ig ae 


found . . . and the often proved fact that people 
have faith in—and respond to—its editorial and 
advertising alike. These are some of the reasons 
why advertisers today invest more in the average 
issue of the Digest than in the average issue of any 
other magazine. 
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FALL PROMOTION—As part of its fall 
push, KABC-TV, Los Angeles, is 
running ads in local newspapers 
asking readers to dial SUrfside 6- 
0525. Callers hear a promotional 


|message for its new show which 


debuts Oct. 3. 


prospects, has been published by 
Redbook. Included in the survey is 


ja five-year breakdown of maga- 


|zine advertising expenditures by 
|seventeen companies manufactur- 


|ing about 30 prepared dessert and 


pie filling products. Additional in- 
formation is available from Mau- 
reen Callahan, Redbook, 230 Park 
Ave., New York 17. 


e KNUZ, Houston, has been pre- 
sented the Texas Associated Press 
News Broadcasters award for the 
best continuous news coverage 
among all Texas radio stations. 


e Chicago Mayor Richard J. Daley, 
in cooperation with WAIT, Chi- 
cago, designated Sept. 8 as “Com- 
munity Clubs Day in Chicago,” 


/asking all citizens to fully support 


the civic, cultural and charitable 
women’s organizations in the City 
of Chicago. 


e A new merchandising service 
with the twin objectives of in- 
forming retailers and helping ad- 
vertisers sell their products has 
been launched by House Beautiful. 
Called “Advance Retail Trade 
News,” the service is a full-scale, 
five-column newspaper which pre- 
views highlights from future issues 
of the magazine, lists advertisers, 
illustrates their ads or products 
and features their tie-in material. 


e “Bowling USA,” an eight-page 
rotogravure section which com- 
bined editorial and advertising 
content designed to interest and 
inform Chicago bowlers and en- 
courage other readers to join the 
(Continued on Page 106) 


Big 
Hard Core 


One of our competitors told us recently: 


“Your readers with youngsters in their 
families are the most loyal hard core of 
any newspaper's circulation in New York. 

“Your Mirror Youth Program holds them 

so tight that we just can’t break them 
away!’’ 
With 119 388 boys and girls participating 
in it in 1959, watched by 1,279,042 spec- 
tators, that's a pretty big hard core — the 
cream of the mass market. 


Make 
The Mirror 
a MUSTI 
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KLZ of Denver... Salutes... 
A Radio-Active Business Executive 


Mr. Eugene H. Adams, President of the First National Bank of 
Denver which is celebrating its 100th anniversary this year. Mr. 
Adams joined International Trust Company in 1934, and after the 
merger of that organization with the First National in 1958, served 
as Executive Vice President until elected to the Presidency in 1959. 
KLZ Radio plays an important part in Mr. Adams’ advertising plans, 
For seven years, with both International Trust and the First Na- 
tional Bank of Denver, Mr. Adams has chosen KLZ Radio's 6:15 
.m. Carl Akers’ newscasts to further the growth of the organization 

heads. Let KLZ Radio do your pre-selling in the rich Denver- 


Rocky Mountain Area. 
radio 


KLZ or: 


COUNT THE sPOTS—Residents of St. Louis really did see spots before 

their eyes recently as Miss WIL Polka Dot Bikini rode around town 

in her polka dot convertible to promote the “Itsy Bitsy Teenie 

Weenie Polka Dot Bikini” contest, sponsored by WIL, St. Louis. 

Contestants estimated the number of dots found on the model and 
the convertible. 


MR. EUGENE ADAMS 
Pres., First National Bank of Denver 


CBS for The Rocky Mountain Area + Call KATZ or Lee Fondren, Denver sport, was ‘published by the Chi-|e The first of a series of Ladies’ 
cago Sunday Tribune Sept. 11. Home Journal outdoor posters car- 


Through the Bureau of Standards with 


Three Barleycorns and a Nose Tip 


Pinch, the noun, used to be a unit of 
measure—the quantity of a commodity that 
could be taken between thumb and fore- 
finger. An inch was the length of the termi- 
nal joint of the thumb—or the length of 
three barleycorns laid end to end (which, 
properly fermentec, could be stretched to a 
mile). The hand, in case you have any tall 
horses to measure, is just what you think; 
equally prosaic is the origin of foot. Yard 
was the distance from nose tip to fingertips 
of a man’s arm extended parallel to the 
ground; it was also a step’s length, except to 
that breed apart, Yale men, who made it 
hallowed ground. An acre was what a yoke 
of oxen (and a man) could plow in a day, a 
rod four yoked oxen abreast. A score was a 
mere tally mark, an abacus a matter of slid- 
ing pebbles (not unlike devices encounted 
by men whose misspent youth included visits 
to the pool hall). 


This was pretty subjective stuff. Today 
the length of a yard is precisely delineated 
by a metal rod kept by the Bureau of Stand- 
‘ards. Its length is constant, regardless of 
whether Republican or Democratic nose tips 
are involved (although temperature varia- 
tions can measurably change the length of 
a piece of metal). With reasonable accuracy 
we measure gross national product (in dol- 
lars that vary), the dimensions of Miss 
America (not measured in pinches), the 
amount of Grade A land in Iowa (25% of 
the nation’s total—in rich acres), and the 
number of television sets in WMT-TV’s 


coverage area (426,000) and we figure that 
most are working. 


We segue to another measurement, a mod- 
ern-day manifestation slightly larger than a 
man’s hand that, with biblical verisimilitude, 
grows by statistical projection. We refer to 
surveys. Of these there are several types, 
varying in depth, breadth, and method. But 
no matter which ones for our area you sub- 
scribe to, WMT-TV leads in all time periods 
from 9 a.m. until sign-off in share of audi- 
ence, Sunday through Saturday. 


WMT-TV. Cedar Rapids—Waterloo. CBS 
Television for Eastern lowa. Affiliated with 
WMT Radio; KWMT Fort Dodge. National 
Representatives: The Katz Agency. 


rying a personalized salutation to 
a leading agency executive ap- 
peared on station platforms in the 
suburban areas of New York on 
Sept. 2. Each morning along the 
commuter lines, posters will ad- 
dress different agency men at the 
New Haven and New York Central 
railroad stations where they board 
the train. The initial message read: 
“Good Morning, Mr. Koming. This 
is to remind you that “When the 
Journal speaks—Women listen’.” 


e The 18th annual “Composite 
Edition of Business & Industrial 
Advertising” has been published 
by the Wall Street Journal. The 
142-page collection shows how 545 
companies advertised to the Jour- 
nal’s business audience during the 
first half of 1960. Companies and 
their agencies are indexed by al- 
phabetical order. The Composite is 
available on request from the Ad- 
vertising Promotion Department, 
the Wall Street Journal, 44 Broad 
St., New York 4. 


e General Mills used a two-color 
gatefold spread, inside cover spread 
and extra page of advertising to 
feature four of its products in the 
1960 Nargus-Post “Food Store 
Spectacular” in the September is- 
sue of the Nargus Bulletin. The 
Nargus-Post promotion is the 
fourth annual nationwide promo- 
tion of famous brands, co-spon- 
sored by Nargus and The Saturday 
Evening Post. 


e A $1 baby savings account is be- 
ing offered by WIP, Philadelphia, 
to the first 100 parents to write 
into the station about the new ar- 
rivals each month. 


e “Portrait of the Urban Negro 
Household,” a study illustrating 
the nature of the social processes 
going on within the economy of the 
urban Negro and showing the im- 
pact of these processes upon brand 
advertising, brand decisions and 
brand communication, has been 
published by and is available from 
Johnson Publishing Co., Research 
Department, 1820 S. Michigan Ave., 
Chicago 16. 


e Department of New Laurels: 

Second quarter circulation for 
Everywoman’s Family Circle av- 
eraged 5,317,652, a gain of 338,051 
over the same period last year. 

The Times-Mirror Co., Los An- 
geles, reports revenue of $57,471,- 
652 for the 28 weeks ended July 
10, compared to $50,036,198 for the 
same period last year. 

The Contractor carried 647 ad- 
vertising pages during the first 
nine months of 1960, a 24.2% gain 
over the 529 pages carried during 
the same period in 1959. # 


Brown Rejoins Schwab, Beatty 

Don Brown, mail-order consult- 
ant, has rejoined Schwab, Beatty 
& Porter, New York, as a copy- 
writer. 
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“We seem to be preparing, not to retaliate, 
but to obliterate.” says Maj. Gen. John B. Medaris. 
former Army missile chief, as he analyzes 


U.S. military policy in the current LOOK. 

Writing boldly, candidly, with complete freedom 

in his first article as a civilian, he urges us to: 
“End the numbers racket of excessive ICBM 's.” 
“Begin production of antimissile missiles.” 


“Cut away nine-tenths of Pentagon bureaucracy.” 
We must act. he says, to attain what we do vot have: 

“the world’s most efficient military establishment.” 
From the mind and heart of a man who knows his subject 
because he dived it comes an exclusive, authoritative 
report...in LooK, the exciting story of people. 


PEOPLE ARE THE PURPOSE—PEOPLE ARE THE POWER 
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From “HOW TO RESCUE OUR DEFENSE EFFORT” 
by Maj. Gen. John B. Medaris, in the Sept. 27, 1960, LOOK 
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Powderless etching for screen deepening in 


copper originals takes its place among the most 
important developments in the high achievement 
of letterpress reproduction. 


It is ineffective, however, if the initial photo- 
graphic steps of density controls, masking and 
screened negatives are not governed by the 
exacting requirements of this revolutionary 


etching technique. FOR THE KIDS—Sweets Co. of America, Hoboken, N. J., has launched 
a national outdoor campaign to introduce its new Tootsie Roll ice 
cream bar. The agency is Henry Eisen Advertising, New York. 
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B N Calley VP; FT arg Th 
booed Hollywood Ottice CCh -” ted 
HUTCHINGS & MELVILLE, Inc. John N. Calley, director of new| Rug Shampoo Makers 


. gram development of Ted Bates 
custom photoengraving oe Week. lene been wnat . 
4043 N. Ravenswood Avenue, Chicago 13 eet Serer eee _ Advertised Falsely 


a vp. 

‘ WASHINGTON, Sept. 13—Three 

Bates has moved its Hollywood - 

sii lett ith deri hi ‘ginal office to larger quarters at 8530 rroegg Band gen ogg gy oa 
Expert pre-correction in correlation with powderless etching of copper originals Wilshire Blvd. | by the Betecal Trate Cosmmtedon. 
| The three—Glamorene Inc., Clif- 
|ton, N. J.; Bissell Inc., Grand 
Rapids, Mich.; and Glamour Prod- 
ucts Inc., Syracuse, N.Y.—were 
charged with falsely advertising 
that their shampoos are as effec- 
tive in cleaning rugs and carpets as 
professional cleaners. Also, the 
<2 FTC complaint alleged, the compa- 
~ nies had misrepresented that their 
products will clean upholstery by 
spreading the shampoo over the 
upholstery and letting it dry. 


le The claims were advertised 
= |over radio and tv and in news- 
B |papers and magazines. A typical 
ad, according to FTC, stated: ““Now! 
shampoo your rugs with profes- 
sional results . . . No stooping or 


scrubbing!” 
In the Bissell complaint the 
FTC also levied four other charges. 
The company, according to FTC, 
misrepresented that its product, 
Shampoomaster, will remove ev- 
ery kind of stain that professional 

S H E . ‘Amateur Hour’ Moves to CBS; 

NBC, ABC Add Sponsors 

J. B. Williams Co., New York, 
which has sponsored Ted Mack’s 
“Original Amateur Hour” for some 
time, has arranged to move the 
show from Monday, 10:30 p.m., 


cleaners will remove; will give rugs 
, professional-type cleaning for one- 
ea tenth the cost; will dry clean rugs; 
and will clean a rug twice as clean 

EDT, on ABC-TV to Sunday, 5 

p.m., on CBS-TV, effective Oct. 2. 

One of tv’s oldest shows, “Amateur 
Hour” ran on CBS Sunday at 5:30 

‘ a few years ago. Parkson Adver- 

This July the U. S. Department of Commerce tising Agency handles J. B. Wil- 

, officiall isct Lie liams Co. 

icially disclosed that Fort Lauderdale-Hollywood, Geass daw snhees oi. thn we 


as any other rug shampoo. # 
(Fla.) is the fastest growing standard Statistical works, Brown & Williamson To- 
bacco Corp. (Keyes, Madden & 


Metropolitan Area in the country. Jones) has bought participations in 

’ NBC-TV’s “Outlaws,” “Riverboat” 

= | . = What a market / and “Dan Raven.” At ABC-TV, 

5 es : Brillo Mfg. Co. (J. Walter Th - 

. & The 1960 census reveals a current population of aa Co.) pote Tarts ol I. Ml. 
329,406 for the Broward County Fort Lauderdale- Mathes Inc.) have ordered partic- 


ipations in “The Islanders.” 
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Hollywood area. 


Bolling Promotes Miller; 
What quuth / Four Others Appointed 


; a salesman with Bolling Co., New 
a during the last 10 years. York, radio-tv station representa- 


This is a 293% increase in population racked up Arthas J. Miier Jr. previously 
tive, has been promoted to sales 


For details on this big, bustling new market and its manager of the radio division. He 


replaced Lloyd Raskopf, who re- 
signed to join Crosley Broadcast- 


prosperous buyers, contact the newspaper that 


gives you 50% more circulation* in Broward — Corp. as 8 tv account execu- 
County and 147% more circulation* in Fort Lauder- Bolling also promoted Norma 


apie ¢ : ~ Walsh of its Boston staff to manag- 

Hovidas No. / Evening Newspaper YT total advertising! dale than any other newspaper. er of that office. In New York, 
Bolling has added salesman Henry 

ORS st s Soe, . : *Audit Bureau of Circulations Gulick, formerly with the New 

of ' * 

\eésad Wee JFORT LAUDERDALE NEWS 


A : York Subways Advertising Co.; 
Period ending March 31, 1960 Dan O’Neill, previously with War- 


or a Fort Lauderdale, Florida wick & Legler, and Jerry Warren, 
=e = a , . ’ . ‘ E : formerly with the Bartell Family 
National representatives ; Weard-Griffith Company, Inc., and in Florida by Publishers’ Representative of Florida, Jacksonville. Radio Group. 
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Old Chief Posey was still a renegade Indian north of 
the Grand Canyon when C. E. “Charlie”? Gillham first 
went to work as a government hunter for the old Bio- 
logical Survey in Arizona. It was there, under the tute- 
lage of the famous trapper Bill Casto, that Charlie gunned 
his first coyote and lobo as a rank greenhorn. The year 
was 1923. Since then, whether it be locating the nesting 
grounds of the Ross Snow Goose, operating as a Missis- 
sippi Flyway Biologist, or eating boiled fish heads with 
Eskimos in the Yukon, Charlie has been a man on the go. 


Most of these days Charlie is on the go for Field & 
Stream. As Southwest Editor, headquartered in Sedona, 
Arizona, he, along with fifteen other world-ranging edi- 
tors, provides Field & Stream with the most comprehen- 
sive, authoritative editorial coverage in the business. 


Since Field & Streamers are doers, not dreamers, the 
editorial accent is on GO. By car, airplane, boat, mule 


pack and canoe, 1,100,000-plus Field & Streamers travel 
an average of over 6,000 miles each, annually, on fishing 
and camping and hunting trips. That’s why Field & 
Stream ranks fourth among all magazines in Resort Pro- 
motion advertising, first among sportsmen’s magazines. 


This prime market of doers can be your key to market- 
ing success. For the 50th consecutive year, more adver- 
tisers are using more space in Field & Stream than in 
any other sportsman’s magazine . . . because its readers 
have always been notable doers, and spenders. 


FieldeStream 


America’s Number One Sportsmen’s Magazine 
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1 Get your product into 
original specifications. 

2 Build a cream prospect 
list for salesmen. 

3 Save salesmen’s time for 
selling. 

4 Close orders before com- 
petition develops. 

5 Make your sales story easy 
to grasp and remember. 

6 Reach key buying influ- 
ences with your story. 

7 Inject your product into 
more buying conversations. 


14 


TESTED WAYS 10 
BUILD SALES AND 
CUT SALES COST” 


8 Lead dealer salesmen to 
favor your product. 

9 Be recommended by 
salesmen selling related 
products. 

10 Funnel demand to stand- 
ard sizes and styles. 

11 Sell related equipment 
with primary purchase. 

12 Make it easy for pros- 
pects to sell themseives. 

13 Inspire confidence in 
your salesmen. 

14 Keep your product sold 
by assuring proper use. 


All of these things can be done by a single Perrygraf Slide-Chart. Thousands can be put to 
work for the price of a trade paper advertisement, Complete design and manufacture will be 
done for you by Perrygraf Corporation. SEND FOR FREE BOOKLET TODAY. 


PERRYGRAF 


slide-charts 
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‘Politicos Love TV, 
TV Guide’ Reports 


| Rapnor, Pa., Sept. 13—Next to 
shaking constituents’ hands and 
kissing babies, politicians vote for 
television as the most effective tool 
in their campaigns. 

This fact will be pointed out in 
an article in the Sept. 17 TV Guide, 
based on a survey made by the 
magazine among members of the 
Senate and the House of Repre- 
|sentatives. Of these respondents, 
128% named tv as the most effec- 
|tive medium in their most recent 
lcampaign. Television was second 
lonly to personal appearances, 
|which were ranked as the best 
|campaign technique by 44%. The 
| vote for other media was as fol- 
|lows: Direct mail, 9%; newspaper 
jads, 7%; handbills, 4%; outdoor, 
14%; radio, 3%; others, 1%. 
| One of the strongest votes for 
television came from the Senate 
minority leader, Everett Dirksen 
| (R., Ill.), who said, “I don’t believe 


“Made it after all! Didn't take us any time 


to agree on Huntington-Charleston and WSAZ-TV/” 


LOOK AT THE HUNTINGTON-CHARLESTON MARKET—and you see a Dynamic Circle that cuts across 4 states, em- 
braces 68 counties of concentrated industrial might and bulging payrolls. Here, in the “American Ruhr” 
region of the great Ohio Valley, live more than 2 million industrious people with $4 billion to spend annually. 
WSAZ.-TV is the only single medium that covers the 440,000 TV homes in this tremendously important 
market. For WSAZ-TV’s power and programming created the 

market. Chances are it’s high on your must-buy list. Better make - 

sure. A Katz Agency man would welcome a chance to tell you more. 


HUNTINGTON + CHARLESTON —~ CHANNEL 3NB 


dvertising Age, September 19, 1960 
FRRReR D ehter oe an. Wt 
. freshest 
1% idea 
in 
melba * a 


LET US GIVE YOU OLD LONDON'SS 
NEW 4 FRESH-PACK BOX FREE...SO YOU'LL 
KNOW HOW CRISP MELBA TOAST CAN BE’ 


WANT A QUARTER?—Old London 
Foods Inc. will use this page in the 
October Good Housekeeping—plus 
participations on four tv programs 
—to offer consumers a 25¢ refund 
for mailing a box front from a 
package of Old London melba 
toast. Tv advertising will run on 
ABC’s “Beat the Clock,’ “Who Do 
You Trust?” “Day in Court” and 
“Love that Bob.” Richard K. Man- 
off Inc., New York, is the agency. 


there is the slightest doubt any 
|}more in anybody’s mind—be he 
| politician or not—that the instru- 
mentality of television today is the 
| Sreatest single force for conveying 
a message to, or securing a hearing 
| with, the electorate.” 


# Among some of the other pro- 
ponents for tv in campaigning Sen. 
Thruston B. Morton (R., Ky.), 
chairman of the Republican Na- 
tional Committee, said, “Television 
is changing politics. With tv mak- 
ing it possible for candidates 
to reach the voters in quiet, think- 
ing moments at home, a man who 
is reasonably articulate in good 
person-to-person conversation can 
be a successful politician without 
any talent in verbose oratory and 
‘platform’ speaking.” 

Said one convention keynoter, 
Rep. Walter H. Judd (R., Minn), 
“I got more response and com- 
ments on my scheduled television 
|appearances than from all other 
|campaign techniques I used, even 
| though these other techniques took 
| infinitely more time and effort.” 

Sen. William Proxmire (D., 
Wis.) commented, “There is just 
no substitute for the magic of tele- 
vision. Impact and efficiency—how 
can they be beat?” 


= The TV Guide survey indicated 
that among the congressmen seek- 
ing re-election 29% expected to 
step up their use of tv, while 63% 
|thought they would use about the 
same amount as in their last cam- 
paigns, and 8% expected to use 
| less. 
| The straight speech was voted 
| the least effective tv political pro- 
|gram by 50% of the respondents, 
|but candidates from the south like 
| this old-fashioned technique. Nei- 
ther Republicans nor Democrats 
recommend the open debate 
| form, except for Presidential can- 
| didates, but both groups said they 
| would welcome a chance to share 
|the same programs with their 
opponents for successive addresses. 
The interview show was selected 
by 45% of the politicians as the 
most valuable tv form for them. 
Five-minute segments were se- 
lected as the most effective length 
by 42% of the congressmen. Among 
the remainder, 27% chose 10- to 
20-second spots, 23% named 15- 
minute programs and 8% chose 
half-hour shows. # 


Rowland Names Kupper 

Rowland Products, Kensington, 
Conn., maker of plastics for the 
optical trade, has switched its ac- 
count from Wilson, Haight, Welch 
& Grover, Hartford, to Arnold 
Kupper Advertising, Hartford. 
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Why are so many important peop 


Senator Herman E. Talmadge (Dem., Georgia) 
—brought the NATION’S BusINESS article,“ Right 
to Speak Prevents Tyranny by Majority,” to the 
official attention of his colleagues by having it 
reprinted in the Congressional Record. 


* * * 


Balance of information and opinion is as 
important to legislators as it is to businessmen 
—and it’s also an important characteristic of 
NATION’s BusINess. Senator Talmadge—and 
many other congressmen—find NATION'S 


YOU 


. 


BUSINESS a source of reasoned, temperate, some- 
times almost judicial opinion on important 
issues of the day. 

Businessmen, too, appreciate its objectivity 
in the handling of events in Washington and the 
world that affect the course of business. Each 
month, some 750,000 presidents, owners, part- 
ners and other top executives in more than 
500,000 business firms across the country turn 
to its pages for a useful look ahead at issues, 
developments and legislation that will shape 
the business future. 


reading Nation's Business? 


(Senators, for example ) 


This background of objective, useful infor- 
mation for businessmen is one reason why 
NATION’S BusINEss is 14%, ahead of last year in 
advertising pages.* It’s also one reason why 
advertising in NATION’S BUSINESS can build a 
favorable corporate image for your company 
. .. create acceptance for its products . . . an- 
nounce new policies . . . or produce leads and 
make direct sales calls on more of the nation’s 
businessmen than you can reach with any other 


management magazine. 
*First 7 months. 


ADVERTISE IN NATION’S BUSINESS...TO SELL MORE OF THE NATION’S BUSINESS 


711 THIRD AVENUE, NEW YORK 17, N. Y. 
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NEWS! 


NO INCREASE 
IN RATES FOR 


FIRST HALF 61} 


Parade circulation is increasing substantially (884,000 in the last year). 
An important part of this increase has been achieved by Parade dis- 
tributing newspapers without expensive promotions to force the growth. 
This is not true of most general magazines. Reluctant subscribers are 
forced to order, by ever gaudier deckle-edged, gilt-lined, cut-rate, 
pay-later offers by air mail and telephone. 

The advertiser pays the bill. Many publications are raising rates, not 
only for increased circulation, but also for added costs. 

But, as a result of operating efficiency, Parade has avoided raising 
basic charges, both to distributing newspapers and to advertisers— 
despite rising costs for an improved product. 


In fact, throughout the last half of 1960, Parade is delivering its new , 
high in circulation at a cost-per-thousand lower than was charged 
during the last half of 1959. 

Parade continues to hold the line. Current advertising rates (card #36) 
will remain in effect through July 2, 1961 with rates guaranteed. 
Based on past performance, it is expected that additional newspapers 
will begin distributing Parade during the next six to nine months. The 
circulation of such newspapers will be delivered as bonus through 
July 2, 1961. 

No need to wait or wonder about 1961 rates. Place firm first-half 
orders now without fear of rate change. 


PARADE 


The Magazine Section 
of 65 Leading 
Sunday Newspapers 
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Advertising Age 


eature Section 


Stebbins Favors Fewer Sacred Cows 
C. M. Questions Some Logic 
Test Your Facts with Leber's Quiz 


Better TV Commercial Research Needed 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Brave Bulls and Sacred Cows... 


THE NATIONAL NEWSPAPER OF MARKETING ~~. 


‘Don't Be Bludgeoned by Committees,’ Stebbins Urges, 
- in Plea for Freedom in Creative Function 


A creative renaissance in advertising—and Hal Stebbins sees evi- 
dence that there is one—calls for more brave bulls who know their 
way around the china shops, and fewer sacred cows to block their 
path. In his speech at the Creative Workshop sponsored by Adver- 
tising Age, reproduced here in full, Mr. Stebbins maintains there 
can be—and is—advertising that is fresh and daring and exciting 


and still makes sales sense. 


By Hal Stebbins 
President, Hal Stebbins Inc. 
Los Angeles 


Today, when there is so much compe- 
tition for the same segment of the same 
dollar—so much competition for the eye 
and ear of the consumer—so much clamor 
for truth and taste in advertising, why do 
so many real ideas 
lie stiff and cold in 
advertising’s dead 
house? 

Is it because we 
have a scarcity of 
brave bulls? Or be- 
cause we have too 
many sacred cows? 

Some bright soul, 
hired when the 
comptroller wasn’t 
looking, turns out 
something that he 
should because no one has told him that 
he shouldn’t. It is good. It is fresh. It is 
virile. It has the ring of sincerity. It uses 
a surprise gimmick: the truth. And it is 
written without benefit of clergy or com- 
mittee. (I once defined “committee” as “a 
group of men afraid of an idea.” That 
definition still stands.) 

What happens? 

The surgical team moves in. One am- 
putates. One emasculates. One enucleates. 
One eviscerates. The result is not a cam- 
paign but a cadaver. 


Hal Stebbins 


s When will advertisers (and the agen- 
cies that serve them) learn to quit paw- 
ing copy to death? When will they learn 
we are dealing not alone with the wonder 
of words but with the wonder of people 
and the throbbing world in which these 
people live? When will they learn that, 
while you can edit copy, you can’t edit 
the mind that produces it? 

You can discipline diction but you can’t 
regiment men. And how can you compose 
a score that moves people when there is 
no fresh, bounding pulse—just the meas- 
ured tick-tock of a mental metronome? 

Yes, this is a speech in behalf of free- 
dom of speech. 

You hear people say that what we need 
in advertising today are “angry young 
men.” That points the adrenals in the 
right direction, but I don’t think this 
quite defines it. We need seasoned young 
men who are generated by healthy dis- 
content; who are not satisfied with wit- 
less wit and brittle brilliance; young 
men eager to release what Browning (in 


his “Paracelsus”) calls 


splendor.” 


“imprisoned 


# In his “Lives of the Painters” Vasari 
tells how eating interfered with his work. 
So he took to living entirely on hard- 
boiled eggs. What this did to his choles- 
terol level we will never know. But we 
do know he cooked 100 eggs at a time and 
kept a basketfull at his easel. 

That is one way to simplify the pursuit 
of beauty—and also the pursuit of ad- 
vertising copy. But this business doesn’t 
need more eggheads. It needs more heads 
that do not thrive on predigested diets 
and formulas; whose mental menus are 
always a la carte and never table d’hote; 
who go in for individual brain-cudgeling 
rather than collective brain-storming. 

We need young men who are smart 
enough not to laugh at something tried 
and true, but original enough to devise 
new ways to project that truth—to give 
it new magic and color and imagery. And, 
above all, to present the unexpected and 
still make sense. 


The Smart and Smart Aleck 

Anyone can start out in left field and 
stay there. The problem is to flag the 
eye of the guy in the bleachers and still 
wind up at home plate. For example: 

When my friend David Ogilvy uses a 
man with an eye patch to focus on Hatha- 
way shirts, that is an obvious attention- 
device. But the fact remains there are 
people in real life who wear eye patches. 
In similar fashion, when he uses Com- 
mander Whitehead to sell Schweppes 
quinine water, it would not be too diffi- 
cult to find men, even in crew-cut 
America, to match his follicular foliage. 
But you would hardly find what Jose 
Cuervo tequila asks our eyes to believe: 
Three oddly assorted gents in white-ties- 
and-tails—in full Emily Post regalia 
down to the boutonniere—drinking “a 
toast to Margarita” while their red shoes 
hug a brass rail. 

It is the difference between intrinsic 
and extrinsic sensation. One is a cultural 
outgrowth of the product or story behind 
it. It belongs. The other is literally 
dragged in by its feet—just to get at- 
tention. One is smart. The other is smart 
aleck. 


® As our field glasses today sweep the 
current scene, we might—with righteous 
resignation—say that advertising, like 
West Virginia, is “a darn good state for 


the shape it’s in.” 

But the hard core of truth is this: Our 
advertising economy is no different from 
our physiologic economy. If your little 
finger is sick, your whole body is sick. 
And a good deal of this advertising sick- 
ness starts at the top. Top management 
isn’t infallible. If it were, there would not 
be so much mismanagement of advertis- 
ing. 

As a result, many campaigns hailed as 
great successes today achieve their ends 
only through physical and fiscal momen- 
tum. Their schedules are thick but their 
themes are thin. They are rich in linage 
but poor in image. True, they have shock. 
They have power. They have what mar- 
tial men at the Pentagon call “massive 
retaliation.” But they don’t hit home be- 
cause the human equation always tran- 
scends the mathematical. They lack au- 
thority and conviction. 

I recall Alex Woollcott telling about a 
luncheon where his friend Chesterton 
discussed for hours the relationship be- 
tween power and authority. Said the 
massive G.K.: “If a rhinoceros were to 
enter this restaurant now, there is no 
denying he would have great power 
here. But I should be the first to rise and 
assure him that he had no authority 
whatever.” 

You do not fall heir to the voice of 
authority through bonanza budgets or 
through commanding space and lavish 
art. You have to earn it through creative 
spark and sustained sincerity. And you 
get it by turning over all the salient facts 


* to competent craftsmen—and then leav- 


ing them alone. For only in that way will 
they have the courage to question and the 


A Featured Presentation 
From the Third Annual 


Summer Workshop on 


Creativity in Advertising 
Sponsored by Advertising Age 


boldness to grow. And as you well know, 
“the formula for failure is to try to please 
everybody.” 

We must remember, too, that in addi- 
tion to the bare-faced lie and the half- 
truth in advertising, we have to contend 
with a sister sin: bad taste. Many who are 
guilty of bad taste—of fast-buck-and- 
bait copy—are fully aware of what they 
are doing. Down deep they think they 
are smarter than you are. Actually they 
are conceited asses. Or, possibly, in an 
increasingly impossible world, they are 
unwitting allies of an odd Russian sect 
Paul Tabori talks about in his anything- 
but-stupid book: “The Natural Science 


of Stupidity.” This sect, known as Chis- 
leniki (our fiery friend Nikita would give 
it the right Russian roll), is taught: “Men 
must be saved from sin. But if they do 
not sin, they cannot be saved. Therefore 
sin is the first step on the road to salva- 
tion.” 

The moral, obviously, is to try anything 
until you can’t get away with it. Then 
try something else. 

I look forward to the day (and it may 
not be far away) when every advertising 
agency of stature will have on its payroll 
a seasoned individual with a panoramic 
mind and a passion for anonymity; some- 
one who will work not for the agency, not 
for the client, but for the ultimate con- 
sumer—who, in the final sense, is the 
only boss we have. It will be the function 
of this agency observer to view the 
finished product with clinical detachment 
and objectivity; to assay its honesty and 
assess its integrity; to forget who wrote 
the copy and who did the art; to disasso- 
ciate his appraisal from any “inside in- 
formation” he may have on marketing 
strategy; to look with cold eye and listen 
with indifferent ear. In short: to begin at 
the end—which is precisely what the 
reader or viewer does. 


s Not too many weeks ago Sid Bernstein 
of ADVERTISING AGE went down for the 
third time and came up with this: “We 
are drowning in a sea of advertising, with 
which we are physically unable to cope. 
And the result is less effective advertis- 
ing. The average American is exposed to 
1,500 advertising messages every day— 
and there’s no end in sight.” 

Everyone agrees on the malady. Few 
agree on the remedy. Many feel it is 
research—and more research. I’m afraid 
I do not concur. 

In a long-ago Copy Capsule I said, 
“Facts First—you’ve got to know before 
you go.” But what counts in the finals is 
what you do with these facts. How do 
you couple the moment of truth with the 
moment of drama? How do you cross the 
moat to people’s lives—and tie your story 
to their hopes and fears, their joys and 
tears? How do you get them to listen, not 
because you want them to listen, but 
because they want to listen? How do you 
persuade them that what you offer means 
more to them than the money it costs? 
In short: How do you move products by 
moving people? 

Through research? Through ‘logic and 
logarithms? Through charts and graphs? 
Hardly. 


Learn When to Throw Away the Book 

From a creative standpoint—and that 
is what I am talking about today—re- 
search is a guide, not a god; a thermo- 
meter, not a physician. People who can 
tell you with pregnant finality what is 
going on in other people’s minds are 
easily susceptible to miscarriage. So 
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there’s nothing like having a good salt 
shaker handy when research is offered as 
the main fare of the day. It should be 
used sparingly with a generous admix- 
ture of horse sense. It is condiment, not 
nutriment. It may supply clues and cues 
to creativity, and sometimes a check list 
on results. But one head on fire with 
insight and imagination, coupled with a 
healthy respect for facts, can outwit and 
outweigh ten tomes of cold research. 

I’m sure you’ve heard the old analogy 
of the drunk who uses a lamppost for 
support rather than illumination. That 
applies with equal force to many execu- 
tives—inside advertising and out—who 
have become chronic addicts of research. 
There is something in knowing when to 
throw the book away. 

Moreover, some of those schooled and 
skilled in research are frank to admit 
there are times when it is, at best, a 
pseudo-science. They themselves get 
lost in the cerebral weeds—to the point 
where they don’t know the difference 
between phycology and psychology. 


es If today there is a genuine creative 
renaissance in advertising—and I sin- 
cerely feel there is—it is due to the 
tempo and temper of the times—to in- 
vention born of desperation—to the revolt 
against the sinister sameness, the pat 
and pretty, the trite and tired, in adver- 
tising. And it’s due to the increasing 
clamor for the public eye and ear and the 
decreasing span of attention. It is a mad 
race not only for money but for time— 
time to look and listen, to read and heed. 

What’s more, our world, as mirrored in 
the daily press, is a world of chronic 
crisis. Since we are human, our personal 
problems inevitably loom large—to us. 
But in an atomic world they are, at best, 
tremendous trifles. So if your advertis- 
ing hasn’t instant impact, if it doesn’t at 
once communicate and connect, if there 
isn’t a wholly different feel and look 
about it, what chance has it of breaking 
through this formidable barrier? What 
chance of survival, let alone success? 

All the diligent research, all the mar- 
keting strategy, all the well-intentioned 
plans boards, all the statistical science in 
the world, can’t supply the answer. For 
the answer lies in the heart of man: the 
art of persuasion. 


# I can teach almost any fool how to 
write. But I can’t teach him how to think, 
how to feel, how to make people behave 
the way we want them to. “Feeling,” 
observed the late, great art critic Bernard 
Berenson, “is the only criterion.” That 
applies with equal felicity to the art of 
persuasion. 

And please remember I said persuasion, 
not coercion. You can knock a man down 
and still be a gentleman. Or you can 
knock him on the head until he is dead. 

That is why many top-tier creative 
men do not allow themselves to be bludg- 
eoned by committees who point to hard- 
and-fast rules. They do not laugh at the 
work of earnest and dispassionate men 
on the other side of the desk, but they do 
not accept as sacred and inviolate every 
finding handed down. Bitter experience 
has taught that a deduction may be a 
quick way of arriving at the wrong con- 
clusion. The best-laid plans of Madison 
Ave. and Michigan Ave. often fail to 
register at the register. 

That is why, too, the creative mind 
should not allow what happens today to 
blight its spirit; to blunt its edge; to 
dwarf, defeat or disappoint. A sound idea 
has a lusty way of being reborn—and 
surviving. 


‘Competent Craftsmen’ Defined 
This is just as good a place as any to 
hammer home some all-important points: 


e When I talk about competent craftsmen 
I’m talking about admen who know the 
whole score; who pay homage to neither 
“hard sell” nor “soft sell” but to “smart 
sell”; who make sure the treatment fits 
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the diagnosis and not the reverse. 


e I’m talking about real pros who don’t 
play to the gallery; who don’t produce 
advertising with one eye on high Starch 
and another on high honors at the next 
art directors’ show. 


e I’m talking about men who know when 
no art is smart and no text is smarter; 
who don’t think in terms of the individ- 
ual pieces but of the finished production; 
who appreciate there’s only one act in 
this drama and that is Act One. 


e I’m talking about advertising that is 
fresh and daring and exciting and still 
makes sales sense. And please don’t tell 
me you can’t have both, because you can. 


e I’m talking about advertising that has 
warmth and welcome in its very look; 
that has something to say and says it; 
and that isn’t ashamed to dispense in- 
formation people want if they want the 
product or service at all. 


I concede without debate that the man 
who can say things without saying them 
is a great copywriter. But you can carry 
the art of omission too far. A good deal 
of our advertising today is like a good 
deal of our political oratory: It substi- 
tutes exclamation for explanation. It is 
painfully devoid of information. It is 
neither salesmanship nor showmanship 
in print. It is just show-off-manship. 


s The big problem, of course, is to 
achieve not only attention but the right 
kind of attention. How do you do it? 
Through tricks and gimmicks? Through 
bare-bosomed babes? Through goofy gags? 
Through pop-eyed characters and cock- 
eyed exclamation points? No. You do it 
by putting quiet thunder into what you 
say. 

Every seasoned creative man knows 
this. Moreover, he knows that within him 
is a psychic censor—an honest enemy— 
who points out the faults of his work 
before he consigns it to ink or ether. He 
knows nothing is healthier than to com- 
mit mayhem on his own copy with his 
own hand. He remembers Sir Arthur 
Quiller-Couch’s sage advice: ‘Murder 
your darlings!” He concentrates; he 
creates; he amputates. But the point is, 
he does it himself! And since the client 
supplies the necessary ingredient of cash, 
he supplies the priceless ingredient of 
courage. 


= The creative process is a dual process: 
You build up by imagination, you tear 
down by analysis. But today, with such a 
vast outpouring of advertising on many 
fronts, it is not enough to synthesize and 


simplify. You must also edify. Or, as my . 


brilliant friend Bea Adams puts it— 
with feminine finality—“Surprise me!” 

You can be romantic and still be 
realistic. You can be solid without being 
stolid. You can be salty and still be 
serious. You can be different without 
being daffy. Your copy can be reason- 
why and still not be dry. For, you can 
let your head run gypsy-wild—just so 
long as you keep your feet on solid 
ground. 

The art of persuasion is an art at once 
simple and complex. Its precepts are not 
to be found in a hidebound book of laws 
but in an unwritten book of the human- 
ities. It is the art of self-effacement. Or, 
to put it another way, it is a case of in- 
clusion without intrusion. You’re always 
the little guy who isn’t there. The thing 
you’re selling is always the hero. 


= When you sum it up and simmer it 
down, we can look forward to a real 
creative renaissance in advertising only 
if the powers-that-be let go. If they insist 
on muddying the track they’ll wind up 
with plugs, not sparks; with plodders, 
not plotters. 

More and more, as self-service comes 
into play, as advertising becomes the 
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will be taken in by it. 


‘ ‘Thee iy FROM A TOBACCO EXPERT | 
_ ALL-TORAGOO FILTER 


Never dulls the taste as 
artificea fitters do! 


ALL-TOBAOCO TASTE 


* 
without @ fliter! 


A NEW KIND OF CIGARETTE 


hemtucky Kang: with the alt-tohecen filter made of 100% 
gokden tebsceo cut filter-fine. The best gews snokers 
ver had Cubs new Keatacky Kings hat discovered the 
way to make a fitter of tobmeno itself. . the all-tobaeco 
filter ter that af tobacco taste. lmprowes smoking with 
smooth Mevor vee miss from heads without 2 filter Yet, 
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Fighting Tobacco with Tobacco 


We are constantly amazed at the assumption made all too frequently by the 
advertising mind: that it can construct a sophism so plausible that everybody 


Here, for example, is an ad for a cigaret with an “all-tobacco filter—for 


_ New Kentucky Kings with — 
the ALE- TOBACCO FILTER 


that all-tobacco taste.” The “all-tobacco filter” is claimed never to “dull” 
the taste as “artificial” filters do. The tobacco in the “all-tobacco filter,” we 
are told, is cut “filter-fine,” but we are never told exactly what this means. 

Nowhere do we see any evidence that tobacco absorbs tars more effective- 
ly than processed cellulose used in filters generally. But, aside from that, we 
find it difficult to believe that a cigaret with an “all-tobacco filter” is any 
different from a cigaret that is all tobacco, without a filter. Who’s trying to 
kid whom? Was this cigaret developed because its manufacturer—or his lab- 
oratory technicians—actually discovered that tobacco filters better than cur- 
rently employed cellulose filters? Or did the “all-tobacco filter” start as a 
sales gimmick? For how different, really, is the tar filtration in this cigaret 
from a plain king-size or regular cigaret? 

Another thing puzzles us. If this “all-tobacco” flavor lets through more 
flavor than regular filters, how come it never “dulls” the taste as “artificial” 
filters do? Or doesn’t the copywriter expect us to question his “logic”? # 


total sales force for many products, the 
creative mechanism becomes the most 
important mechanism. Everything else is 
an accessory. For that is the only thing 
that makes vour advertising outstanding. 
And if your advertising today does not 
stand out, it doesn’t stand a chance. Busi- 
ness no longer can afford the luxury of 
mediocrity. 

Nor can business afford the luxury of 
having the boss, his family, his secre- 
taries, his pals at the country club, decide 
what is good for the advertising soul of 
his company. Or for its balance sheet. It 
is a truism to say that the man who pays 
for the space is not the man who makes 
that space pay. And, since I’m in a chari- 
table mood, I’ll go farther: Often the man 
who foots the bill is the poorest judge 
of what it takes to fill the till” 

Budget permitting, a dozen people may 
sit in, plan, suggest. But, when the chips 
are down, if copy is to have the ring of 
truth and the swing of conviction, it 
must be produced by a committee of one. 
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I have said it countless times—and I 
say it again: Copy isn’t all there is to 
advertising but it’s all there is to an 
advertisement. And when I say “copy” 
I mean everything that goes into the 
space or time you buy, including what is 
left out. 

It is easy to play it safe; to copy-cat; to 


. figure what has clicked before will click 


again. It is not so easy to be at once 
safe and seductive. Yet advertising today, 
if it is to earn its salt, must be alive and 
alert to the changing pattern of ouc times. 
It must reflect more daring, more courage, 
more spark and spirit. And it_must -mesh 
with the daily lives of the people with 
whom it communicates. 

So let’s have more brave bulls who 
know their way around creative china 
shops—and fewer sacred cows to block 
their path. Let’s give advertising a 
chance to show what it can do on its 
own—unbound by time-tattered theory; 
unfettered by formula; uncowed by com- 
mittees. + 
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There's no biz 
like competitive 
show Diz: 


ABC FIRST in rating, share of audience for last three Nielsen Reports, 
(weeks ending Aug. 14, 21, 28) covering 24 Markets where all three net- 
works have equal facilities— and offer viewers a clear, 3-way choice. (On 
the last two of these reports ABC led 4 nights out of 7.) 


ABC FIRST in rating, share of audience for first three 50-Market expanded 
Nielsen Reports (weeks ending July 3, 10, 24.*) Here again, all thrée net- 
works compete on equal facility basis. 


THE FRONT-RUNNING COMPETITIVE SHOW BIZ PROGRAMMING responsible for this 
track record will be further strengthened come Fall by the entry of, among 
others, THE ISLANDERS (Sun. 9:30-10:30 PM)...HONG KONG (Wed. 7:30-8:30 
PM)...THE LAW & MR. JONES (Fri. 10:30-11 PM)...THE ROARING 20’s (Sat. 7:30- 


8:30 PM)...odds-on favorites all. ABC TELEVI SION 


*SOURCE: NIELSEN 24 + 50 MARKET REPORTS 8 TO 10:30 P.M., MON.-SUN. (WEEK ENDING JULY 17 OMITTED BECAUSE OF CONVENTION TAKEOVER) 
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On the Merchandising Front... 


Check Your Volume in 
Department Store Branches 


By E. B. Weiss 


Within five years, most major depart- 
ment stores will be achieving a larger 
volume in their'total of branch units than 
in the main downtown store. 

At this very moment, this very situa- 
tion is true of some 
major department 
stores, and the num- 
ber to which it ap- 
plies is increasing 
rapidly. As a matter 
of fact, some of the 
newest branches of 
some department 
stores are, individ- 
ually, just about as 
large as the main 
store (or larger) so 
that, in at least a 
few instances, just one branch is turning 
in a volume that challenges the volume 
done by the old downtown unit. 

Yet it is a fact that some manufacturers 
have little more than a foggy notion of the 
role currently played by department store 
branches in the manufacturer’s total vol- 
ume with a department store. (One rea- 
son, of course, is that orders may come 
from the buyer at the main store and 
may also be shipped to the main store or 
main-store warehouse.) j 


E. B. Weiss 


= Several manufacturers who have 
checked their position in the branch units 
of department stores have come up with 
interesting (and sometimes disturbing) 
findings. One manufacturer, noting that 
a large department store chain reported 
that 40% of its volume now comes from 
its branch units (and that the branches 
were doing a higher percentage of vol- 
ume in this classification than the down- 
town unit), was disturbed to find that his 
volume with the branches of this store 
did not match these estimates. 

Further study disclosed that this com- 
pany’s salesmen rarely visited this store’s 
branches. In general, there was little 
contact, or communication, or planning 
between the manufacturer and the store 
branches—even within permissible limits. 


Employe Communications... 


The department store branch—as is 
true in all chain retailing—is being given 
greater autonomy. With branches now oc- 
cupying from 100,000 to over 200,000 sq. 
ft. of selling space, operation by remote 
control is clearly impossible. The branch 
manager and his staff are operating with 
vastly enlarged areas of responsibility— 
and this includes both a voice in the buy- 
ing decision and, more and more, the ac- 
tual buying. 

In addition, the branch staff will de- 
termine shelf allocation, shelf position, 
branch unit promotions, etc. The full 
scope of authority given to the branch 
staff will, of course, vary by department 
store—and it will even vary as between 
the various branches of a single depart- 
ment store chain. But there is no question 
that the broad trend is toward consid- 
erably greater autonomy for the branch 
unit of department stores. 


# It follows that many manufacturers will 
find it advisable to develop new lines of 
communication between their offices and 
the branch units of department stores. 
This may necessitate changes in the sales 
organization that will permit more fre- 
quent (and more informed) calls by sales- 
men on the branches. It may also make 
necessary more attention to the special 
inventory requirements of the branches 
(merchandise movement of a line at the 
main store and in the branches usually 
varies considerably), to the special fixtur- 
ing requirements of the branches (these 
are newer stores with heavy emphasis on 
luxurious decor), to the special promo- 
tional events of the branches (these may 
differ both in concept and in timing from 
events at the main store). 

All of this appears fearfully obvious. 
And it is. Yet the fact remains that, al- 
though the department store branch has 
now fully emerged as a large and new 
form of retailing, remarkably few manu- 
facturers selling to and through depart- 
ment stores have realigned their total 
marketing procedures to keep step with 
the present-day requirements and oppor- 
tunities of the department store branch. + 


Plea for the Light Touch in Publications 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

There are more champions of the joke 
page in the corporate press than the au- 
thors of this department were aware. 
Since applauding one of the publications 
of the Bell System (AA, Aug. 8, ’60), 
fellow-communicators around the country 
have indicated their approval of a little 
humor in the formidable forests of com- 
pany journalism. 

Another telephone company publica- 
tion earned several plaudits. The “News” 
is a substantial monthly magazine, 40 
pages and cover, published by Indiana 
Bell Telephone Co. in Indianapolis. It does 
a forthright job of reporting the activities 
of the company and its employes but, 
in the view of some communicators, one 
of its particular claims td fame is a page 
of jokes appearing on the inside back 
cover. One invitation to read this de- 
partment was accompanied by marked 
samples and the suggestion that “you 
might like to print a few of these jokes, 


just to show what Hoosiers laugh at.” 

Space restrictions in this AA feature 
section are such that we can’t pass on 
more than miniscule sampling, but in 
any event, here it is: “One of the quickest 
ways to meet new people is to pick up 
the wrong ball on a golf course.” ... 
“Never trust your wife’s judgment: Look 
who she married.” .. . “You learn more 
as you get older, but by then it’s not im- 
portant.” And this one, presumably for 
the female telephone company worker: 
“Housework is something you do that no- 
body notices until you don’t do it.” 

The Indiana Bell jokesmith at one point 
observes: “Every baseball team could use 
a man who plays every position superbly, 
never strikes out and never makes an 
error. Actually, every team has plenty of 
men like that but there’s no way to make 
’em lay down those hot dogs and come out 
of the grandstand.” 

At least a dozen examples of humor 
have rolled in recently, several of them 
acceptable specimens of good humor in 
the editorial page of the company pub- 
lication. It has been fairly standard prac- 
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BIZ QUIZ 


How much do you know or how good are you at guessing? Answers on 
Page 122. 


ie 


3. 88% of all homes in U. S. now have tv sets. Ten years ago the fig- 
ure was 
(A) 2% (B) 12% (Cc) 22% 


(A) 3.3% (B) 6.9% (c) 9.2% 
6. Largest-selling 50¢-or-over magazine is 
(A) Holiday (B) House Beautiful (C) Playboy 
7. Cost per page per thousand circulation for Life, Look and Satevepost 
runs about , 
(A) $2 (B) $4.50 (Cc) $8.25 
8. Of America's ten largest advertisers the one that spends the highest 
percentage of its sales on advertising is 
(A) General Motors (B) Colgate-Palmolive (C) Reynolds Tobacco 
9. Percentage of sales invested by department stores in advertising last 
year was 
(A) 2.7% (B) 5.4% (Cc) 8.1% 

10. When Campbell Soup Co. recently switched part of its advertising to 
another agency it was in line with the food giant's principle that an 
ayency must handle a certain volume of billings in order to make a 
satisfactory profit on an account. That volume is thought to be: 

(A) $500,000 (B) $2,000,000 (C) $5,000,000 

11. Britain's largest advertising agency is 
(A) J. Walter Thompson 
(B) London Press Exchange 
(C) S. H. Benson 

12. Current census shows that number of U. S. cities with over one mil- 
lion population is now 
(A) 5 (B) 10 (c) 15 

13. Saving of trading stamps is 
(A) Declining (B) Remaining fairly constant (C) Increasing 

14. Number of new items offered to a big food chain each year is 
(A) 700 (B) 7,000 (Cc) 70,000 

15. Transportation company with largest operating revenue is 
(A) American Airlines (B) Greyhound (C) Pennsylvania RR 

16. Which of these is largest? 

(A) The national debt 
(B) Life insurance in force 
(C) Sales of America’s 500 biggest industrial corporations 

17. Fringe benefits add to the average payroll about 
(A) 5% (B) 10% (c) 20% 

18. Of America's car-owning families those that operate two cars repre- 
sent 
(A) 1 out of 5 (B) 2 out of 5 (C) 3 out of 5 

19. Chilton is 
(A) A much-used type face 
(B) A term used in photography 
(C) A publisher of business papers 

20. Self-mailer means 


. Television Code of National Assn. of Broadcasters states that ‘‘sub- 


. Simultaneous early-morning publishing of The New York Times in 


. Production expenses for newspaper advertising is generally calcu- 


Lester Leber 


Compiled by Lester Leber 


Federal Communications Commission has announced that ultimate 
responsibility for broadcast advertising rests with 

(A) Advertisers (B) Agencies (C) Stations 
liminal perception”’ is 

(A) An effective technique 

(B) Worthy of further study 

(C) Not permitted 


the U.S.A. and Europe will be made possible by 
(A) Electronic typesetting 

(B) Jet plane transportation 

(C) Microwave relays 


lated at the following percentage of space cost 


(A) No envelope is needed 
(B) Advertiser uses his own list 
(C) Postage not required for return of card or envelope 


tice in the company press for many years 


' for the editorial column to be devoted to 


a single theme in each issue. The theme 
normally has been non-controversial and 
the treatment heavy. (Areas of emphasis: 
Don’t be an absentee; don’t play with fire; 


ies aad Sot (ee Wage eee 


drive carefully; get in there and pitch 
for free enterprise.) 

The sober editorial is still very much 
with us, but editors seem to be using 
two and three editorials in a column for 
a change; one straight-faced but the oth- 
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Don't buy a stitch 'til you see the Journal: 


The September issue of The Ladies' Home Journal is a-burst with 
fall fashions -- 14 full-color pages' worth! Stunning example: 

a wond'rous wardrobe by Simonetta of Rome! Pages that women won't 
have to finger and forget -- because the Journal has thoughtfully 
arranged to have the Simonetta creations manufactured in America. 


™ / There's more. A breath-taking collection by Norman Norell. A 


| do-it-yourself chic kit for teen-agers (pictures simply wonderful; 


/™ patterns wonderfully simple!) Splashy spreads on furs and velours 


| that make elegance an economy item! / Here's the point: We're 


oF 


. always true to our readers in our fashion. Our forecasts are for 


real. Our wardrobes are for real women (98-pound sleeklings 
leave us cold.) Our pictures don't just stand there -- they do 
something. They show how. And where. And when. / Journal 


™| fashions are as much to be worn as admired. In a word, Journal 
m™) fashions (like everything else in the Journal) are rewarding. / 


| Which is why Journal advertisers find it so easy to button up sales. 


A CURTIS MAGAZINE 
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ers a little lighter. 

The editorial cartoon, long a mainstay 
in the newspapers and general maga- 
zines, is commencing to move into the 
company press. We still find most of the 


art inferior, but the pages are beginning to - 


look brighter. Some of the editorials these 
days are dealing, gingerly of course, with 
political themes, and here and there a 


cartoon is introduced to heighten reader 
interest. 


s There are quite a few new employe 
publications in the blueprint stage these 
days, and the executives at the planning 
boards might profitably introduce a little 
humor into these journals. They might 
find themselves in advance of a trend. 


McMahan on TV Commercials .. . 


When Do We Get Better 
TV Commercial Research? 


Harry McMahan, tv consultant and author of “The Television Com- 
mercial” and other standard texts of the business, probably looks at 
more commercials than any man in advertising. Each month he re- 
views outstanding work for Advertising Age, pointing out significant 
trends and techniques. His collection of alltime top commercials now 


is ‘being prepared for industry use. 


By Harry W. McMahan 


When will tv commercials research 
catch up? 

So far it has been all too much a grab- 
bag for the Malarkey Merchants of Moot 
Measurements. 

On the one side 
we've had the Yard- 
stick Yogi boys who 
try to over-simplify 
with a translation of 
apples and oranges 
to pure figures. On 
the other, the Phan- 
tasy Philosophers 
who abhor numbers 
except to fly from 
Cloud Nine. 

Honestly, for a 
billion-plus indus- 
try, our tv commercial research is woe- 
fully inadequate. And sometimes down- 
right misleading. 

Our near-sighted friends are looking at 
the elephant from their various positions 
and .all describing a different sort of 
animal. They measure his ears and cal- 
culate the elephant’s memory. They tape 
his trunk and make gospel on his lon- 
gevity. They look at his tail...and be- 
come fascinated with the Freudian im- 
plications. 


Harry W. McMahan 


# One Sultan of Sooth in the business has 
saddled us with all too many false axioms. 
(And we have the case histories in our 
tv commercial files to disprove at least 
six of ’em.) 

We challenge any researcher who con- 
tends he has adequate tools for pre-test- 
ing a storyboard. 

We know at least a score of good writ- 
ers in the business who can lick the 
“scores” of recognition and recall at most 
research shops—and still have a lousy 
commercial, 

We think most of the “norms” used 
are too small, too old, too unrelated to 
audience experience today, as the aver- 
age American tv family watches 400-plus 
commercials a week. 

Arid we're pretty positive a captive 
theater audience in New York.is a poor 
sample of America’s total tv audience. 


= We're saying: In 12 years our viewers 
have grown up more intelligently than 
our research. 

We think the industry needs to get all 
the boys together with the elephant and 
have a conference. 

And the agencies and the advertisers 
must set the standards, must probe (and 
probably subsidize) new and better tech- 
niques if we are to outgrow this silly, 
sorry mess. 


Coke: Research and Sales 
Don’t get me wrong: I love research. 
I've worked with (and, as a writer, 


against) six of the best outfits in the 
business. All have some merit, depending 
on who’s feeling the elephant. Judicious 
selection of the best techniques of each 
would certainly help us get a better de- 
scription of the over-all beast. 

Right now, I’ve a keen interest in new 
techniques that are being developed at 
McCann-Erickson in Chicago. This is re- 
search I like; it has pointed the way to 
one of the smash sales success stories of 
the year. 

In case you didn’t know, Coca-Cola in 
Chicago has been a headache in Atlanta 
for the last six years or so. The parent 
company took over the plant, finally, but 
sales kept dropping. By August, 1959, it 
had dropped to third in home market. 
Nielsen pegged it: Pepsi 42%, Seven-Up 
22%, Coke 17%. 

Then, departing from Coke’s national 
themes, Chicago launched its own mar- 
keting and advertising program. April, 
1960, showed a sensational reversal: Coke 
37%, Pepsi 27%, Seven-Up 12%. 


s Coke’s Chicago campaign was aimed at 
teen agers (the “lost generation” Pepsi 
won while Atlanta twiddled its conserva- 
tive thumbs). The research worked direct- 
ly on this group, feeling their young 
pulses monthly. And it was a new kind of 
research. 

“Exposure Index” measured the com- 
mercial awareness, as the campaign de- 
veloped. A second measurement related 
to conviction in the selling message. The 
third measurement was the “Excitement 
Index’”’—the changing climate in commer- 
cial response. 

Frank VanBortel, M-E’s Chicago re- 
searcher who master-minded the project, 
insists this continuing “Excitement Index” 
among other things reveals the “early 
warning indicators” that tell when a com- 
mercial theme needs to be freshened up. 

Intriguing? 


Massey-Ferguson Again Clicks 

Farm equipment sounds like pretty dull 
tv fare, but Massey-Ferguson seems to 
hold a few patents on the tv commer- 
cial business, too. : 

Previously in this column we’ve men- 
tioned their fine television advertising, 
but now they have a new spot that is a 
model for the business. We’ve watched 
a lot of GE and Du Pont attempts in the 
“institutional” field, but we happen to 
think this commercial does a better “com- 
pany image” job than those, with its left- 
hand, while doing a right-fisted selling 
job. 

“Drummer Boy” is the title and it uses 
animation, still art, logos, type, still art 
and stirring live-action photograph—all 
that!—in a rouser of a two-minute com- 
mercial. It’s a production tour de force, 
yet it’s a viewer’s commercial every sec- 
ond of the way. (We watched it. five 
straight times, and almost went out and 
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Coca-Cola Bottling Co. (Chicago) 


2% 
co % st 


oti a 
‘: % ~ KS 


Se Lath} f Th : 
aN FRY j AY 


4 et —h e : 3 ; . : pe i : i 
ce erate 
: || Advertising Age, September 19, 1960 , 
| ; ear ae ’ nt RS Ai oe eater tht RAE 2 
ae m=) ae ae 1 Stan 
j : , 7 ‘3 : ’ . ~— St tae at, - | id ‘% 4 ee ¥ ; 
en ; Y oe is hw "4 nn vee Ere. ei Be BH ge ‘. = ‘ : 
; Pare 4 5 Ne een. ae i aor ay ; 
ee ee —s it eb wee Pe ray) = es ee ; 
alee amet csas eM > XO>e a EP Rees foe 
ae. ia if a x SA 7 ee r Pe gy. : a.) a} 7 huis wa :* 6 ‘una ? ise 
pees oe i a a ghee! *y- pts ote 
vere ties 2 Sates “Aen b "iy ee ae ei ; oa 
ae é ot es eC : ‘eX 7~ 2 ae al 
el ae eg |, ae ew <a lw os 
SD ee Pe: babii . a 4 Md “Mes « ety Oe Nay ee 
ees ee - — Wa t, (a Bo ts 
Se ti cae Pras a ake @ Mea Soa ; > “_ Ye ; fi eae 
A » MOR nee oni ie See 3 EN, ie , ere 
cP Pe Dir ear Ss “4 CE a sige i. aa — , >- : : j tees 
Be ara ea OG ree ’ aay “ b a 
a 7 er eR Paani ge ee : F << : . i : 4 ‘ 
Pens S— ee aoe ene aa cgi me ~ ; ee ae j 4 ; me 
ta 4 od gg : ~—- aig I Bs re . a 
het ess oe beeen Sa aa Se ae — Pe payee ene 5 ‘ 2 
fe arr oe —— —— ‘ mee 2 oon i s 
if are a - * 5 es i ae ne " ss 
Pe eee Ceres... a \ Se Lane ee. ee pa, 
Te ae ae — ao \ ee - E Ae 
an: c ss id - : od . 4 = — i armen at 
ois % re. 2G a : Bins. eS we ae Py eee YN oi ex: “i 3 Se 
Sie * ie MaM a fh  : Amy ae i 7 Ai a 
i. ee iin ee oe 1 a ‘ 
c ~ = 5 j ; : pal ‘ 
Phecerca, | = “cee o See Se me — i oe 
St pT ed : ‘eee Oar ae S 4 a i 
ae F 3 aes : an a ng ‘¥ We 
3 . f tee ere eg Mos SS ae ee eae a ri. $3 ‘ Pace 
S bic 2a ses fais as Sa aes i. a sea 
te be i a ee. é. a ‘ Siete 
ga -_= i ae 
: ee * ————S \ 
; ie BD: eee. Ti 
; — came 
rs ede ay eek ulin a 
a ae 1 | ; “Agere Ae Ne 
’ : — _-— — — ees) mee = af 
ae. P oa Beeson , . 
" i » rd 
ae = Wai... 
See - a q Paid 4 fs 
| | -__! ig Gat 
=. i Ra ¥ coy men wee fey . : 
‘ =. an ; 
nee AU Mia ht es ig 7 “@ ee 
‘ 440 - i 1 Ae \ - " j + agi 
a 4% ern ‘ 2 < ’, “i ; i oe 
ree te Cink » 14 a ‘ad : SE te 
3 ee a 4" BAe Me te a ; a wih “nehe3 fara 
sues Listy Wes SMa? B84) Ae Roa. aces 
eee “ & a ‘ y ] . "ig a ee 
Sead ta Wet. z ue ¥ 7 * ; > ts ig Re ia 
agi 4 iy a > 4t i) eg aS og t i a j ae 2 © é % Fel ernie 
oe Hae te) ey Pa A i ly ¥ Ss Tee Pe. 
Se Bm SRE ADEE RS yr Seat or 
te es Th A? ist y PST ES Oey . ath Poa} A ry po ea, 
' Ag Ty roo Af Wee ORE eR i 
; 4 } . ‘ > Kole ‘3 i \ Ri 
eee Chath oS Zee be Pas TH MWAH hd ah ' 
ete Fe m : : aes 
eee 5 P 5 ‘ 7] tio k 
penetie 7 Oo s ane 
mics: i OP SNES: A oe 
ee 3 t 35 . se 
en . pee 
ois RR wary ; = si = 
POI ISS ee ¥ wt of ae 
Soar . > == ~ i isn 
3 - —~ > r a sit: 
: 4 ; 2 
ree be * i * ee 
et =a 
j a. UY Ath. em ef, e ‘ 
‘ ~by SU 7 > 
peck ; 
oN’ sak 
. a > Nara] ‘ 
Rrée i Fs 
: So ; * wet va8 
“ee =) =f Hl sae 
pee) P Cog Pn) ‘ 
cn rl a * LS } iP wre me : 
Fact 4 5 : Se 
E _—- : aa 
aie) all - 
ue : dL: ae 
; x I Aaile 4 2a. 
Re a a See 
ig a Lew ; ~— - = ie 
_ mer _ < - beh yah 
ae aa a . an~¥ ae 
ae is ; $e Bis il ee at 
. aed 3 
ere 3 ; crsA Beet" 
sa ee ‘ ne : ~~. ca 
stele oe a —— \. “Se eae 
ese. 9 Se. iu eee 
ee : alae 
ae a ~Y } eit 
: : exvs _ 
——~ - ee - 
- 2 agenda 85 Sails 
: 7 ; ; - ~ oe 
ee 3 ae . si ae 
ee, . Be ie 
pee EES caer 
> 7 M = — 
re — ‘ —— i 
- ~ . 7 
. 4 . 7 
P : 
g < —" > ; a 
aa es, Wo te, * = r i 
i LEE: ne ie ee i ia ee iy Bee oF Ss 
: Ss nee De gt 4 aoe Se oa ps q ~ | eS 
ee ee MM ' 7 ‘ 7 
remo ae 
ad. ee oe we 
a oo. |) RS Pas i aaibe : “ ‘ ; 
a ¥ ad SD = cael Mang were wv, < —.s ad 
my a ere 
3 he - —=! errs. ‘= . y ae 
BA es tgs > Se tes” a ST Se Be “ 
Foden “ Geos > Soe Aa san 4 _ , 
oe v2 : ab mo i PI IEE “" tie ‘ al 
ay we > ; ds rm. oe bi had “) 
Massey-Ferguson 
= : bees aay ‘ : : ag 5 ; oceans eT ia Z é eee ; ek eri: Sit ee Se EE 
Sie eae Set kn to Se IR ap a ee eR i as ie ee a te Tn eee 
fit ce dua a wee ee as 
pois 


Litho in U.S.A. 


In Packaging... This color difference can make the sale 


The bright color on the right is an example of 
printing with Day-Glo® fluorescent red. On the 
left is an extremely bright non-fluorescent print- 
ing ink. If the comparison appears exaggerated, 
it is because along side of Day-Glo any non- 
fluorescent color looks lifeless. The brightest 
shades of ordinary color reflect only part of the 
light to which they are exposed. Fluorescent 
color reflects and converts most of the energy of 
light into brilliant colors of exceptional purity. 
Day-Glo is inherently more intense, with a fresh 
new power that glows from within. 


If your package depends on point-of-sale impact, 


the extra dimension of Day-Glo can help make 
the sale. New low-cost Day-Glo inks are now 
available for the whole range of packaging 
requirements, as well as for brilliant displays, 
posters and other printed material. Eight stand- 
ard colors give trouble-free production in letter- 
press, lithography, gravure or silk screen. 

For more information and color samples, write 


SWITZER BROTHERS, INC. 


Printing Ink Division, 4732 St. Clair Avenue, Cleveland 3, Ohio 
Sa/es Offices in New York, Chicago, Los Angeles 
and Berkeley, California 


inators of daylight fluorescent colors. 
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bought a farm just to have one of the 


PP) cla darned things!) 

“Be a Massey-Ferguson Kind of Man” 
is the march-tempo cuer of the fast-cut- 
ting action (“When a man works the 
land, he’s a special kind of man...”). 
Tab this for one of the ten best com- 
mercials of 1960. 

Needham, Louis & Brorby, Chicago, is 
the agency. Pantomime Pictures of Holly- 
wood is credited with the intricate pro- 
duction job. 


Something to Adorn 

More Chicago-style advertising that 
needs a mention before we trek east 
again: Adorn. 

Toni has always used the medium ex- 
ceptionally well. Toni also is a sharp mar- 
keter. Somehow, Toni manages to keep 
even big rival P&G off-stride in test 
markets (probably one factor leading to 
P&G’s $16,000,000 fiasco with Pace). 

And Toni is never smarter than with 
its Adorn. This hair spray product en- 
tered the market five years late. In one 
year, against many competitors, it was 
first. Now, three years later, it’s still first. 

Always, Adorn has featured the hair 
styling story, the “recipe” approach. Al- 
ways, it has brightened the tempo and the 
interest with a smart jingle, smart pro- 
duction. 

Alice Westbrook, creative director of 
North Advertising, insists the formula is 
as simple as that. (We guess: Sticking to 
it is the hard part!) 

P.S.: A new Adorn “deal” commercial, 
scheduled to run for 3% months, has just 
been pulled off the air. It sold out the en- 
tire deal in less than half that time. 


But Don't Sell P&G Short 

For every stumbling Pace, P&G has its 
Prell—and sometimes a Crest. The Cin- 
cinnati giant bears constant respect. His tv 
advertising is consistently effective, and, 
now and again, becomes artfully engag- 
ing as well. For instance: 

P&G’s Duncan Hines cake mix adver- 
tising has taught its competitors new 
tricks in appetite appeal. Ivory soap has 
captured human interest to the fullest. 
Tide has adventured afar for glamorous 
locations. Zest piorieered exciting tempos 
in commercials. 

Now comes Prell with a new technique: 
probably the first commercial shot entire 
in slow motion. Zest used this trick for 

fan occasional shot and others have used 

it some, but Prell makes it an integral 
part of the atmosphere of the commer- 
cial. 

Credits: Benton & Bowles and Trans- 
film-Caravel. Good work. 


| Rambler vs. Detroit 
Round One of the compact battle is 
over and we’re ready for Round Two. 
|} We think Rambler came out well both on 
i sales and on its tv efforts. 
A good year-ender in its commercial 
efforts is one that sums up consumer ap- 
proval with some exciting shots of the 
car in action. It’s done in tempo by Van 
Praag. Agency is Geyer, Morey, Madden 
& Ballard. 


Jerry Lewis for Proctor-Silex 

Jerry Lewis may have made his last 
spectacular for NBC, but his commercials 
for Proctor-Silex go merrily on in such 
daytime shows as “Play Your Hunch” and 
“Price Is Right.” 

We’re not a fan of Lewis, but we think 
these are corking good commercials. 
(Especially impressive was the fact one 
of them sent my wife out for a four-slice 
toaster! ) 

Lewis plays three or four roles in one 
of the three commercials (see storyboard 
which suggests the live action staging). 
After much clowning about he settles 
down to some solid selling demonstration 
of the products. Patti, his wife, works 
with him and frequently gets into the 

act just in time. 

f Proctor-Silex has made its transition 
from the old Proctor days very smoothly. 


t 


Toni Co. 


American Motors 


“PS.” is well featured in memorable 
style and the old line, “Is there a Proctor 
in the house?” crops up to advantage. 

Weiss & Geller, New York, is the agen- 
cy. Jerry Lewis Productions at Paramount 
produced—in color film yet. J. Lewis di- 
rected. 


Marlboro’s New Look 

Research or no, we’ve always liked 
Marlboro’s good contributions to tv adver- 
tising. The first great series changed the 
patterns of casting (both print and tv). 


Their “Ralph and Bertha” comedy com- | 


mercials were classics. The “Juggernaut 
Jones” cartoons were happy change-of- 
pace satire for the sports broadcasts. 
Now, Marlboro may be setting a new 
trend with its ultra-realistic photography 
for tv. Somewhat in the Ingmar Berg- 
man school of prying camera intimacy, 
each commercial gets under the open- 


nadia 


Fruit Stik 


Marlboro Cigarets 


pored skin of its subjects. A girl and boy 
over coffee. A girl writing a letter. Driv- 
ers (gal and man), stopped at a railroad 
crossing, in mild flirtation, a ’phone call. 

Each vignette works with its people 
quietly—almost sensually—in low-key, 
moody lighting. On sound track is the old 
familiar Marlboro “You’ve got a lot to 
like ... ” song, refurbished with a new 
lead that keys the action: “Why don’t 
you settle back—settle back—with a full- 
flavored smoke . = 


Proctor-Silex Corp. 


Art theaters would love it. SAG should 
fight it. Hollywood makeup men un- 
doubtedly will picket it. But tv viewers 
well can welcome it as a fresh break in 
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cigarette and tv advertising. 
Leo Burnett, Chicago, is the agency. 
Wilding, same city, produced. 


New from San Francisco 

Imagination Inc. is a new production 
house out Golden Gate way, evolving 
from the old TV Cartoon Productions 
(Bob Mills—Bob Hovorka) and Milt Kerr 
Animation. 


Pabco Paints 


Some of their new work has great 
freshness in design and concept. Note- 
worthy is a color spot for Pabco paints 
(Cunningham & Walsh) which uses a 


Learning from the Retail Ads... 


> 
xh 
-) 
~ 
— 
a 


Tom et 


ce 


Alemite 


rolling paint roller rolling through the 
transitions, amidst semi-abstract butter- 
flies and flowers. 

This is about the nearest thing to con- 
tinental styling we’ve ever seen produced 
in the States. 

Then there’s a limited, but highly ef- 
fective, animation piece for Alemite (Roy 
S. Durstine Inc.) and a Xerox process bit 
for Fruit Stik (Dawson S. Turner) that 
also suggest this new house very well 
may live up to its name. 

East, West and Chicago, it’s been a good 
month, # 


The Incompetent Layout 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

The layout can make a very great con- 
tribution to the success of an ad, if the 
layout artist is a competent professional 
commercial layer-out of ads. Unfortunate- 
ly, a great many layout artists are simply 
“artists” with a flair for design, and little 
or no understanding of advertising. 

It is a simple matter to glean enough 
layouts from a metropolitan paper in a 
few days to illustrate an entire course in 
layout with bad examples. 

A layout is not, as most layout artists 
apparently believe, simply an arrange- 
ment of the elements of an ad—a plan 
for an ad. A layout is a graphic plan for 
the elements of an ad—by gradation and 
sequence—for purposes of most effective 
communication. This is my own defini- 
tion. It stands up through the years, even 
among artists who test it. Yet I will now 
receive letters from layout artists, who, 
instead of testing my definition, will at- 
tack it because it “attacks” or runs count- 
er to (and, if they accepted it, they would 
have to rearrange) some of their prej- 
udices. 
= I have asked perhaps several hundred 
layout artists for a defensible definition 
of layout—one that weeds out incompe- 
tent layouts, one that weeds out high 
school Annual layouts, one that weeds out 
fine arts creations that please the eye but 
clobber the advertiser who pays the bills. 
But I very rarely get a definition that is 
at all defensible. 

The layout artist’s job is to get an ad 
read, as much of it as possible, in proper 
sequence of elements. He must handle the 
eye, and when the layout has largely 
controlled the eye, it is up to the writer 
to make the words (that the layout has 
brought the eye to) interesting enough 
to get themselves read. 

If the layout artist fumbles his job, as 
vas done here, readers must either (if 


the merchandise illustrations have in- 
trigued them) suffer the ineptitudes of 
the layout and overcome them, or (in the 
case of less warm and ardent prospects) 


pass the ad up at the first obstacle to 
easy reading. 

In either event, the layout has not ful- 
filled its proper function. It has not been 
an unalloyed asset to the advertising. Ac- 
tually, it serves as another instance where 
artists are paid to conceal, or at best 
obscure, the story that writers in the same 
ad department and ad are paid to reveal. 


= It is difficult to come up with a perfect 
ad. But the good advertising department 
eliminates all the “evils” it can and holds 
handicaps to reading and response to a 
very minimum. 

What are some of the layout handicaps 
here? 
e The contrast in scale between lamps 
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BIZ QUIZ 


Answers to the questions on Page 116. 

. (C) FCC’s policy statement holds that 
“broadcasting li resp i 
bility for all material which is broadcast 
through their facilities. This includes all 
programs and advertising material which 
they present to the public.” 


2. (C) The new tv code says that “an at- 
tempt to convey information to the viewer 
by transmitting messages below the thresh- 
old of normal awareness is not permitted.” 


3. (B) Census Bureau’s 1950 check showed 
that 12% of homes had tv in 1950. Today 
11% have two or more sets. 


4. (A) The New York Times International 
Edition will soon be produced from tapes 
perforated in New York, sent by cable to 
Paris, used there to activate typesetting 
machines. 


5. (B) Bureau of Advertising of the American 
Newspaper Publishers Assn. uses the 6.9% 
figure. 


. (C) Playboy claims the circulation leader- 
ship in its price bracket with 1,080,000 
average monthly net paid for the first half 
of this year. 


7. (B) Cost per page per M for Look, Life and 
Post ranges from $4.29 to $4.50. 


8. (B) Last year Colgate-Palmolive spent $70,- 
000,000 or 24.5% of its sales on advertising. 
R. J. Reynolds spent $49,000,000 (3.8%) and 
General Motors’ figure was $155,000,000 
(1.4%). 


9. (A) Malcolm P. McNair’s annual study 
showed that in 1959 296 companies operat- 
ing 546 department stores spent 2.7% of 
their net sales on advertising. 


©. (B) Informed opinion is that Campbell 
feels an agency should handle a minimum 
of $2,000,000 on its behalf. 


11. (A) JWT leads in England as it does world- 
wide. Its 1959 press and tv billings came to 
$32,760,000. LPE had $26,913,000 and SHB 
reported $22,973,000. 


12. (A) There are still only five cities with 
more than a million people: New York, 
Chicago, Los Angeles, Philadelphia and 
Detroit. 


13. (C) 77% of the country’s households save 
stamps of one kind or another. That's 10% 
more than last year. Number of retailers 
handling stamps has risen 5% and trading 
stamp companies expect to gross $600 mil- 
lion this year. 


14. (B) Food chains are shown about 25 new 
items every working day—and 90% of 
them fail. 


15. (C) The Pennsy with $888 million in rev- 
enue and five more railroads leads the list. 
In seventh place is American Airlines with 
$377 million. Greyhound is 14th with $285 
million. 


16. (B) Life insurance protection in force at 
the start of this year totaled about $600 
billion, double the national debt and triple 
the combined sales of the 500 largest in- 
dustrial corporations. 


17. (C) Insurance and pension plans, social 
security taxes, paid vacations, etc. cost 
about $1,100 per worker lly as against 
regular pay of $5,000. 


18. (A) Last year 19% of car-owning families 
had two cars and the figure is probably 
higher now b of ts. 


1 


(C) Chilton of Philadelphia publishes 17 
business papers. 


20. (A) A self-mailer is a folder or booklet 
which provides space for addressing and 
postage. 


and furniture is too great. 


e The division between these two sepa- 
rate ads is too indefinite. 

e The reader interested in lamps likely 
looks to the furniture copy and becomes 
confused. 

e The word “news,” despite its size will 
no doubt be missed by many readers be- 
cause of its placement. (I know some of 
these comments sound impossible, but 
you can’t spend hundreds of hours on 
readership studies and not find out how 
easy it is to “lose” headline elements by 
wrong placement.) 


e The word “special!” has a_ better 
chance of being seen, for the illustration 
above it serves as a bridge to the word. 
However, if that bridge leads the eye to 
“special,” the reader is looking for bed- 
room furniture copy. 

e The copy in the lower left hand corner 
is practically lost. 

This is advertising laid out with a 
T-square instead of thought. 

Strange that store executives are so 
insensitive to the basic and fundamental 
principles on which advertising must 
thrive if a store is to thrive to the utmost. 


“But Marv, when you said you were going to tell off the client, we thought you. 
were kidding!” 


—By W. H. Everett 
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Billion- Dollar TT 
Valley of the Bees. 


le Actually, total effective buying income of more than $3 billion income producing agricultural market and a mushrooming industrial 


complex. 

} @ Greater automotive sales than each of 21 states And inland Valley families read and respond to their own news- 

a papers — Bee newspapers. Coastside papers make no impression here. 

| Look close up at the California Coast Range. See how it separates the Your ad belongs in the Bees. : 
ocean shore cities from the inland Valley. Inland is the nation’s richest Data source: Sales Management’s 1959 copyrighted survey 


M°oCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE 
McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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YOU QUGHT 
TO GO 
TO THE HOSPITAL 


While you are reading this advertisement (takes about 2 minutes) 
110 of your fellow citizens will be admitted to U.S. hospitals— 
80,000 by this time tomorrow, 30,000,000 in a year. 

There’s big business in the buildings to house them, the food 
to nourish them, the equipment to cook and serve the food, the 
apparatus and the medications to heal them, the laundries to clean 
their linens. In general and special hospitals, where most of them 
are cared for, more than $2.8 billion will be spent this year for 
their needs, not counting the payroll of those who serve them. In 
long-term hospitals (psychiatric, tuberculosis, etc.) an additional 
$500 million will be spent for similar products. Hospitals will 
spend another $900 million for construction of new facilities this 
year, probably another billion dollars in 1961. 

Here’s a big, healthy market, strong and always growing, that 
holds tremendous sales potential for vigorous marketers. You 
ought to go to the hospital—for your share of this big business. 

Your strongest vehicle of communication with buyers in the 
hospital market is THE Mopern Hospirrat—throughout its 
healthy, vigorous life of more than 47 years the leader by every 
valid media measurement. 

We would like to send you a complete, up-to-date Market- 
Media Data File and—especially, a brand-new book deserib- 


ing THe Mopern Hosprrav’s editorial policies, procedures 
and personnel. Yours for the asking. 


sae 
The Modern Hospital Publishing Co., Inc. eum 
919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS CORPORATION 


Advertising Age, September 19, 1960 


. s A 
Mraruuy MANUFACTURING CO., Cincinnaty 15. Ono 


RES 


Maru MANUFACTURING CO., Cincinnati 15. Ohio 


MERRY TOYS—Merry Mfg. Co., Cincinnati, launches its largest pre- 

Christmas drive with color pages and smaller ads in November and 

December issues of Life and in the December Parents’ Magazine. 
Ted Menderson Co. is the agency. 


‘N. Y. News’ Buys FM Interest 

New York Daily News has) 
reached a final agreement with | 
Concert Network to buy a partial 
interest in the fm network’s four 
owned stations—WNCN, New 
York; WBCN, Boston; WHCN, 
Hartford, and WXCN, Providence. 
H. Stilwell Brown, Concert’s gen- 
eral manager, said that the net- 
work would retain control of the 
stations. 


Wood Publication Raises Rates 

Wood & Wood Products, Chica- | 
go, has increased its advertising | 
rates, effective Sept. 1. The pub- | 
lication said the rate increase | 
reflects not only an increase of) 
nearly 25%, to a new high in paid | 
circulation (9,008) but also its! 
highest renewal rate (64.58%).| 
The cost of a one-time page ad has | 
increased from $385 to $425. 


Olian Joins Exquisite Form 

Daniel J. Olian, for the past two 
years national sales manager of 
Revlon Inc., has joined Exquisite 
Form Brassiere Inc., New York, as 
vp in charge of sales, for Magic 
Lady, Silf-Skin and Exquisite 
Form. 


Osol Joins Space & Time 

Phil Osol has joined Space & 
Time Advertising, Los Angeles, as 
vp in charge of new business. Mr. 
Osol was formerly general manag- 
er of In-Home Sampling Service 
of Walter C. Kline & Associates. 


Katz, Jacobs Gets Lerch Wigs 
Lerch Wigs, New York, manu- 
facturer of hairpieces for men and 
women, has appointed Katz, Ja- 
cobs & Co., New York, to handle 
advertising and promotion. 


° 


File hospital product information here 


Since 1919 Hospitat PurcHasinc FILe has served 
hospitals. Here your catalog of products hospitals use 
will be filed, indexed for easy reference, distributed to 
every hospital of twenty beds or more, and retained for 
reference when products are being considered and pur- 
chases made. Hospitals come here to buy — and your 
catalog filed here makes it easy for hospitals to buy 
from you. 1961 Edition is now in preparation. Ask for 
complete details, proof of use. 


Exclusive catalog sales representatives, 
The Modern Hospital Publishing Co., Inc. 


esa ay ens s ee Fe CS gh Ee PRL RR Ee lin a ea ? aS Bis ie re 5 * = ¥ i eo ee bee eer See 
ere ie! a a tet a X > ‘ ‘oa : pone 
ge ee ie ‘a 
“tert e 
|| a 
é 
- ~ - | 
ee y i. ca SO very SO very 
ee > | igs actin aa Tt p 
Ph 1 ee ae oo ee” ae oe ee a) jie. oY xa _— di : ORUrewewev f 
esis, anger x sed IN : ae. i ie 2 ee ri. ; 
i ee i vf : 7 - _— Te whet he eae : " 
ia The Modern Hospital . en? Pe +1 | Seed m“ e 
+ ae Phe 2 Bn : | 
F Jo he | ! i 7 
5 tae id ee 
: ne ae aes a ; . r se si 
ae Se Toy / COSMETIC SHOP 7 ya Se 
el , ; "Asset to make her dreams come a 
as a Bes ¥ true, Seventeen different play =” oe see 
Soo, a @) ik | mn TOY DRUG STORE * 
me be - assure hours of fun and roaegyr ac seein = 
— , i | rmy merry / merry drug store 1.98 
a a +, 2a DD  * F cdeedecentl 3 
ail A a te SY —_C“=iéOther my merry = 
get F ae (ae — - 3 toys from 29¢. = 
ce td ’ ; ’ } 
| ‘+ ° } rr —_ ’ 
’ | | Ge : 
of . \PAREMTS " a 
} A) : Sa . oe i 
ce ‘Ah \ a 
; : . : oa 
a ee ee = 
Gotan heen nas 
< os se 
ei E 
sa : | ee 
pe ies. 
eS aa 
Se | oo 
| a 
pair | ie 
See | Sr ee eee ees 
Seman t + +r me rae imnasen Guneanuensl Salmcmmemeiammanaint, te eed 
Yeeitbe te . f* CEs yy SR SSS ecss: i 
ete ao'' 5? ; ie a 
ee PS UO Ty ha 2. ad |) | 
a, | — Gece 3 ¢ a es = 
: | ce EF 1. = ios cee et Te ir = 
—. | mS Pa © cee See ig eee ee 4 $ Ge es ah ate Re 
eT . a ee oa iate eee g eee ern Mas 
Sas | i Se 0 eet Se i: ee pat: oe 
vee ie _ | fe j =e j pean ee oe | cS aaa 
Sa bs an a san napaena ccctaea ll rig Se ee ae 7 #@ : 
ete. - 22 Be OS i ae pores Sige? = 
eres _ ee ee i to pee 2 ae 
ne ll :  @ 2a ae er 
ast ‘s 3 Be ‘ ti . ar a aah : |= 4 ? 
_ i - PRES aes ree - ts 
EET |e APT ARR AER SRLS SEO RE GENE ONE RR RIES NIC s ae: a ;  & aee i ne 
cay ; oe ee Sy a te a 
eines ae. ow ee ae ee Ted pe 
phim ee T i a cay: “ws a a. 
ace — 1g tae Hr ae ae ‘a: ©. - ve 
of —— : &g Sa e BAe: oa a 
ig ff } : pes — ies te ee | i 
y i ; : re rt 4 ‘ 
L | | | ? 
0) mosPItA ‘pie \\ a) \ ee 
at 2a i 3 : : ; : 
‘| Eo ge ee Ae ; 
aa =e é : : 
$ |  ®e un A - ‘ Ps or . t 
: | aa l!lClUL ee Oe x ig , a 2 
ae 2 ; ihe 
NG ALE _. a toe if { © Pe : aa 
7 4 : . a fi ¥ - q 33 ; : re | ie a - : ee 7 
Seer oe 7 L | : 
errata } \ 
sk eae LESNAR. LER AEP MS LOI. TRAE ELAS LG TLS ATE ITLL SE LLL LLL SLE LLL LED ELIT, ee 
io See ee 
A : ” 
. : Mee i eal a EMIS S Sate Ane ee” ce alae eee tem oy = el Chee re Dre eteh 


LED ot | 5 iket aeeein a 


Newest, fastest way to send anything 


written, printed or drawn: 


| WESTERN UNION WIREFAX 


fs: 


Instantly... accurately «++» you can now send layouts, storyboards, 
media and marketing charts, letters, coast-to-coast! That’s the miracle of 
Wirefax—the Western Union public facsimile system that speeds your 
material—reproduces it in exact, error-proof facsimile form. 


It’s so convenient! Size of copy is no problem . . . even for double- 
page spreads. All you have to do is divide your material into 74" x 9" 
units. Just put name and address at top of layouts (or other material) and 
deliver it to the Western Union Wirefax Center nearest you. Or, if you prefer, 


ONEHOURLATER 


New York* by Wiref x 


%& Present Wirefax Network inciudes .vew York, Washington, Chicago, San F: . Los Angeles and Hollywood. 4 


a Western Union messenger will pick up your material for a nominal charge. 


What does Wirefax cost? Rates are based on physical length of 
copy and distance transmitted. Example: a 7%" x 4” document between 
San Francisco and New York costs $4.00. The same document between 
New York and Chicago: $2.40, plus Federal Tax. Each additional inch 
costs only 65 cents between San Francisco and New York, 40¢ between 
New York and Chicago. Pack your page with words, figures, drawings, 
numbers. (You can get 600 typewritten words on a single sheet of paper.) 


Where to call for service or information: in New York: WOrth 2-7300, Ext. 452 or 705—in Washington: NAtional 8-7100, Ext. 275—in Chicago: 


WAbash 2-4321, Ext. 441 or 442—in San Francisco: SUtter 1-4321, Ext. 309 — in Los Angeles (including Beverly Hills and Hollywood): MAdison 7-4321, Ext. 333. 
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Per Carton Ad 
Cost of Cigarets 
Hit 6.6¢ in ‘59 


(Continued from Page 3) 
slipped slightly to about 30% mar- 
ket share. King-size cigarets 
stepped up sales to take about 
20% of the market. Many of the 
top sellers were menthols, which 
increased their share to about 10%. 
Six menthol king filters and one 
menthol regular were included in 
the study and, as Business Week 
pointed out, substracting menthols 
from the filter group leaves only a 
slight gain for filters as compared 
with regular tobacco. 


s Ten brands increased sales, eight 
sustained losses, and one held even. 
Sales gains generally were accom- 
panied by ad increases, as sales 
losses were by ad cutbacks. Eleven 
brands boosted their measured me- 
dia spending, while eight decreased 
theirs. Lucky Strike, Kent and 
Chesterfield, whose sales were 
down, increased ad spending. Win- 
ston, Raleigh, Newport and Oasis, 
whose sales were up, decreased 
their ad budgets. 


a 


® Here are some of the highlights 
of the table shown at right: 


e Salem (menthol king filter) 
ousted Kent to become the top 
spender in measured media and 
the seventh in sales rank. Salem 
ad expenditures shot from $8,479,- 
454 to $15,624,230 in 1959, and sales 
registered a 7.5 billion gain over 
1958, when it ranked 10th in sales. 


e Kent (regular filter and king 
filter) was the second largest user 
of measured media with $15,051,- 
987, up considerably from 1958, 
when it spent $11,302,196. As in 
1958, Kent ranked fifth in sales, 
though sales were off 1.5 billion. 


e Pall Mall (king) unseated Cam- 
el (regular) for the No. 1 sales 
spot which Camel has held for the 
last 10 years, scoring a triumph 
for king-size cigarets. Pall Mall 
sales were up a thumping 9 billion 
in 1959. The new sales leader was 
the third largest measured media 
spender, increasing expenditures to 
$12,637,152 from $10,941,493 spent 
in 1958. 


e Camel, second biggest seller, 
ranked seventh in ad spending. 
Camel sales of 63.5 billion were up 
from 62.5 in 1958; ad spending for 
the brand moved up from $6,991,- 
014 to $9,366,843. 


e Hit Parade (king filter) had a 
1.3 billion sales dropoff, landing in 
20th place. Its measured media 
spending was reduced drastically 
from $8,357,152 to $1,216,008, mak- 
ing it the least promoted brand 
among the 23 surveyed. 


s Readers should note that adver- 
tising figures in this study can be 
only an indication. Computations 
have been made from available 
measured advertising figures only. 
These include amounts spent in 
Magazines, newspapers, network 
and spot television, outdoor, Sun- 
day magazine sections and farm 
publications. Network radio has 


Note on Adjoining Table 

Advertising expenditures are com- 
piled from figures provided by 
Leading National Advertisers Inc., 
Outdoor Advertising Inc., the Tele- 
vision Bureau of Advertising and the 
Bureau of Advertising, ANPA. They 
include network and spot television, 
newspapers, gazi ‘ tdoor, 
farm publications and newspaper 
sections. Cigaret sales figures are 
from Business Week. 


alee ee 


1959 
"PALL MALL (Amer. Tob.) 
Sales (billions) 64.0 
Ad investment $12,637,152 
Ad cost per million $197.45 
Ad cost per carton 3.9¢ 
2CAMEL (Reynolds) 
Sales (billions) 63.5 
Ad investment $ 9,366,843 
Ad cost per million $147.50 
Ad cost per carton 2.9¢ 
“LUCKY STRIKE (Amer. Tob.) 
Sales (billions) 43.0 
Ad investment $ 6,743,221 
Ad cost per million $156.81 
Ad cost per carton 3.1¢ 
3S WINSTON (Reynolds) 
Sales (billions) 43.0 
Ad investment $ 8,378,024 
Ad cost per million $194.83 
Ad cost per carton 3.8¢ 
S,4KENT (P. Lorillard) 
Sales (billions) 36.0 
Ad investment $15,051,987 
Ad cost per million $418.11 
Ad cost per carton 8.3¢ 
1. 2CHESTERFIELD (Liggett & Myers) 
Sales (billions) 28.0 
Ad investment $ 6,066,495 
Ad cost per million $216.66 
Ad cost per carton 4.3¢ 
5SALEM (Reynolds) 
Sales (billions) 27.0 
Ad investment $15,624,230 
Ad cost per million $578.67 
Ad cost per carton 11.5¢ 
3,4L&M (Liggett & Myers) 
Sales (billions) 25.0 
Ad investment $10,468,932 
Ad cost per million $418 75 
Ad cost per carton 8.3¢ 
SVICEROY (Brown & Williamson) 
Sales (billions) 21.5 
Ad investment $ 9,858,597 
Ad cost per million $458.53 
Ad cost per carton 9.1¢ 
3MARLBORO (Philip Morris) 
Sales (billions) 21.0 
Ad investment $ 7,997,044 
Ad cost per million $380.81 
Ad cost per carton 7.6¢ 
SKOOL (Brown & Williamson) 
Sales (billions) 13.7 
Ad investment $ 3,797,302 
Ad cost per million $277.17 
Ad cost per carton 5.5¢ 
HERBERT TAREYTON (Amer. Tob.) 
Sales (billions) 11.5 
Ad investment $ 9,733,595 
Ad cost per million $846.39 
Ad cost per carton 16.9¢ 
1,2,3OLD GOLD (P. Lorillard) 
Sales (billions) 11.2 
Ad investment $ 3,295,237 
Ad cost per million $294.21 
Ad cost per carton 5.8¢ 
1,2PHILIP MORRIS (Philip Morris) 
Sales (billions) 11.2 
Ad investment $ 1,665,863 
Ad cost per million $148.73 
Ad cost per carton 2.9¢ 
SPARLIAMENT (Philip Morris) 
Sales (billions) 10.0 
Ad investment $ 7,048,373 
Ad cost per million $704.83 
Ad cost per carton 14¢ 
1.5RALEIGH (Brown & Williamson) 
Sales (billions) 8.0 
Ad investment $ 2,737,653 
Ad cost per million $342.20 
Ad cost per carton 6.8¢ 
5NEWPORT (P. Lorillard) 
Sales (billions) 45 
Ad investment $ 4,284,903 
Ad cost per million $952.20 
Ad cost per carton 19¢ 
SLIFE (Brown & Williamson) 
Sales (billions) 1.6 
Ad investment $ 4,456,915 
Ad cost per million $2,785.57 
Ad cost per carton 55.7¢ 
5OASIS (Liggett & Myers) 
Sales (billions) 1.5 
Ad investment $ 3,318,767 
Ad cost per million $2,212.51 
Ad cost per carton 44.2¢ 


1958 


55.0 
$10,941,493 
$198.93 
4.0¢ 


$2.5 

$ 6,991,014 
$111.85 
2.2¢ 


46.0 
$ 6,742,734 
$146.58 
2.9¢ 


38.9 
$12,653,400 
$325.28 
6.5¢ 


37.5 
$11,302,196 
$301.39 

6¢ 


29.2 

$ 4,450,562 
$152.41 

3¢ 


19.5 

$ 8,479,454 
$434.84 
8.7¢ 


22.9 

$ 8,552,122 
$373.45 
7.4¢ 


22.2 
$ 8,964,333 
$403.79 


$242.65 
4.8¢ 


5.5 

$ 6,592,478 
$1,198.63 
23.9¢ 


1.4 

$ 4,539,147 
$3,242.24 
64.8¢ 


19574 


54.0 
$ 8,062,258 
$149.30 
2.9¢ 


66.0 

$ 6,580,057 
$99.69 

1.9¢ 


52.0 

$ 7,368,822 
$141.70 
2.8¢ 


37.5 
$12,795,595 
$341.21 
6.8¢ 


13.5 

$ 9,725,721 
$720.42 
14.4¢ 


32.0 

$ 5,275,179 
$164.84 
3.2¢ 


11.0 

$ 5,273,743 
$479.43 
9.5¢ 


24.4 

$ 9,066,894 
$371.59 
74¢ 


27.3 
$14,955,590 
$547.82 
10.9¢ 


19.5 

$ 7,873,604 
$403.77 

8¢ 


12.3 

$ 5,263,821 
$427.95 
8.5¢ 


8.5 

$ 1 794,890 
$211.16 
4.2¢ 


15.8 

$ 4,386,089 
$277.60 
5.5¢ 


15.5 
$ 4,816,336 
$310.73 
6.2¢ 


2.4 

$ 2,985,141 
$1,243.80 
24.8¢ 


6.7 

$ 2,092,587 
$312.32 
6.2¢ 


1.0 
$ 1,687,889 
$168.78 
3.3¢ 


0.5 

$ 1,119,218 
$2,238.43 
44.7¢ 


1956 


57.5 

$ 9,190,419 
$159.83 
3.2¢ 


72.5 

$ 9,117,366 
$125.75 
2.5¢ 


56.0 

$ 8,220,457 
$146.79 

3¢ 


30.0 

$ 8,773,516 
$292.45 
5.8¢ 


2.5 

$ 3,068,232 
$1,227.29 
24.5¢ 


39.5 

$ 6,544,451 
$165.68 
3.3¢ 


2.3 

$ 3,383,021 
$1,470.84 
29.4¢ 


18.5 
$ 9,953,498 
$538.02 
10.8¢ 


25.4 
$10,033,394 
$395.01 

8¢ 


13.5 

$ 7,880,318 
$583.72 
117¢ 


12.3 

$ 4,150,422 
$337.43 
6.7¢ 


10.0 
$ 4,245,324 
$424.53 
8.5¢ 


17.0 
$ 5,650,841 
$332.40 
6.6¢ 


20.0 

$ 6,475,234 
$323.76 
6.5¢ 


2.0 

$ 2,101,309 
$1,050.65 
21¢ 


7.1 

$ 2,521,084 
$355.08 
7.0¢ 


1955 


56.0 

$ 8,910,915 
$159.12 
3.2¢ 


77.0 

$ 7,872,563 
$102.24 

2¢ 


57.0 

$ 7,970,440 
$139.83 
2.8¢ 


19.5 

$ 6,638,245 
$340.41 
6.8¢ 


2.3 
$ 3,117,876 
$1,355.59 
27.1¢ 


48.0 

$ 6,111,529 
$127.32 
2.5¢ 


11.0 

$ 6,490,892 
$540.91 
10.8¢ 


20.1 

$ 3,675,706 
$182.88 
3.7¢ 


6.0 

$ 2,200,368 
$366.73 
7.3¢. 


12.7 

$ 596,645 
$46.98 

0.9¢ 


12.0 

$ 3,997,609 
$333.13 
6.7¢ 


20.7 
$ 6,896,258 
$333.15 
6.7¢ 


24.0 

$ 5,705,471 
$237.73 
4.8¢ 


2.2 

$ 1,532,476 
$696.58 
13.9¢ 


7.1 

$ 255,740 
$36.01 

0.7¢ 
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Costs of Cigaret Advertising: 1952-1959 


Per Carton and Per Million of Cigarets Sold 
Copyright 1960 by Advertising Publications Inc. 


1954 


51.0 
$ 6,876,101 
$134.82 
27¢ 


84.0 
$13,701,033 
$163.11 
3.3¢ 


58.0 

$ 8,905,887 
$153.55 
3.1¢ 


4.0 

$ 3,858,280 
$964,57 
19.3¢ 


54.0 

$ 5,478,877 
$101.46 

2¢ 


6.2 

$ 5,410,599 
$872.68 
17.5¢ 


149 

$ 3,157,137 
$211.89 
4.2¢ 


er 
$ 874,394 
$72.26 

1.5¢ 


14.0 

$ 1,820,350 
$130.03 
2.6¢ 


19.5 
$10,035,163 
$514.62 
10.3¢ 


29.0 

$ 6,610,807 
$227.95 
4.6¢ 


2.7 

$ 1,013,927 
$375.55 
7.5¢ 


7.3 
$ 570 


1953 


48.0 

$ 6,046,399 
$125.96 
2.5¢ 


99.0 


$14,866,194 


$150.16 
3¢ 


65.0 
$10,159,327 
$156.29 
3.1¢ 


3.0 

$ 3,206,889 
$1,069.00 
21.4¢ 


62.0 
$13,204,616 
$212.98 
4.2¢ 


6.0 
$ 538,309 
$89.67 

1.8¢ 


1952 


416 

$ 4,138,492 
$99.72 

2¢ 


104.5 
$13,313,273 
$127.40 
2.5¢ 


73.5 


0.7 

$ 991,672 
$1,416.67 
28¢ 


68.0 


27 

$ .166,748 
$61.75 

1.2¢ 


11.5 

$ 493,046 
$42.87 

0.9¢ 


12.5 

$ 890,414 
$71.23 

1.4¢ 


23.0 

$ 6,981,309 
$303.53 

6¢ 


36.5 
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! ures. The Television Bureau of Ad- 
| vertising is the source for spot tv 
i spending and Outdoor Advertising 
} available. 

| work and spot radio, direct mail, 


fand collateral 


1959 

‘HIT PARADE (Amer. Tob.) 

Sales (billions) 1.5 

Ad investment $ 1,216,008 

Ad cost per million $810.67 

Ad cost per carton 16.2¢ 
°ALPINE (Philip Morris) 

Sales (billions) 1.5 

Ad investment $ 3,434,776 

Ad cost per million $2,289.85 

Ad cost per carton 45.7¢ 


°SPRING (P. Lorillard) 
Sales (billions) 1.2 
$ 2,124,649 


Ad investment 
Ad cost per million $1,770.54 
Ad cost per carton 35.4¢ 


*DUKE (Liggett & Myers) 
Sales (billions) 1.0 
Ad investment $ 2,258 651 
Ad cost per million $2.258.65 
Ad cost per carton 45.1¢ 


'—King; *—Regular; *—King Filter; *—Regular Filter; "—Menthol King Filter; “—Menthol Regular & Menthol King Filter. # Revised. 
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1958 19574 1956 1955 
2.8 3.5 0.5 
$ 8,357,152 $ 6,062,432 $ 1,381,853 
$2,984.69 $1,732.12 $2,763.70 
59.8¢ 34.6¢ 55.2¢ 


1954 1953 1952 


not been measured since the first| advertising policy. 


seven months of 1955, thus throw- 
ing off comparative figures for 
subsequent years. Spot radio fig-| 
ures were not included in the com- 
pilation because they are given) 
only by corporations without in-| 
dividual breakdowns for the vari- | 
ous brands. Spot tv figures were | 
first available for 1956 and outdoor | 
figures became available in 1955. 

Figures are compiled by various | 
groups which measure the amounts | 
of space or time used and do not) 
reflect accurately the total amount 
spent in these media. No attempt is | 
made, for example, to calculate | 
frequency discounts in print or me- | 
dia broadcast or cost other than | 
time costs in tv (talent, production, | 
etc.). So actual costs may be a lit-| 
tle less in fact than indicated in 
the study. 


s Leading National Advertisers 
Inc. provided the figures for mag- 
azines, farm publications and net- 
work television. The Bureau of 
| Advertising, ANPA, has provided 
newspaper and Sunday section fig- 


| Inc. has made outdoor expenditures 
Omitted from the study are net- 


point of sale, premiums, sampling 
advertising pro- 
} grams, which constituted a consid- 
erable part of ad budgets. 


It should also be noted that if) 
an advertiser moves the bulk of 


‘Play Your Hunch’ Game 


Transogram, New York, has de- 
veloped a new board game, “Play 


his ad dollars from measured me-} your Hunch,” fashioned after the 


dia to unmeasured media he may 
seem to have made a cutback in 
advertising, when this may not ac- 
tually be the case. + 


Allegheny Pepsi Names Doner 
Allegheny Pepsi-Cola Bottling | 
Co. has appointed W.B. Doner & | 
Co., Baltimore, as its agency. In 
addition to Pepsi, Allegheny will | 
distribute its Cloverdale line of | 
beverages through other bottlers in | 
an area ranging from Reading, Pa., 
to Wilmington, Del., and Salisbury, 


Md. 


Martin Gets Snake Repellent 
Animal Repellents Inc., Griffin, 
Ga., has appointed Robert E. Mar- 
tin & Co., Atlanta, to handle adver- 
tising for Snake-Stop, a new snake 
repellent product which will be in- 
troduced soon in the U.S. and 12 
foreign countries. Newspapers, ra- 
dio, tv and magazines will be used. 


Pensacola Board Names Dodson 
The Pensacola Municipal Adver- 
tising Board has awarded its $60,- 
000 account to Pat Dodson Agency, 
Pensacola, Fla. The account for- 
merly was handled by Howard 
Barney & Associates, Mobile, Ala. 


Zlowe Names Rosenberg 
Zlowe Co., New York, has named 


NBC-TV game show. Selling at 
$3.98 each, it features an automat- 
ic problem selector machine, 240 
problems on cards and play money. 


Intended for children and adults, | 


it is being given away on the NBC 
show. 


TV Time Foods Names Stern 
TV Time Foods Inc., Chicago, 


| processor and packager of TV Time 
| Popcorn, has named Stern, Walters 
| & Simmons, Chicago, as its agency. 
The company will kick off a mar- 
ket campaign this fall in news- 
papers and tv. Erwin Wasey, Ruth- 
rauff & Ryan, Chicago, is the for- 
| mer agency. 


New Sta-Fit Ad Campaign Set 

Raymond M. Price & Associates, 
| Chesterton, Ind., has introduced a 
| new home exerciser under the 
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Advertising, Michigan City, Ind., 
will handle a consumer and trade 
campaign plus a direct mail push 
directed to sporting goods, hard- 
ware and department store buyers. 


Ghostley’s Poultry to Colle 
Ghostley’s Poultry Farms, Ano- 
ka, Minn., has appointed Colle, 
McVoy, Weston, Barnett Inc., Wa- 
terloo, Ia., to handle its advertising. 
All creative work and production 
will be handled in Waterloo, with 
part of the liaison being handled 
by Colle-McVoy in Minneapolis. 


Stacy to Brownberry Ovens 
Brownberry Ovens, Oconomo- 
woc, Wis., baker, has appointed 
Rufus D. Stacy general sales man- 
ager, to head sales, sales promo- 
tion and advertising. Mr. Stacy 
was formerly national sales man- 
ager of the refrigerated foods divi- 
sion of General Mills, Minneapolis. 


‘Boston Herald’ to Bresnick 

The Boston Herald and Traveler, 
Boston, have appointed Bresnick 
Co., Boston, to handle institutional, 
circulation and trade promotion 
programs. Chirurg & Cairns is the 
previous agency. 


Leach to Griswold-Eshleman 
Jace Leach has joined Creative 
Services, Berea, O., as an account 
executive. Mr. Leach was formerly 
an account executive of Griswold- 


|/name of Sta-Fit. Taylor-Chalmers 


| Eshleman Co., Cleveland. 


With these exceptions in mind 
the reader may evaluate the ac- 
companying table which shows 
sales and advertising for these 


f brands over the past eight years. | 


| Extreme variations in advertising 
over 


become available or unavailable, 


» not necessarily to violent shifts in 


t 


4 


Food 


‘Advertising 


Returns 


An analysis of coupon returns for five food 
advertisers in four New York papers shows: 
The Mirror Three Evening Papers 
Per Cent 17.2 16.4 19.1 13.1 
Total Cost 

Per Cent 20.5 9.6 
Total Returns 

Per Cent 21.6 14.5 11.5 a4 
Total Circ. 

Average Cost $1.41 $2.83 $2.41 $2.06 
per Coupon 


13.2 10.5 


the New York market 


Make 
The Mirror 
a MUSTI 


the years can often be 
f ascribed to the fact that certain | 
i media expenditure figures have) 


If you are advertising grocery products in | 


Bert Rosenberg, formerly with 
|Grey Advertising Agency and 
|W. B. Doner Co., an account ex- 
| ecutive. 


*BY YOUNG & RUBICA 


TO SELL 


MEN’S WEAR MAGAZINE 


YOU ARE URGENTLY REQUESTED TO SEE 


SPORTS ILLUSTRATED 


12 PAGE ADVERTISING SECTION SPECIFICALLY DESIGNED* 


SEPTEMBER 16TH 


THE MEN'S WEAR RETAILER 


ISSUE 


| 


In addition, Eastern offers freight space on over 400 daily passenger | 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities } 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


| For Information and Freight Reservations, call your 
| Freight Forwarder, Cargo Agent or Eastern Air Lines. 
| 
) 


EASTERN|/AIR LINES 


Now—EASTERN’S Flying Freighters offer 


OVERNIGHT L 
DELIVERY @ 


New York—Miami—San Juan 

| New York—Atlanta—New Orleans—Mobile—Houston 
Chicago—Atlanta—Miami—San Juan 

@ Reserved space on every Freighter flight. 

@ Pressurized and temperature-controlled. 


@ Flights daily except Saturday and Sunday nights. 
@ Pickup and delivery service available. 


& 
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It May Be a Dog's Life, but 
the Lickin’s Are Mighty Good 


To the Editor: Since every dog 
is entitled to one bite, I’d like to 
suggest that the copywriter for 


Pard dog food really did know the 
market to which he was writing. 
Back when I was writing copy 
for Red Heart dog food, we made a 
most interesting discovery ...one 


which your flea-bitten (in this in- | 


stance, anyway) Creative Man 
(Sept. 5) obviously has yet to 
make, i.e., the vast majority of ca- 
nines unfortunately can’t read. 
This being the case, doesn’t it make 
better sense to pitch the appeal to 
dog owners, most of whom can? 


Taking a second look at the ad/| 


in question, it occurs to me that a 
much better headline might be, 


“Pard Tastes Good—Like a Boy’s| 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


strong hunch he would say “Lick- 
and I am even more 
firmly convinced he could do a far 


Ear Should.” 
Howard C. Peterson, 
Copy Chief, Keyes, Madden & 
Jones, Miami. 
. 


To the Editor: “Let’s Be Realis- 
|tice” indeed! The Creative Man’s 
Corner has brought me out of my 
corner, swinging! 

Such inane criticism of a basi- 
cally good ad does not deserve 
space in a respected publication 
such as yours. Methinks that tedi- 
ous critic must have dashed off his 
criticism of the Pard ad at the end 
of a long and liquid lunch. May I 
ask: Why, if the man has nothing 


| to say, doesn’t he rest his typewrit- 


er and cease to bore us with crude 
humor at the expense of craftsmen 
with thrice his talent?? 


Could a dog write, I have a 


NOW 
MEMPHIS 


12 * 


In Population 


among all 


U.S.cities . 


2nd IN THE SOUTHEAST 
Behind only New Orleans 


5th IN THE SOUTH 
Behind New Orleans and the Texas cities 
of Houston, Dallas and San Antonio, 


MEMPHIS gained 24.2% in population between 


1950 and 1960, according 


to U. S. Census Bureau. It 


climbed from the 26th largest to the 21st largest city in 


the country! 


Write for: EMPHASIS ON MEMPHIS 


—a brand new marketing study which com- 


pares Memphis with 
Southeast. 


other markets in the 


MEMPHIS CONSUMER 
PANEL STUDY 


—the newest copy of a continuous panel sur- 
vey—-now in its 15th year—which records the 
pulse-beat of sales in 46 Grocery and 15 Drug 


Classifications. 


a 


*Source. 1960 U. 8S. Census Preliminary Figures 


ee ER CAMS. APPEAL 
MEMPHIS _ 
PRESS-SCIMITAR | 


SCRIPPS-HOWARD NEWSPAPERS 


Eocene ser eee men. Serna 


in’ Good,” 


all the meat is beef 
in new 


Pard 


buy beef for the fomily 
"by hir*qood Peed fr the fomlly dog 


re tasty dog 


rams 
.. 50 when you 


New. nourish © much mot 
ood. Your dog will love it... thrive on it—new 
sckin’ good Pard. All the meat is beef in Pard. 


finer job of conducting a creative 
column than the incumbent! 

There is certainly a place in 
your editorial format for a con- 
structive critical approach to ad- 
vertising ... when will the spot be 
filled? 

Fred L. Delkin Jr., 
Creative Director, Cole & Web- 
er, Portland, Ore. 
e 


To the Editor: It’s too darn bad 
your “Creative Man” never had a 


or got a good “lick” himself .-. . 
he’s missed one of the biggest 
thrills of life, just as much as he 
completely missed the point of 
Swift’s ad! 

| Dogs don’t buy their own food, 
| right. But the small boys and par- 
‘ents who buy it will certainly 
‘think about Pard if they feel they 
‘might get an extra “lick.” 


of your corner to “Destructive 


Advertising Age, September 19, 1960 


Man’s”? 
J. P. Irvine, 
Waukegan, III. 


Commenting on. the ad, the Cre- 
ative Man wrote: “What a pity 
that dog food advertising is not 
written by dogs. We just can’t 
bring ourselves to believe that a 
dog would describe the flavor of 
the new Pard as ‘Lickin’-Good.’ 
Do all dogs drop their g’s?” 


dog, saw a dog lick a small boy’s | 
face in anticipation of a good meal, | 


|Kudos, Revisions for 
100 Leaders’ Profiles Issue 

To the Editor: Just a note to 
congratulate you and your whole 
|staff on the Aug. 29 issue [giving 
| profiles on the 100 leading adver- 
\tisers]. 

It’s a very impressive job—and 
all of us who stand to benefit by 
a factual and current reporting job 


of the facts and figures compiled | 


in this article, owe all of you a 

| deep debt of thanks. 

L. W. Lane Jr., 

. President and Publisher, Lane 
Magazine Co., Menlo Park, Cal. 


To the Editor: In your Aug. 29 
issue listing the top 100 National 
Advertisers, the section on Page 
118 devoted to Canadian General 
Electric was correct for marketing 


} |personnel, but incorrect in listing 


of personnel servicing this account 

‘from MacLaren Advertising Co. 
To bring you up-to-date, would 

you please change your records as 


follows: 

MacLaren Advertising Co., To- 
ronto-Montreal—account supervi- 
sor—G. L. Reneau; account execu- 
tives—R. G. McBain; C. E. King; 
R. Westlake; P. Stocks; G. Perkins; 
E. G. Exley; H. T. G. Gill; R. Sand- 
ers. 

G. L. Reneau, 

MacLaren Advertising Co., 

Toronto. 

a 

To the Editor: In regard to the 
run-down on Permacel on Page 
134 of your [100 leaders] issue, 
the president is now George A. 
Fitzgerald and Robert S. Bradford 
is now vp of sales. 

George C. Riegger resigned on 
Aug. 19. 

I realize that all of this happened 
too late to make your issue of Aug. 
29, but I wanted to forward this 
|information to you for future ref- 
erence. 


Franklin W. Bartle, 
Advertising Manager, Perma- 
cel, New Brunswick, N.J. 

e * * 
‘Progressive Farmer’ Was 
First with Split Run 

To the Editor: Thank you very 
much for noting the fact that Pro- 
gressive Farmer “is one of the old- 
est magazines in the split run and 
regional field” on Page 8 of your 
Sept. 5 issue. 

Progressive Farmer has been 
published in ‘separate editions for 
nearly 75 years, and as far as we 
know that makes Progressive 


Shirtsleeves Abound 
Among Engineers Also 

To the Editor: Mr. Elliott’s so- 
licitude (Voice of the Advertiser, 
AA, Aug. 15) for the shirtsleeved 
designers on our cover of July 25 
twangs my heartstrings. He will 
feel better, I’m sure, over our 
Sept. 5 cover in which all five 
engineers are in shirt sleeves, or 
that of Nov. 9, in which Motoro- 
la’s two top engineers are like- 
wise ads for Arrow. 


Why don’t you change the name | 


I suspect that Joe Llewellyn, 
ad manager at Marchant, had a 
real problem on his hands when 
he posed the some-shirtsleeves pic- 
ture, not to get the designers to 
accept a lower status but to get 
these representative and creative 
Californians out of their sport 
shirts and into white ‘shirts with 
ties for the portrait. They just 
won’t believe Vance Packard ... | 

E. J. Tangerman, 
Editor, Product Engineering, 
New York. 


that they can 
of Century! 


Electrotypes «+ 


160 East Illinois St., Chicago. 11 « DElaware 7-1541 


Poof! There goes exasperation! 


Life’s too short to put up with need- 
less irritations. Wise admen stay calm 
and relaxed—secure in the knowledge 


depend on the Services 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, INc. 


Travis R.O.P. Glass Mats 


Plastic Plates - B &W and Color Proofing 
Duplicate Photoengravings 
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|\Two Advertisers Get Their 
To- | Message Across the Same Way 
es | To the Editor: No doubt many 
“es | of your readers noted the strik- 
rt ‘ing similarity between the ads for 


Ladies’ Home Journal and Associ- 
ated Press, on Pages 57 and 105! 
| respectively of your Aug. 15 issue. 


‘Splendored’ or ‘Splendid,’ 
Ads Are Think Alikes 

To the Editor: By the looks of 
two different ads in the same is- 
sue of the New York Times Mag- 
azine of Aug. 28, 1960, two adver- 


tisers seem to have pretty much the | 


tt COSTE Be Let] oon ta oo 


same idea ... whether they’re talk- 
ing about the sweater or what goes 
into it. It’s all in how you say it, 
apparently ...“many splendored” 
or “many splendid.” 
Francis Cullen, 
Sunhaven Land Co., Chicago. 


Farmer the original separate edi- 
tion publisher. 

We appreciate ADVERTISING AGE’s 
complete factual editorial cover- 
age. 

Emory Cunningham, 
Vice-President and Advertis- 
ing Manager, Progressive 

; Farmer, Birmingham, Ala. 


na l o . . 
ai iMedia Should Get Blame 


| For Tasteless Ads Too, He Says 

To the Editor: This horror of 
an ad—featuring a Frankenstein- 
' type face to match an absurd copy 
f point—certainly qualifies for your 


1 
}“ Advertising We Can Do Without” 
+ corner. 
+ While not condoning advertisers 
_ whose taste and/or common sense 
‘is questionable, I do believe media 
fin which such monstrosities ap- 
|pear rate a finger-point or two. In 
‘most cases they are the so-called 
“good” newspapers and magazines; 
f this ad ran recently in the well- 


| regarded Washington Post. 
Advertising media have a re- 
|sponsibility to both their readers 
and to the industry that helps 
|keep them fat. By accepting trash 
masquerading as advertising, me- 
dia both insult their readers and 
injure their feeders. 

When printing “Advertising We 
Can Do Without,” it might be wise 
to also print the name of the pub- 
lication which should have nixed 
the offending ad in the first place. 
A little finger-pointing and the re- 
| sultant embarrassment might wake 
media to the fact that they, too, 
have a stake in improving adver- 
tising. 


Murray Gelman, 
New York. 
* * 7 


Single Rate Would Reduce 
Some Co-op Abuses, He Says 

To the Editor: Bravo for your 
editorial on “The Single Rate Sit- 
uation” in your Aug. 22 issue. 

Not only would a single rate ac- 
|complish all you mentioned, it 
would also go a long way in re- 
ducing some of the abuses inherent 
in co-op advertising. 

Beyond this, broadcast media 
might get a larger share of avail- 
able co-op funds if multiple rate 
structures were eliminated. 

Hope the influence you exert will 
help achieve this desirable goal. 

Lester Krugman, 

President, Cooperative Adver- 

tising Specialists, New York. 


* 


en 


e SKiLLionaire | 
jose: cn 


| The “Associated Press” ad is real- 
|ly for KNX, Los Angeles. 


Robert L. Crockett, 
Public Relations Manager, 
Trinity Universal Insurance ~ 
Co., Dallas. 


Reader Crockett is the only one 
to comment on the similarity of 
the two ads—a hand pulling a mes- 
sage off a Teletypewriter ma- 
chine. The message is the ad copy. 


* ° 
It Wasn't Tuna, It Was 

Black Marlin, He Says 

To the Editor: In Brazilian 
sportsman G. F. Wilda’s haste to} 
accuse Field & Stream of fakery 
in its ad featuring Kip Farrington | 
(AA, June 13), he erroneously re- | 
fers to the 1,135-lb. fish in the | 
photograph as a tuna, when the! 


129 


opening sentence clearly labels it | thenticity of the background. His 
a black marlin. The photo is ab-|offer to “eat Mr. Farrington’s next 
solutely unretouched in any way. | tuna alive, head, body and soul” 
It was taken on the Cabo Blanco|if the photo wasn’t faked, is an 
Fishing Club’s mole in Peru with interesting one. We suggest a more 
the coastal range visible. apropos diet in this case is crow. 

Anyone who has been to Cabo Julien Dedman, 
Blanco, which we assume Mr. Promotion Director, Field & 
Wilda has not, can verify the au- Stream, New York. 


Thus, missing is 
courséd through 
Highland burn. 

on the back of 


ROBERTSON’S 


every bottle of 


We at Robertson’s are proud of our scotch 


That's how a Highlander says, “The malt makes the differ- 
ence.” Scottish barley malt, as unique to Scotland as scotch 
itself, is considered by many the ingredient that imparts 
the “character” to every scotch whisky made and bottled in 
the Highlands. 

But all scotches are not all Scottish! Some “modern” scotches are 
bottled elsewhere than Scotland and with other than Scottish water! 


the fine Scottish hand of an artisan distiller at the 


critical bottling stage; missing is the distinctive Scottish water that has 


the heather, the mountain glens and finally a mystic 


For assurance that the scotch you select is Scottish through and 
through, look for a label such as this one found 


DISTILLED IN SCOTLAND AND BOTTLED 
IN THE UNITED KINGDOM U' 
GOVERNMENT SUPERVISION 


YELLOW LABEL SCOTCH. 


tradition. For over 130 years ROBERTSON’S 
YELLOW LABEL SCOTCH has been made 
according to the very same methods and formula 
established by John Robertson, in 1827. Since 
then, nothing has changed but the increasing 
favor ROBERTSON’S YELLOW LABEL 
SCOTCH has found far beyond its Highland 
origins. Select your scotch tastefully. 


ROBERTSON’S 
YELLOW LABEL 


SCOTCH 


IMPORTED IN THE BOTTLE FROM SCOTLAND 


86.8 PROOF » 100% SCOTCH WHISKIES * KOBRAND CORPORATION, NEW YORK 1, N. Y. 


1005, SCOTCH WHISKIES 


OSTLLED 8 BOTTLED INSCOTUND 
JOHN ROBERTSON o SOM” 
‘ DUNDEE +; 
», SCOTLAND » 
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FRED A. NILES PRODUCTIONS, INC. 


1058 W. Washington Blvd. « Chicago 7 
In Holywood: 5539 Sunset Bivd. 


BRIGHT IDEAS 


Let our large creative depart- 


No shortage here of 


ment be of assistance 

to you in the preparation of 
yaur next series of TV 
commercials or industry 
programs. 


Ae 
es. f 
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“You mean 
I can get * and many 
all these things more..come in 
oo 5 or call me 
engined any time” 
Banking if oF 


Center?” «...-----.--~~ y. 


OWN BANKER— 
Continental Illi- 
nois Bank, Chi- 
cago, is using 
newspapers and 
radio to announce 
its Family Bank- 
ing Center, 
a bank-within-a- 
bank in which 
each family has a 
designated person 
to help at any 


New 
FAMILY 
BANKING | 

CENTER 


time with any 
banking service. CONTINENTAL 
Earle Ludgin & B ANK 


Co. is the agency. 


GOOD ADVICE 
TO AD AGENCIES: 


@ For getting new clients 
@ For holding old clients 


a. successful advertising agency 
executive knows that clients like to do business 
with agencies that “talk their language’’—that 
know what the business world, as well as the 
advertising world, is all about. 


Sure, clients want imaginative campaigns 
which move merchandise and increase profits. 
They all do. But how many times have you 
heard businessmen refer to the ““Madison Ave- 
nue fellows” who linger in ivory towers far from 
the arena of practical business? 


That’s one unwarranted misconception some 
agencies never have to worry about. In common 
with most agencies, they’re staffed by real busi- 


advantage: Right in their offices is a Dow-Jones 
Instant News ticker. 


To clients, the Dow-Jones ticker instantly 
signifies business. Its industrious clickity-click 
says for all to hear: This is an agency that is in 
touch with business every minute. It gives clients 
confidence in the agency’s business approach. 
And when the agency contact men transmit 
valuable information to the clients before it 
appears in newspapers, the clients’ reaction is: 
an agency as alert as this one is can be depended 
on to keep ahead of competition. 


And in dozens of ways, the Dow-Jones ticker 
helps the agency create more forceful campaigns 
—more impactful because they’re geared to real 
happenings . . . more timely because they’re 
geared to news that is still news! 

The cost for this unique, dependable aid is 
realistically economical. You'll be surprised at 
how easy it is for your agency to afford the 
Dow-Jones Instant News Service—a service you 
really can’t afford to be without! 


Pe © ERE! Se) 


nessmen .. . but they do have an outstanding | 


DOW-JONES IS FIRST WITH NEWS YOU CAN'T ANTICIPATE 
... and in addition, is first with all these basic reports every day: 
Securities and commodities news 

Labor developments 

Government decisions 

Corporate financing plans 

Plant expansion and relocation news 

New sources of supply 

Sales leads 


... and many other developments of. prime importance. 


DOW-JONES Deateact- owe SERVICE 


44 Broad St. 711 W. Monroe St. 1325 Lakeside Ave. 
New York 4 Chicago 6 Cleveland 14 


1540 Market St. 
San Francisco 19 


Westinghouse Unit 


Backs Eagles Games 
in Philadelphia Area | 

PHILADELPHIA, Sept. 13—West- | MOVE 
inghouse Electric Corp. Atlantic 
Region, Westinghouse distributor | 
here, has scheduled a $250,000 5 
fall ad program in this area for its | 
tv and stereo-hi-fi products using | 
newspapers, tv, am and fm radio, 
outdoor and TV Guide. 

Starting the week of Sept. 26, 

five-column ads will appear in the | 
Philadelphia Inquirer, the Phila- 

delphia Bulletin, Wilmington Jour- 

nal and Wilmington News, and 

will continue for ten insertions. 

Each ad will feature a two-free- 

tickets offer to a Philadelphia | 
Eagles football game, and each) 
will include dealer listings. 

The tv portion of the campaign 

includes co-sponsorship of four 

Eagles’ pre-season games on 
WCAU-TV and full sponsorship of 

15-minute warmup shows preced- 

ing live telecasts of the full pro- 

fessional league schedule on the 
station. Co-sponsorship of all 
Eagles’ games on WCAU and 

WCAU-FM are listed for radio. 

WPEN-FM and WHAT-FM will 
also be used for saturation .spot 
campaigns. 

A schedule of spreads and half- 
pages in the Philadelphia edition of 
TV Guide will contain dealer list- 
ings. The campaign also includes 
facing half-page ads in Eagles’ 
programs and a rotary outdoor 
spectacular using a 16 by 48 ft. 
board and 20 ft. cutout of a Picture 
Window—23 Westinghouse tv set. 
Pre-campaign mailings to dealers | 
tied-in with the Eagles season. 

Wermen & Schorr is the agency. 


LANSING 
JACKSON 


Ll 


CHANNEL 


three mid-Michigan markets with a 


46% of the state’s population (outsid 
troit). 
26th in TV Households**. 


Inc. Your move! 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 


Dr. Horsch Joins MR Institute 
Dr. Alfred’C. Horsch has joined 

the Institute for Motivational Re- 

search, Croton, N. Y., as a staff 


BATTLE CREE 


1c 


The King of the Golden Triangle takes 
grade signal and gives you the jump 
Nationally 11th in Retail Sale 


Check th 
facts with Venard, Rintoul & McCon 


Ad 


e 


specialist in marketing. Dr. Horsch | 
was formerly director of Printers’ | 
Ink Books, executive editor of Mc- 
Graw-Hill’s college textbook series 
in psychology and exec vp of Pit- 
man Publishing Corp. 


Four Buy ‘Play of Week’ 
National Telefilm Associates, 
New York, has sold its “Play of 
the Week” to WRC-TV, Philadel- ae 
phia; WHEN-TV, Syracuse; ‘on 
WTOL-TV, Toledo; and WTVR, : 
Richmond. The series now has been pn 


sold in 56 markets, where it has 


The York division of Borg-War- | 
ner Corp., York, Pa., has promoted 
Kenneth J. Thompson from sales 
promotion manager for packaged 
products to sales promotion man- 


GOLDEN TRIANG 


ager for all York divisions. Associated with / WILS-Lansing, WPON —P 


attracted a number of national ad- LANSING 
vertisers. JACKSON 

‘BATTLE CREEK 
York Boosts Thompson CHANNEL 10 


SERVING MICHIGAN 
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Electric Utilities Say FPC Crackdown 


131 


Last Minute News Flashes 


on ECAP Ads Raises Censorship Issue 


WASHINGTON, Sept. 15—The elec- 
tric utilities charged today that the 
efforts of the Federal Power Com- 
mission to crack down on their 
anti-public power ads raise issues 
of censorship and unfair procedure 
which ought to be reconsidered. 

In a motion urging the commis- 
sion to take another look at its re- 
cent verdict requiring special 
bookkeeping treatment for “politi- 
cal” ads, the utilities protested it 
is “almost violently unfair” for the 
government to get into the elec- 
tric business and then use its reg- 
ulatory power to penalize private 
utilities for buying advertising 
space to tell their side of the story. 


s After almost two years of ma- 
neuvering, FPC last month ruled 
that eight out of 29 magazine ads 
sponsored by the utilities in the 
1957 ECAP (Electric Companies 
Advertising Program) through 


(AA, Aug. 22). 

The commission said 76 big util- 

ities which contribute to the sup- 
port of the ECAP program must 
adopt new accounting procedures 
so that “political” ads are not 
jumped with other kinds of adver- 
tising which are routinely accepted 
aS proper operating cost for rate- 
making purposes. 
In the motion for rehearing to- 
day, the utilities protested that 
their effort to show that consum- 
ars, stockholders and employes all 
senefited from the ECAP ads had 
xeen “completely ignored.” Utili- 
ties warned FPC that they are 
ready to go to court if the request 
for rehearing is rejected. They 
want the effect of the FPC order 
neld up until courts have a chance 
o consider their case. 


= Repeatedly during the two years 
pf litigation, the utilities tried un- 
successfully to submit testimony 
from industry experts and out- 
siders about the competition which 
srivate utilities face from public 
ower. 

But FPC has refused to consider 
he testimony. It takes the posi- 
ion that the ECAP controversy 
nvolves only accounting proce- 
lures and that utilities will still 
have a chance to defend their ex- 
benditures for “political” ads when 
hey are before federal and state 
regulatory agencies in rate-mak- 
ng procedures. 


The utilities contended today 
hat FPC got off on the wrong 
oot by assuming in advance that 
‘it is difficult to conceive of any 
bvidence that would justify a con- 
fusion” that the ads had any 
purpose other than political. 

“The commission’s basic fallacy 
hrises out of its failure to take in- 
o account the nature of the prob- 
em which confronts the. .respon- 
ents,” the petition said. 

“Had the published advertise- 
ments been for the purpose of 
trengthening their competitive 
bosition vis-a-vis their competitors 
producing and selling some other 
orm of energy—gas or coal— 
here would be no question as to 
he classification of such advertis- 
ng expenses, provided they were 
ust and reasonable. 


“Had any one of the respon- 
Hents published an advertisement 
or the purpose of strengthening 
ts competitive position vis-a-vis 
another investor-owned electric 
utility, there would be no question 
as to the classification of such ad- 
vertising expenses, provided they 
were just and reasonable. 

“In this case, it happens that the 
most formidable competitor these 
fFompanies face is their own gov- 
brnment. That situation is not of 
the respondent’s choosing. It is not 


N. W. Ayer & Son were political | 


their fault—indeed, it is beyond 
their control—that their arch- 
competitor, competing in its pro- 
prietary capacity, from time to 
time favors itself in that capacity 
through legislative and executive 
measures. 

“It is beyond the respondents’ 
control that the same competitor 
utilizes funds which are derived 
‘either from taxes or from pay- 
ments by its consumers to publi- 
cize its own side of the competi- 
tive picture. If such publicizing 
|be ‘political,’ let the government 
step out of this political role. 

“It is beyond basic decency for 
the government itself to indulge in 
such practices, and then, when re- 
spondents attempt to do likewise, 
| to say that because it—the govern- 
| ment—is the competitor in this in- 
| stance, normal and usual account- 
‘ing for respondents’ advertising 
|expenses shall be condemned.” 


# The power commission had 
noted that the Supreme Court 
early this year in Cammarano vs. 
U.S. ruled that ads which were 
used by liquor dealers to fight a 
dry law referendum were “politi- 
cal” and were not a business de- 
duction for income tax purposes. 

But the ECAP companies which 
also face action from the Internal 
Revenue Service seeking to disal- 
low “political” ECAP ads, argued 
today: “This is not a case like 
Cammarano, where the federal 
government was neither a wet, nor 
a dry, and where it could argue 
plausibly that it should stay its 
hand and not grant tax assistance 
to either side of the controversy. 

“In the present case,” the utili- 
ties emphasized, “the government 
is up to its neck on one side of the 
controversy. It or its controlled 
agencies spend tax dollars and 
rate-payers’ dollars to compete 
with respondents, not merely with 
the usual weapons of competi- 
tion, but with governmental wea- 
pons as well.” 
® The utilities brushed aside a 
portion of the power commission 
decision which contended that the 
assignment of “political ads” to a 
“below-the-line” account, separate 
from ordinary advertising, still did 
not preclude rate-naming bodies 
from permitting the utilities to re- 
capture this cost if they feel it is 
reasonable. “It is obvious,” the pe- 
tition snapped today, “that when 
a particular item of operating ex- 
pense is forced ‘below the line,’ it 
stays there.” 

Attorneys for the utilities ex- 
pressed indignation over a portion 
of the FPC decision which said it 
would be “unwarranted and pos- 
sibly unfair” to use an accounting 
system which would force rate- 
payers to pay for “political” ads 
with which they may disagree. 


= “The question of whether any 
rate-payers differed from the views 
expressed in the advertisement is 
irrelevant,” the petition argued. 
“The relevant question is whether 
respondents exercised sound busi- 
ness judgment in believing the ad- 
vertisements would benefit them 
and the rate-payers.” 

Differences exist over other 
costs, but no similar distinctions 
are made in the system of ac- 
counts, the utilities pointed out. 
“A utility’s customer who sells 
coal undoubtedly disagrees with a 
decision to use oil or gas as better 
fuel. But proper accounting classi- 
fications cannot be determined by 
a popularity poll.” + 


Compton Names 2 VPs 

Richard H. Hurley and Harold V. 
Rover, account supervisors at 
Compton Advertising, New York, 
| were named vps of the agency. 


McCarthy Moves to Wesley Associates as President 

New York, Sept. 16—Cal J. McCarthy Jr., previously a vp and ac- 
count supervisor with Foote, Cone & Belding, has been named presi- 
dent of Wesley Associates. L. G. Wesley, founder, becomes executive | 
committee chairman. Mr. McCarthy had been with Ruthrauff & Ryan; 
Ellington & Co.; David J. Mahoney Inc.; MacManus, John & Adams; 
and Kelly, Nason before Foote, Cone. The White Rock account followed 
him in all moves until he joined Kelly, Nason in 1958. 


Doner Adds Youthcraft, Corde de Parie 


New York, Sept. 16—W. B. Doner & Co. has been named to handle | 
advertising for Youthcraft Creations and Corde de Parie, foundation | 
garment manufacturers. Both accounts were with Leber & Katz. Sid- 
ney Garfield, president of the New York office of Doner, said this week 
that billings for the entire Doner agency (offices in six cities) are up | 
from $18,700,000 in 1959 to more than $21,000,000 this year. He said 
billings increases in New York were about the same as in the rest of 
the organization. The New York office currently is billing between $7,- 
000,000 and $7,500,000 (for news of Doner and the U.S. Time account, 
see story on Page 1). 


Brach Candy Names Shaw for $700,000 Account 


Cuicaco, Sept. 16—E. J. Brach & Sons, candy manufacturer, has 
appointed John W. Shaw Advertising to handle its $700,000 account, ef- 
fective Nov. 1. About 15 agencies competed for the account, which was 
resigned in July by Tatham-Laird (AA, Aug. 1). 


Harris Seizes Cuban Plane; Other Late News 


e Harris & Co., Miami agency on the hook to media for some $250,000 
in Cuban tourist advertising, carried its fight against the Castro gov- 
ernment to New York, where it succeeded in attaching a Britannia 
turbo-prop plane operated by the government-owned Cubana Airlines. 
The writ of attachment was issued by Justice Henry C. Epstein, of New 
York supreme court. 


e Crane Ltd., Montreal, manufacturer of plumbing and heating equip- 
ment, has moved its account from Cockfield, Brown & Co. to Foster 
Advertising. The account reportedly bills about $250,000 a year. 


e Edgar B. Ferree has been advanced from managing director of 
Kenyon & Eckhardt’s Toronto office to general manager of the agency’s 
Canadian operations. He remains a vp. Robert McCausland, office man- 
ager in Montreal, will now be responsible to Mr. Ferree; up to now 
the agency’s Montreal operation was run separately. In addition, the 
agency announced that John Markey, formerly marketing director and 
vp of Brooks Advertising, has been appointed marketing director and 
vp. 


e Marsteller, Rickard, Gebhardt & Reed, Chicago, has resigned Dole 
Valve Co., Morton Grove, IIl., manufacturer of automatic valves and 
controls, reportedly because of “reduced activity.” Dole said it is talk- 
ing to several agencies. The account bills an estimated $100,000. 


e Procter & Gamble currently is running a new campaign for two new 
Duncan Hines cake mixes—angel food and vanilla creme chiffon. Pre- 
printed “hi-fi color” ads, equivalent to full pages, are appearing in 
newspapers in Chicago, St. Louis and 12 or 13 other cities. P&G de- 
clined to say what other media are being used. Compton Advertising, 
New York, is the agency. 


e General Mills, Minneapolis, is using 1,000-line newspaper ads to 
introduce new 21-oz. cans of Betty Crocker instant mashed potatoes in 
test markets—Providence, Syracuse, Cleveland and Indianapolis. The 
24-servings container—three times the conventional carton size—opens 
with a key and is reclosable to keep contents fresh. Knox Reeves Ad- 
vertising, Minneapolis, is the agency. 


e Pilsen Brewing Co., Chicago, currently is talking to four or five 
agencies. Barlit Productions, Chicago, handles Pilsen, which reported- 
ly bills about $100,000. 


e Grant Advertising, New York, has named Albert V. Lowe, formerly 
at Erwin Wasey, Ruthrauff & Ryan, as account supervisor on the In- 
ternational General Electric account, and Robert Burnand has been 
transferred to New York from Chicago as international account execu- 
tive for export advertising on Pillsbury, Hamilton Watch, Ex-Lax and 
Tidewater Oil. 


e McCann-Erickson has been named task force agency for the 1961 
Advertising Week campaign set for next Feb. 5-11. Emerson Foote, 
McCann president, has been named national plans chairman of the 
drive, designed to promote a positive public image of the industry. 


e Charles E. Van Voorhis, vp and account supervisor of Ketchum, 


MacLeod & Grove, has been transferred from the Pittsburgh office | 
to the agency’s New York staff. With him goes the center of service | Bers 
operations for two KM&G accounts: Gulf Oil Corp.’s petrochemicals | 


department and Goodrich-Gulf Chemicals. Richard Ulrich, account ex- 


ecutive on the chemical accounts, also will move from Pittsburgh to | 3 


New York. (The agency opened a Houston office Sept. 1 to service 
Gulf Oil, which transferred its marketing operations to that city.) 


e James Kelso has been named to the new post of national merchan- 
dising and advertising director of Drumstick Inc., Columbus, O., 
ice cream novelty manufacturer, effective Sept. 19. He formerly was a | 
vp of Byer & Bowman Advertising Agency, Columbus, where among | 
other duties he worked on the Drumstick account. 


e North American Philips Co. is starting a multi-million-dollar fall | 


campaign with four-color ads in the current issues of Life and This 
Week Magazine to introduce its new Norelco “floating head” electric 
shaver. Most of the budget is going into spot tv, which breaks this 
weekend in 150 markets. Newspaper ads are also planned. C. J. La- 
Roche is the agency. 


e Schick Inc., Lancaster, Pa., is re-invading the European market this 
fall, with shavers exported from the U.S. Tom Moore, head of Schick’s 
international operations, has been shifted to new headquarters in Lau- 
sanne, Switzerland, from where he will direct marketing operations in 
Britain, France, Switzerland and Italy. Lambe & Robinson-Benton & 
Bowles is handling the advertising in Britain and Publicis has been 
named for France. 


Doyle Dane Adds 
Olin Mathieson 
Institutional 


| FC&B, K&E Reportedly 
Competed for Account 
| Previously with D’Arcy 


New York, Sept. 15—-Doyle Dane 
|Bernbach Inc., which picked up 
|about 20 new accounts in 1959, to- 
day landed its 10th new account of 
1960 (it’s running a little behind 
last year’s pace)—the institutional 
advertising of Olin Mathieson 
Chemical Corp. 

Doyle Dane reportedly beat out 
two larger agencies—Foote, Cone & 
Belding and Kenyon & Eckhardt— 
for the task of developing a cor- 
porate image for the diversified 
chemical company. 

Olin Mathieson’s institutional 
account billed as high as $3,000,000 
a year at D’Arcy Advertising when 
the company was sponsoring 
“Small World” on CBS-TV. Henry 
Hunter, director of communications 
for Olin, said today the future 
budget would depend on the new 
agency’s recommendations. 

Doyle Dane becomes Olin 
Mathieson’s llth agency. D’Arcy 
retains four divisions—-Winches- 
ter-Western, packaging, energy 
and metals. 

Doyle Dane already has a chem- 
ical account, Chemstrand Corp., 
but it was deemed to be non-com- 
petitive since Olin Mathieson has 
no textile operations. + 


Nielsen Ready to 
Offer Print Media 


Measuring Service 


New Yorks, Sept. 16—A. C. Niel- 
sen & Co., Chicago, will announce 
its new print media measuring 
service at a press conference here 
Tuesday. 

The company said the Nielsen 
Media Service “measures televi- 
sion and magazine audiences in a 
single national panel to provide in- 
formation on the families reached 
by media combinations.” 

Earlier this year it was learned 
that under the new service Niel- 
sen will check the audience char- 
acteristics of 11 magazines, along 
the same lines as it now checks 
listening audiences (AA, July 25). 

Objective of the new service is 
to help an advertising buyer de- 
cide which media mix would be 
most valuable to him. + 


HOW TO | 
JUDGE A 23a 
DEBATE | 


etal ail ee 
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TIO FiRST—The Television Informa- 
tion Office’s first paid ad, a full 
page, will appear in October issues 
of Atlantic, Harper’s, Saturday Re- 
view and The Reporter. McCann- 
Erickson is the agency. TIO says 
the purpose is “to get to non-fon 
viewers and remind them that 
some of the things they keep 
screaming for are on tv.” 
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Ads Pushing Private Wares Merely Offset 
Political Pressure for Public Goods: Morgens 


(Continued from Page 1) 


about it; and I’d like to offer these 
comments: 


e “First of all, it ought to be 
pointed out that this country now 
has the best schools, the best 
equipped hospitals, the finest hous- 
ing and the’ most extensive high- 
way system in the world. What’s 
more, our rate of providing all 
these things has been stepped up 
enormously in the past decade... 

“I’m not saying that there isn’t 
room for, or a need for, further im- 
provement. I’m just saying that we 
should recognize what has been 
accomplished .. . 


® “Secondly, it should be pointed 
out these items which are said to 
fall into this public sector have 
plenty of pressures behind them. 
If, as is said, advertising tends to 
put pressure behind commercial 
products and services, our political 
system tends to put a great deal of 
pressure behind the non-commer- 
cial items. In fact, much of our po- 
litical mechanism in this country 
seems to exist for the purpose of 
detecting, arousing and satisfying 
people’s wants. Some of our politi- 
cians appear to make a career out 
of telling people what they should 
want and then offering to get it 
for them. What’s more, the media 
of the nation are available for this 
purpose—usually without charge. 

“I am not implying all this is 
wrong. I am merely saying that 
there is a balancing factor to the 
pressure behind the commercial 
products. The balance may not be 
everything that some people think 
it should be, but by and large the 
people of this country get from the 
government, as well as from pri- 
vate manufacturers, just about 
what they want. 


s “Third, once we depart in any 
substantial way from giving the 
. people the opportunity to decide 
for themselves what they want, I 
really do not know who in govern- 
ment, or what government proce- 
dure, is wise enough to ‘allocate’ 
the nation’s resources in the peo- 
ple’s best interests. 

“In the Soviet Union, inciden- 
tally, the government put massive 
sports arenas, subways with crys- 
tal chandeliers, and vast and elab- 
orate exhibit buildings for propa- 
ganda purposes ahead of housing 
needs of the people. In Russia, also, 
the national government had to is- 
sue an edict directing architects to 
make their buildings less ornate so 
that they would be less expensive 
to build and to maintain. The ar- 
chitectural results were not some- 
thing to be desired. For myself, I’ll 
swallow occasional tail fins on au- 
tomobiles to give free rein to de- 
sign. 


s “Fourth, and above all, I believe 
there is room in this country for 
the full play of private initiative 
plus whatever is needed for such 
things as education and medical 
care. If there isn’t room for both, 
all arguments are off, as far as I’m 
concerned. But I think definitely 
there is room for both. And I think 
it is essentially a backward philos- 
ophy to argue that private endeav- 


or must be curbed so that the 
government can ‘allocate’ more of 
the resources of the nation in the 
way it thinks is best for the peo- 
ple.” 


= The head of the nation’s second 
largest advertiser observed that 
“Madison Ave. seems to be replac- 
ing Wall St. as a whipping boy,” 
and he said the best answer to 
these attacks is a restatement of 
the basic principles of advertising. 
He stated these principles as fol- 
lows: 

1. Advertising is only one part 
of the total selling and distribution 
job, and it therefore should not be 
isolated for praise or condemna- 
tion. There is, for example, no ba- 
sic difference between the cost of 
advertising and the cost of sales- 
men. 

“Therefore, advertising expendi- 
tures alone are not an accurate or 
complete measure of relative sell- 
ing costs or relative selling power.” 


2. Advertising’s chief role is 
“selling the consumer,” but it is 
not the only way to do that job, 
and it must compete with other 
ways. “For example, one of P&G’s 
chief competitors in the toilet 
goods field relies mainly on door- 
to-door salesmen.” 

(Mr. Morgens was obviously re- 
ferring here to Avon Products.) 

Advertising also must compete 
with retail store brands, he said. 
“It has been estimated that almost 
20% of total volume of grocery 
sales, for example, is currently in 
retail owned brands. 

“Occasionally one hears talk of 
a tax on advertising. If the cost of 
advertising should be increased 
dispreportionately—through taxa- 
tion or some other measure—these 
other methods of selling the con- 
sumer would certainly benefit.” 


3. Procter & Gamble believes 
that advertising is “the most effec- 
tive and efficient way” to sell the 
consumer. “If we should ever find 
better methods of selling our type 
of products to the consumer, we’ll 
leave advertising and turn to these 
other methods.” 


s Advertising’s effectiveness, he 


said, stems from these factors: 


e It creates new markets “more 
rapidly, more intensively and less 
expensively than any other meth- 
od of selling. In our own industry 
the rise of personal cleanliness has 
closely paralleled the rise in ad- 
vertising of scaps and detergents 
in every country in which we do 
business.” 

Advertising did not create this 

desire for cleanliness, he said, and 
advertising can never force a large 
number of people to buy things 
they do not want. “Advertising can 
only create a new market for prod- 
ucts which fill a genuine—though 
often unexpressed or latent—con- 
sumer want... The basic need or 
desire must be there to begin 
with.” 
e Advertising lowers costs to the 
consumer because it helps produce 
large volume, which results in sav- 
ings in manufacturing and distri- 
bution costs, he said. 

“Once a mass market has been 


Economy Car Boom ‘Reflects Changes in Society’ 


New York, Sept. 16—Compact 
ears accounted for 29.3% of U. S. 
automotive sales at the retail level 
last month. In 1961, when four ad- 
ditional Detroit-built compacts will 
be on the market, these economy 
models will probably account for 
at least 35% of sales. 

The compacts, together with 
other low-price cars (Fard, Chev- 
rolet, Plymouth), took 74.9% of 
the market in the first seven 
months of the year. By the end of 
the year they should be taking 


close to 80%. 

These trends were spotlighted 
today by Byron J. Nichols, sales vp 
of Chrysler Corp., in a talk to the 
annual marketing conference of 
the National Industrial Conference 
Board. Mr. Nichols, who predicted 
a 1961 car year of at least 6,500,000 
units (including imports), said: 

“The increasing interest in econ- 
omy appears to be the result not 
of fad or novelty but of basic 
changes in the American society 


itself.” + 
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KOOL GUIDE—Brown & Williamson Tobacco Corp., a part sponsor of 

NBC’s tv coverage of the political conventions and election night 

returns, is offering a 60-page election fact book free with the pur- 
chase of two packages of its Kool filter cigarets. 


created for a certain type of prod- 
uct—and once mass production 
equipment and techniques have 
been developed for that type of 
product—it is, of course, possible 
for someone else to take a free ride 
for a time by selling the same type 
of product at a lower cost by not 
using advertising. 

“However, it would be a great 

fallacy to go on from there and to 
infer that all such products would 
be cheaper if there were no adver- 
tising on any of them. In fact, the 
contrary would be true.” 
e Advertising brings about prod- 
uct improvement. There is a con- 
stant struggle to make marketing 
dollars work more effectively, and 
“this struggle acts inevitably as a 
spur to the development of better 
and better products.” 

The advertising end of the busi- 
ness constantly prods and pushes 
research people to come up with 
product improvements, he said. 

“Advertising cannot sell a poor 

product... I’ll go further. Adver- 
tising cannot sell a product for 
very long in a competitive market 
if that product stands still quality- 
wise.” 
e Advertising increases competi- 
tion. “Any company with a new 
product idea can through advertis- 
ing tell the world about it in short 
order. This opportunity spurs com- 
petition through the creation of 
new products. This in turn means 
that established products must im- 
prove in order to live. 

“The very essence of advertising 
is that it is an instrument of com- 
petition. If one believes in compe- 
tition—and we surely do—it is 
hard not to believe in advertising. 
To our mind it is completely irra- 
tional and certainly contradictory 
to be for competition and against 
advertising.” 


# In another talk at the NICB 
conference here, Leonard H. Clark, 
manager of marketing, Standard 
Pressed Steel Co., reported that his 
company “long ago rejected the 
dreamy idea that the objective of 
advertising can be blandly stated 
as ‘increasing sales.’” 

Mr. Clark said: “That’s too gen- 
eral a statement to guide adminis- 
tration of a 30-man department, 
supervise two advertising agencies 
and allocate a seven-figure budget 
to products of several divisions. 

“We must know specifics before 
a word of copy is written or a line 
is drawn on a layout pad. We de- 
termine at a marketing meeting 
of department heads two basic 
things: What we have to sell; who 
is going to buy it. On the basis of 
a given job to be done, and its 
weight within the over-all market- 
ing structure, we set a budget for 
a campaign.” 


a Mr. Clark said Standard Pressed 
Steel sets its ad budget in the fall 
of each year, determining the 
number of promotion campaigns 


|and the nature of the advertising; 
|anticipating one new product pro- 
motion for each division; and keep- 
jing the budget flexible enough to 
|accommodate surprises and addi- 
tions later on. 

Mr. Clark urged companies to 
get to know the style and strong 
points of their agencies. This, he 
said, will pay dividends “in reduc- 
ing the amount of rejected layout 
and copy.” 


= The marketing director of an- 
other industrial company—Arthur 
P. Felton, of American Brake Shoe 
Co.—strongly recommended the 
use of marketing research in all 
stages of market planning. 

Mr. Felton pointed out that too 
often companies only call in mar- 
ket research “after a lot of unnec- 
essary ‘wheel spinning’ has gone 
on, or only to confirm: somebody’s 
preconceived convictions.” He said 
that, properly used, market re- 
search can help to answer such 
questions as: Where are we now 
and how did we get here? Where 
should we go in five, 10, 20 years? 
What must we do to get there? 


s Two other marketing executives 
told the conference that there is 
too much emphasis on volume and 
not enough on profits. 

E. F. Buryan, marketing vp of 
W. A. Sheaffer Pen Co., decried 
“the insistent urge for volume that 
creates the temptation to merely 
trade dollars.” Mr. Buryan said 
sales and advertising programs 
must be measured “against the 
benchmark of profitability. Vol- 
ume alone does not always produce 
profit, and the marketing execu- 
tive must keep this truth before 
his staff, lest it be forgotten in the 
excitement of the chase.” 


# Thomas Bell Jr., general sales 
manager of Photostat Corp., sug- 
gested that salesmen and sales su- 
pervisors be rewarded for their 
contributions to profits, rather 
than for their sales volume alone. 

He reported that his company 
had recently posted a record of 
rising sales but declining profits, 
and he said that “‘one of the causes 
of this situation was the fact that 
compensation of branch managers 
was based solely on sales volume. 
They had every motivation toward 
increasing sales but no motivation 
nor responsibility toward profits.” 


Paul Rejoins Gladding, McBean 

Allan Paul has been named ad- 
vertising and public relations man- 
ager of Gladding, McBean & Co., 
Los Angeles, succeeding Carleton 
P. Adams, who has been promoted 
to western regional sales manager. 
Mr. Paul, who was associated with 
Gladding, McBean from 1947 
through 1956 as advertising and 
sales promotion manager, has been 
public relations director for Rose 
Marie Reid since 1957. 


ABC May Provide 
Twin Forms for 
Free Copy Info 


(Continued from Page 2) 
ABC’s conviction that the basic 
|distinction between paid and: free 
jis part of the information needed 
by space buyers today. 


= Mr. Haire told AA that the pro- 
posal represented a “compromise 
in the position of many business 
paper publishers.” 

“The compromise,” he added) 
“preserves the basic distinction be- 
tween paid circulation and free 
distribution that enables a paid 
circulation publisher, at his op- 
tion, to give the buyer all possible 
information about whatever sup- 
plementary free distribution may 
be used.” 

Last June the ABC board, meet- 
ing in Quebec, voted to eliminate 
all reference to unpaid distribu- 
tion. If finally okayed, this move 
would have ended a practice that 
has been in effect for about thre 
years. 


a Mr. Littleford said yesterday} 
however, that the Quebec action 
“was more extreme than necessary, 
to preserve the image of the ABC 
as a paid audit.” 
Mr. Haire said the current prod 
posal represented “a definite com 
promise.” The new step—which 
could possibly get final ABC sanc4 
tion at the group’s next board 
meeting in October or at the Dec. 
7-9 meeting in Chicago—could 
“give the buyer what he seeksj 
satisfy publishers who want to dis- 
close more information about their 
unpaid, and yet still preserve the 
ABC image as the auditing or- 
ganization essentially for paid 
circulation publications.” 
Asked to comment on whethe 
an ABC statement that include 
an audit of free distribution would 
be comparable to the Form B used 
by Business Publications Audit o 
Circulations, Messrs. Haire an 
Littleford pointed out that ABC re4 
quires standardized classificatio 
breakdowns, which the BPA Fo 
B does not. 


= “A change in the 70% rule [tha 
percentage of a publication’s cir 
culation which must be paid to 
qualify for ABC membership], ig 
not part of the new proposal,” Mr 
Haire said. He added that it is ex 
pected that the 70% rule “will be 
maintained.” 

Asked if the new proposal migh 
eventually result in a single audit 
Mr. Haire said, “The adoption o 
this proposal would neither bring 
a single audit any closer nor pus 
it farther away. There are so man} 
other considerations involved be 
fore a single auditing organizatior 
could evolve that this proposa 
was made without any considera 
tion of the possibility of a single 
audit.” # 


JWT Promotes Borland 

M. C. Borland, vp of J. Waltey 
Thompson Co., Los Angeles, and 
service representative on Douglag 
Aircraft, has been named tempo 
rary head of JWT’s Los Angeles 
office. He succeeds Tom R. Cooper 
who “has elected to resign and re 
main in California rather than as 
sume new duties in the company’s 
New York office.” 


United Equity Names EWRR 

United Equity Life Insurance Co 
of Chicago has named Erwin Wa 
sey, Ruthrauff & Ryan, Chicago, tc 
handle its advertising. United Eq 
uity, a new company, will break 4 
test advertising campaign in news 
papers and radio in September of 
October. 
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} SILENT SOUND—Phyllis Stewart pauses in her tour of the 1960 ma- 
m, chine tool exposition in Chicago to admire a ring design being en- 
graved into a ruby by a Sheffield ultrasonic machine tool. 
| 


‘Machine Tool Show Reveals Bigger 
Demand Than Industry Anticipated 


lay, 
tony ' Cuicaco, Sept. 14—An invest-| Ludlow King, exec vp of the Na- 
ei ment of $20,000,000 to $25,000,000 tional Machine Tool Builders Assn., 


‘to stage the 1960 Machine Tool told ApverTISING AGE that exhibi- 
Show today appears to have been tors at the show have been elated 
a prudent investment on the part| with the number of inquiries they 
bf machine tool manufacturers. |have received and the quality of 
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’ Shoppers stop, look and buy when 

they see this compelling Zenith 
Edisplay. An overhead winklight 
= goes on as Santa opens the door, 
t and off as he closes it. Power is 


supplied by a Hankscraft syn- Ba 


‘chronous AC Display Motor. It’s y 
, another graphic example of sales By 
power in action. — animated by 1. 
, Hankscraft! 
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¥ 
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for animating sa 
displays of 
all sizes, 


or battery- 
operated. Send 
dummy to: 


_HA N KSC RAFT co MPANY World’s Largest Manufacturer of Battery-Operated Display 


Motors. Sales Offices in these principal cities: Chicago « 
Display Motor Division Philadelphia * Minneapolis * New York * Dallas © Toronto 
REEDSBURG, WISCONSIN (Ontario) * San Francisco (Erlach Lee Co.) 


show visitors. 

“Because business this year has 
been running about the same as 
last year, many manufacturers 
came into the show with little en- 
thusiasm,” Mr. King said. “Now 
they are much more optimistic 
| about the remainder of the year. 
| They have had many more in- 
| quiries than in 1955, when the last 
show was held, and many more of 
| the inquiries have come from peo- 
ple in key positions.” 


# In contrast to previous shows, 
not much sales literature was 
handed out to show visitors. At 
this show, each visitor was given 
a name plate, similar to a depart- 
ment store charge plate. 

If a visitor wanted certain in- 
formation from companies on spe- 
cific machines, he presented the 
name plate, indicated what liter- 
ature he wanted, and his name was 
stamped on an inquiry blank. The 
literature was mailed later to the 
man’s office and was waiting for 
him when he returned from the 
show. 

While pointing out that machine 
tool companies do not do any sell- 
ing at the show, Mr. King said that 
many prospects indicated strongly 
to exhibitors that they were inter- 
ested in buying new equipment. 

“Many visitors found more new 
machines on display than they had 
expected,” Mr. King said. He add- 
ed that despite the fact that two 
other machine tool shows are cur- 
rently being held in’'Germany and 
France, more than 1,000 foreign 
visitors attended the Chicago show. 

The industry last year sold $512,- 
000,000 worth of cutting-type ma- 
chines, which constitute the bulk 
of machines manufactured. Sales 
of these machines this year are 
running about the same level, but 
Mr. King said many manufacturers 
were expecting an upswing during 
the last three months. In 1958, the 
industry sold $283,000,000 worth of 
these machines. 

Merchandising has become in- 
creasingly more important ‘in the 
machine tool field, but you could 
never tell this from attending the 
machine tool exposition. 

All of the 123 exhibits at the 
show look pretty much the same, 
with all of the machines on dis- 
play painted a dull, unattractive 
gray. The exhibitors are clad in 
| similar frocks and there are no 
| fancy backgrounds or displays to 
|dress up the exhibits. The decision 
{to eliminate frills was made by 
| the Nationa] Machine Tool Builders 
Assn., sponsor of the show, in 
order to save the manufacturers 
| the expense of maintaining elabor- 
‘ate exhibits. 

However, one machine tool ex- 
ecutive told AA that many man- 
ufacturers in the field have adopt- 
|ed merchandising techniques bor- 
rowed from the consumer field to 
make their products more attrac- 
tive. 

Some manufacturers have set 
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Indiana Missouri 
Iowa Ohio 
Michigan Wisconsin 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


Print in four colors . . . full range! Beautiful 
full-color illustrated editorial content. Published 


Concordia Publishing House 


This Day 3558 S. Jefferson Avenue 


St. Louis 18, Missouri 
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aside sections of their plants|said. His company has devoted 
where full lines of machines are | 25,000 sq. ft. to in-plant display, 
displayed in attractive settings. | he added. 

The machines are “dressed up”| There has been a strong trend 
and displayed in good-looking|over the past five years toward 
backgrounds. “These displays take | numerical or tape control of ma- 
the machines out of the machine | chine tool operations. Machine op- 
shop atmosphere,” the executive | (Continued on Page 134) 


Use Our Century of Publishing Experience 


Cost-conscious publishers from coast to coast have found that 
the “know-how” gained from a century of publishing our own 
magazine, The Nebraska Farmer, saves them time, money 
and headaches. 

It will pay you to investigate our complete facilities— 
including 4-color web eter toc producing magazines and 
all other printed materials. 


WRITE, WIRE, PHONE 


jebraska Farmer Company 


The Midwest's Fastest Growing Printing House 
Out of the “high-rent" district at 
1420 P STREET LINCOLN, NEBRASKA 


Sell 6 Rich 
Negro Markets Thru 


ROUNSAVILLE RADIO! i 


The 1,433,000 Negroes in six metropolitan areas covered by 
Rounsaville Radio earn a spendable income of -824 million 
dollars annually. They spend 80% of their gigantic income for 
consumer goods—quality, name brand products! And Rounsa- 
ville Radio is the only medium that reaches and sells this vast 
consumer group! Rounsaville Radio is patterned to Negro 
tastes, programs 100% to Negroes with Negro talent. All six 
Rounsaville Stations are rated Number-One by both Pulse 
and Hooper! Get the facts! Call Rounsaville Radio in Atlanta, 
John E. Pearson or Dora-Clayton in the Southeast today! 


Personal Letter 


Negroes listen, believe — and most important — respond to 
Rounsaville Radio. We feature Negro disc jockeys and person- 
alities, schedule programs the Negro likes and listens to. No 
matter what your budget...no matter how many media you 
use...@ proper part of your advertising 
dollar MUST go to Rounsaville Radio or you 
completely miss the Negro consumer in these 
six important markets! Try Rounsaville Radio 
—you'll see! We are one of the oldest and 
the largest broadcasters in our chosen field. 


RoBERT W. ROUNSAVILLE 
Owner-President 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts WVOL 5,000 Watts—Noshville’s 


soon)—Cincinnati’s Only all Negro- —_ only all Negro-Programmed Station! ’ 
Programmed Station! WYLD 1,000 Watts — New 
WLOU 5,000 Watts —Lovisville’s | Orleans’ only full time Negro-Pro- - 


only all Negro-Programmed Station! grammed Station! 


WMBM 5,000 Watts — Miami- WTMP 5,000 Watts — Tampo- 
Miami Beach's only full time Negro- St. Petersburg's only all Negro- 
Programmed Station! Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 
Peachtree at Mathieson, Atlanta 5, Georgia 
ane oreo aye pares 


JouN E. PEARSON Co. Dora-CLayToNn 
Nat'l Rep. WD Southeastern Rep. 
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Machine Tool Show 


(Continued from Page 133) 
erations ‘are programmed on a | 
tape, which eliminates humar: 
operators. 

The advantages of tape control, | 
the executive said, are (1) elimin- | 
ation of human error, (2) reduc- 
tion of time, (3) the elimination of | 


jigs and fixtures, (4) more accur- 


| 
acy and (5) the elimination of | 
scrap. However, the executive 
pointed out, tape controls are not 
needed or practical for many 
machines. Machines having tape 
controls are twice as expensive as 
those without such controls, he 
said. 

There also has been a definite 
trend toward greater accuracy and 
precision in the making of ma- 
chine tools, AA was told. Some 
machines are accurate down to 
millionths of an inch. 


# On the advertising side, the 
executive said, many machine tool 
companies have reduced the num- 
ber of business publications on 
their schedules and are running 
larger ads in fewer publications. 
More than one year ago, he said, 
his company reduced the number 
of publications on its schedule 
from 23 to four. Readership studies 
have since revealed that his com- 
pany now is getting better reader- 
ship from the larger ads (spreads 
and pages) in the four publica- 
tions, he said. 

An ad director of a large Detroit 
machine tool company also told AA 
that he thought many companies 
in the field had cut down on the 
number of business papers on their 
space schedules and added that his 
company had reduced: its media 
list by 15% over the past year. “We 
are running the same amount of 
space now as in the past but we 
are much more particular about 
the publications we use,” he said. 

The Detroit executive said his 
company will increase its 1961 ad 
budget and predicted that other 
machine tool companies would take 
similar action. 


s The National Machine Tool 
Builders Assn. invested more than 
$100,000 promoting the exposition, 
which is put on every five years. 
Media included Business Week, 
several foreign business publica- 
tions, and 12 major metal and tool 
publications. 

From January through March, 
NMTBA ran a teaser campaign 
using the symbols, MMT-PE. Lat- 
er ads explained that the symbols 
mean, Modern Machine Tools- 
Production Efficiency. The associ- 
ation also used five direct mail 
promotions for the show. 

About 95,000 persons are ex- 
pected to attend the exposition, 
which closes Sept. 16. The show is 
not open to the general public. The 
machines displayed in the 123 ex- 
hibits are valued at $25,000,000, 
with a combined weight of 14,500,- 
000 lbs. 


s Following are some of the more 
unusual machines seen by AA at 
the show: 


e The largest machine is a gigan- 
tic hydraulic press brake displayed 
by Cincinnati Shaper Co., Cincin- 
nati, which can exert a pressure 
of 750 tons. The machine can bend 
and punch steel plate up to %4” 
thick and 16’ long, using air-befid 
dies. 


e Kearney & Trecker Corp., Mil- 
waukee, showed a tape-controlled | 
machine which can perform five | 
different operations—milling, drill- | | 
ing, boring, reaming and lapping. | 

The cycle takes only 40 minutes, 
compared with a previous machin- | 
ing time of two and one-half hours. | 


e Giddings & Lewis Machine Tool 
Co., Fond du Lac, Wibs., 
3-D contour milling machine which | 
produces complex automotive forg- | 
ing dies under full automatic nu- | 


A pe se 


te 


OE eae 


THEY ALMOST MOO—Mars Inc., Chicago, will promote three products 

—Mars Bar, Milky Way and Snickers—in 300 markets with outdoor 

displays like these, starting next month and continuing through 

October, 1961. Planned by Needham, Louis & Brorby, Chicago, the 

campaign is said to be the largest ever to promote candy in this 
medium. 


merical path control. It saves more 
than 50% ‘in actual machining time. 


e National Acme Co., Cleveland, 
displayed a new tracer-controlled 
gear blank finisher which per- 
forms in 114 minutes a lathe turn- 
ing operation which formerly re- 
quired 45 minutes. 


e DeVlieg Machine Co., Royal Oak, | 


Mich., had a new jigmil which 
works to an accuracy of 0.0001” 
with average time savings of 25% 
to 75% over conventional boring 
methods. + 


Northeastern U Offers 
Distribution Courses 

Northeastern University, Boston, 
will offer a new series of evening 
courses in distribution in Univer- 
sity College beginning Monday, 
Sept. 26. Designed for those al- 
ready employed in the field of dis- 
tribution as well as those seeking 
opportunities in one of its several 
branches, the course offers sub- 
jects ranging from marketing re- 
search to economic geography. A 
certificate in distribution will be 
awarded after 30 semester hours of 
credit have been completed. Cred- 
its also may be applied toward a 
degree. 

Four required courses in the 
program are marketing, principles 
of salesmanship, principles of ad- 
vertising and transportation prac- 
tice. The remainder of the courses 
may be chosen from among 18 
electives. 


Wilson to ‘American Legion’ 
A. Hughes Wilson Jr., formerly 
shooting development consultant 
|for the Sportsmen’s Service Bu- 
jreau, New York, has been named 
Detroit ad manager of American 


will head the magazine’s sports- 
men’s advisory council. 


atu 


Sperti Products Names Sperber 
'VP, Marketing Director 
Ray L. Sperber, for the past 10 
years director of marketing of 
— Plough. Inc., 
Bs. Memphis, has 
been named vp 


and director of 
marketing of 
Sperti Products, 
Cincinnati and 
Hoboken, N. J. 
Before joining 
Plough, Mr. 
Sperber was 
with Sterling 
Products. 

The five op- 
erating di- 
visions of Sperti are in Cincinnati, 
Columbus, New York, Adrian, 
Mich., and Ft. Pierce, Fla. 


Ray L. Sperber 


DCS&S Has Eastman Chemical 

In reporting the purchase of par- 
ticipations in four CBS-TV day- 
time shows by Eastman Chemical 
Products (AA, Sept. 12), ADVER- 
TISING AGE incorrectly said J. Wal- 
ter Thompson Co. is the agency. 
Actually Doherty, Clifford, Steers 
& Shenfield is the agency for East- 
man Chemical. Time on the shows 
will be shared by another Eastman 
Kodak Co. division—tne camera 
division, which is handled by JWT. 


Company of Writers Bows 
Paul Harrison, formerly execu- 


formed Company of Writers, Hol- 
lywood. Associated with Mr. 
Harrison, executive producer, are 
Ivan Goff, Ben Roberts, Richard 
Murphy, Liam O’Brien and Marion 
| Hargrove, all writer-producers. 
‘The operation is designed to have 
leach of the writers, individually 


has a new | Legion Magazine. He will be head-|and collectively, create programs 
quartered in New York, where he)! 


tive producer of Screen Gems, has |- 


for agencies and sponsors in the| 


Nielsen 


Advertising Age, September 19, 1960 


Network TV 


Two Weeks Ending Aug. 21, 1960 


aii by A. C. Nielsen Co. 
THT 
Nielsen Total laiiense’ 
| TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Esther Williams (Brewers Foundation, NBC) 16,408 
2 Gunsmoke (Liggett & Myers, Sperry BN MEE canieectoctesctineesions 15,639 
3 > Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 14,057 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 13,334 
5 All Star Football Game (Standard Oil, Carling, Revlon, ABC)... 12,475 
6 77 Sunset Strip (Several sponsors, ABC) ...... 11,662 
7 I've Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) sth Sopecdiasaal 11,119 
in ie eB LS eer 10,803 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 10,803 
10 Perry Mason Show (Several sponsors, CBS) ...............ccccccccceeeseeee 10,486 
| PER CENT OF TV HOMES REACHEDt 
Homes 
Rank Program (%) 
1 Esther Williams (Brewers Foundation, NBC) ................0 36.3 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 34.6 
3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 31.1 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 29.5 
5 All Star Football Game (Standard Oil, Carling, Revion, ABC) .... 27.6 
6 77 Sunset Strip (Several sponsors, ABC) .............ccccccccceeseeereeeeees 25.8 
7 I've Got A Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 24.6 
Re EE BES EREOES ECU ERE RE oe Ee 23.9 
9 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ........ 23.9 
O Perry Mason Show (Several ponen, NE diticninatetterpiiwccerviite 23.2 
ECL ! wit He 
| Nielsen Average Audience** 
| TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) «0.0... 14,374 
2 Esther Williams (Brewers Foundation, NBC) .................cccccceeceeee 13,153 
3 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 12,204 
4 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 10,396 
5 I’ve Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) .............. 9,989 
6 77 Sunset Strip (Several sponsors, ABC) ..........cccccccssseseseesseseseees 8,904 
7 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) .............. 8,769 
8 Perry Mason Show (Several sponsors, CBS) .........cc:cccecceresereees 8,678 
9 The Rifleman (Miles Labs., Procter & Gamble, ABC) ...............0006 8,498 
10 U. S. Steel Hour (CBS) 8,362 
PER CENT OF TV HOMES REACHEDT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .............0000 31.8 
Esther Williams (Brewers Foundation, NBC)  ...........:::sccccceeeeeees 29.1 
3 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 27.0 
4 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 23.0 
5 I’ve Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 22.1 
& 77 Sunset Strip (Several sp ie PEE | deshbinecss ncticodrcinteciadines 19.7 
7 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 19.4 
8 Perry Mason Show? (Several sponsors, CBS) ..........-:cccecseceseeseenees 19.2 
9 The Rifleman (Miles Labs., Procter & Gamble, ABC) ................ 18.8 
DD * GOT, NR SUI coli linc svcnscpocosutcensgsesconenkdpasnsensesucnsosinabioege 18.5 


program. 


Rank 


Comedy 


CoWMONO UA WW 


— 


Rank 


Comedy 


oWOONO WA WH 


= 


**Listed in seq 


Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
77 Sunset Strip (Several sponsors, ABC) 
Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 
The Untouchables (Several 


Perry Mason (Several sponsors, CBS) 
Diagnosis: Unknown (S. C., Johnson, Polaroid, CBS) 
Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) 
What's My Line (Kellogg, S 


Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
77 Sunset Strip (Several sponsors, ABC) 
Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .... 
The Untouchables (Several sponsors, ABC) 


Perry Mason (Several sponsors, CBS) 
Diagnosis: Unknown (S. C. Johnson, Polaroid, CBS) 
Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) 
What's My Line (Kellogg, Sunbeam, CBS) 
* Homes viewing in cities where program is telecast. 


TAT 


* Homes reached by all or any you of the program, except for homes viewing only 
one to five: minutes. 
**Homes reached during the average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by each 


Videodex Network TV“ 


Aug. 1-7, 1960 


Copyright by Videodex Inc. 


Program 


s, ABC) 


Spot (Pet Milk, S. C. Johnson, CBS) 


= 


, CBS) 


Program 


Spot (Pet Milk, S. C. Johnson, CBS) 


uence of rating level from first table. 


Nicholas Named Ad Manager 


| signed. 


New Haven, Conn. Mr. Nicholas, 

Herbert M. Nicholas Jr. has been| formerly with Neary Advertising 
appointed advertising manager of | Agency, Beacon Falls, Conn., suc- 
| programming of tv series, which| Rockbestos Wire & Cable Co., di-| ceeds R. F. Coyle, who has re- 
| then will be produced by the group.| vision of Cerro de Pasco Corp., 
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HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


(maximum—two) 30 letters and spaces 


office not later than noon, Wednesday 


column inch, and card discounts on size 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1960 4.9 928 


POSITIONS WANTED 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


per line; upper & lower case 40 per line. 


Add two lines for box number. Closing deadline: Copy in written form in Chicago 


5 days preceding publication date. Pacific 


Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 


and frequency apply. 


REPRESENTATIVES WANTED 


lomes FREE-LANCE writers, photographers, PROMOTION MANAGER FREE LANCE PUBLIC RELATIONS DON’T ANSWER THIS Magazine Publisher, educational market, 
(000) who want to produce feature material | pycellent position available with large Seasoned newspaperman offers taste and —F— | desires Sales Representative, 25-35 years 
6,408 on regular basis as stringers for top- ization—marketin romotion—mer- | ¢conomy for Chicago clients you are one of the rapidly diminishing | of age for Chicago office. Man selected 
. quality trade publication in farm and po nga nite nd P ‘ should Box 4055, ADVERTISING AGE group who still believes youth is more | will cover Midwestern area. Salary de- 
5,639 industrial power equipment field, please chandising backgroun perience - 200 E Illinois St., Chicago 11, Illinois productive than experience. Today space pendent on experience. Contact STate 
4,057 send brief resume to melee - - . 2-7530, or send Resume. Job open now. 


Box 4042, ADVERTISING AGE 


3,334 : ‘ —a solid background in planning and 
vo 200 E. Illinois St., Chicago 11, Illinois developing full-scale sales and market- 
y ADVERTISING MANAGER ing plans 
1 662 Direct mail company wants creative ad —strong sales orientation and selling 
1119 man with extensive direct mail art, copy, experience 
e and production background. Must relo- —specific knowledge of merchandising 
),803 eate. Write Personnel Director, Finger- and promotion 
1,803 hut Mfg. Co., 3104 W. Lake St., Minneapo- 
. lis 16, Minnesota stating age, experience, | This vacancy requires a man with five to 
),486 education, and salary range. ten years of management experience and 
mon EXECUTIVE & CLERICAL a proven record of ability who can 
EXPERIENCED & TRAINEE ‘ 
Publishers Employment ee SS EI SHES One 
? 4 B. Obie St., Chleage Su 1-885 —analyze market conditions which call 
(%) ADVERTISING-SALES PROMOTION for specific promotions; oe. | we 
36.3 Major midwestern newspaper has respon- —exercise creative quality control; bud- 
34.6 et sible position open for sales promotion- get control 
. public relations man. Must be versatile 
31.1 writer with understanding of production | Position located in New York City—Top 
29.5 techniques for all media and experienced | company—Full scale benefits—Send two 
\ in press relations and community rela- | resumes—Include past earnings—All re- 
27.6 tions administration. Ability to translate | plies held confidential. 
25.8 market data into intelligent sales presen- Box 4089, ADVERTISING AGE 


tation materials essential. Agency and/or 
newspaper promotion experience desir- 
able. Salary open. Age 30-40. Send resume 


630 Third Ave., New York 17, New York 
SPACE 


SALESMAN WANTED 


23.9 including samples demonstrating profes- | Eastern publisher needs energetic sales- 
23.9 sional competence to man to cover mid-western states. Salary 
23.2 Box 4084, ADVERTISING AGE plus expenses until switch over to 

“ lin oi ‘ i straight 15% commission can be made. 
om 200 E. Iltinois St., Chicago 11, Illinois Territory should yield $200,000. per yr. 


CREATIVE SALES PROMOTION 
COPYWRITER 

Evanston manufacturer requires experi- 
enced, steady individual to head up 3- 
person advertising department consisting 
of department head, layout artist and 
production man. Send complete resume, 
stating experience and salary required to 

Box 4085, ADVERTISING AGE 


Box 4088, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


WANTED: 
RELIABLE SALES PRODUCER ONLY 
| Leading national newspaper seeks top 
| salesman for No. 1 territory (New York). 
| Excellent commission. Act today; our 
positions are filled fast. 
Box 4082, ADVERTISING AGE 


pe 200 E. Illinois St., Chicago 11, Illinois 630 Third Ave., New York 17, New York 
,204 OPPORTUNITY . - : 
396 We have an opening in one of our offices pap tet gd =n euesennen’ SS 
‘ for man with successful sales and pro- — 4 o can nee hiv + Guar- 
989 ducing experience in the club date, con- | 2” od an on ghiy saeiee 
904 vention entertainment and/or sales dra- studi ary 4 ‘aaaehen Pyaed cooperative 
: matization field. If you have record for | Studio in Los Angeles Area. 
769 producing results in your own business or Box 27 R 843, ADVERTISING AGE 
678 Bfor someone else, and can personally 4041 Mariton Ave., Los Angeles 8, Calif. 
498 meet our requirements, you ca uture in | Unusual opportunity in top fifty am-fm- 
/ your earfiings and secure your future in| ty market for promotion-marketing man- 
362 agi | — lates "She is ager. Mature man with proven back- 
anni necessary to relocate. For interview reply oe so oly outa es. —s- 
a aiiienne 66 veloping ideas will find secure future 
in stric ee Sesten, PreciOent with exceptional benefits. Send complete 
mes JACK MORTON PRODUCTIONS, INC. | "US 2nd Decent PR TISING AGE 
(%) 2000 K Street, N.W., Washington 6, D.C. 200 E. Illinois St., Chicago 11, Illinois 
31.8 PART bm gt mma EXECUTIVE SECRETARY 
29.1 Chicago - Near North ee gene of advertising agency seeks 
. . ~s ard-working, ambitious young woman. 
27.0 meg Se yg “ge it reed mera ms Excellent secretarial skills, keen sense of 
23.0 a. Laoatediie at aoe pane A side would sey and advertising background 
; prerequisites. 
22.1 Ibe extremely helpful. 
Box 4113, ADVERTISING AGE 
19.7 Box 4006, ADVERTISING AGE 630 Third Ave., New York 17, New York 


200 E. Illinois St., Chicago 11, Illinois 


BARNARD’'S 
A Specialized Placement Service 
ADVERTISING PR, EDITORIAL, SALES, 
SECRETARIAL & GEN OFF 
call or write 


Mr. Pollard 
Chicago 4 


Barnard 
2-2306 220 S. State St., 


COPYWRITER WITH 
HOMESTUDY SCHOOL EXPERIENCE 
Free lance work on correspondence 
school ads and literature, and on promo- 
ion for self-help books. Phone or write 
n confidence. Peter Ferrara, Adams 
Advertising Agency, Inc., Adams-Clinton 

Bidg., Chicago 6. AN 3-3589. 


ADVERTISING ASS’'T. WANTED 

Prefer man with several years experience 
mn general adv. and sales prom. Capable 
assisting with nat. mag. adv., merch., 
tc. from ideas & copy thru prod. & ptg. 
00d opp. with nat. known firm in small 
Penna. city. Reply with full details to 

Box 4087, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Cleveland Space Salesman 


TL 7 : Miss 
a 


mes 
%) 


MOLENE PERSONNEL SERVICE 
publicity editors 
adv. managers .. copywriters 
artists media production .... sales 
“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 


COPYWRITER to sell professional books 
by mail to medical profession. Graphic 
art production knowledge essential, plus 
simple layout aptitude. Excellent oppor- 
tunity for man combining creative and 
administrative capacities to advance to 
| greater responsibility in overall adver- 
tising program of Chicago Medical Pub- 


job history, details of college education, 
snapshot and salary requirements. 
Box 4090, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


lisher. Sell us by personal letter. Include | 


EDITOR OR MANAGING EDITOR 
Desire editorial post in trade magazine 
field. 2 years experience as editor of 
trade association magazine. Also experi- 
enced in public relations, advertising and 
employee publications. Age 33. Master’s 
degree in Journalism. Write to 
Box 4110, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HARD HITTING AND SUCCESSFUL 
Space Salesman. Past history of produc- 
ing big billings. Salary or Comm. East 
Coast. 


Box 4094, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Advertising—Merch. Mgr. 
Mature, thoroughly exper. all facets ad- 
vertising incl. co-op, merchandising, sales 
promotion, p-o-s, food brokers. Effic. ad- 
ministrator, creative. Desire make last 
change. Will accept responsibility—pro- 
duce results. Currently employed, $11,000 
salary. 
Box 4093, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


A.E. or P.R. 
Young man (29) wants a future. Agency, 
media and airline experience. Desire to 
settle down to hard work. Creative. Good 
administrator. Top references. $10,000. 
Box 4095, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP ADV. SECRETARY 
with 7 years agency & company ad 
experience. Great on detail, and able to 
assume responsibility. College degree, 
bus. ad. $100 week. 
Box 4096, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
agency exper. Creative layout, 
design, typography. Capable administra- 
tor. Congenial. Knows all phases art 
production, varied printed material. Re- 
sume. 


Box 4097, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CARTOONS FOR ADVERTISING 


Direct mail a specialty 
CARTOONVILLE 


14 years 


which experience provides. My back- 
ground includes: agency research mer.; | 
sales mgr.; outstanding success selling | 
space in north central states. If you need | 
intelligently aggressive representation, | 
let’s get together. Presently employed. | 
Box 4092, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 
“WRONG SIDE OF THE DESK” 
Six years product management, sales pro- 
motion, advertising, research experience 
with consumer package goods manufac- 
turer has been great. But now I want to 
get on the other side of the desk—with 
your agency. I offer sincere effort, high 
analytical ability and intelligence, ability 
to get along with people and to get 
things done plus those six years of ex- 
perience on the ‘“‘wrong side of the desk’”’. 
Harvard A.B., M.B.A. Age 30, married, 
Box 4115, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR /ARTIST 
Seeks oppty with agency or co. 
exp. with ind’l mfr. Art & coll. 
Resume on request. Will re-locate. 9M 
Box 4103, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADV./SALES PROM. MGR. SEEKS 
A MORE RESPONSIBLE POSITION 
Seasoned, creative, 20 years in home ap- 
pliance, farm equip., musical instr., 
business system, trade assoc., marketing 
research, food, drug fields. College grad., 
marketing major. Now employed, Chicago. 
Will relocate. Write for resume. 
Box 4104, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NEW BUSINESS REPRESENTATIVE 
Wishes to associate with Agency seeking 
new accounts. Extensive experience, ma- 
ture & reliable 
Box 4105, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR/LAYOUT MAN seeks | 
challenging opportunity. Creative crisp 
layouts, 7 years exp. in retail & agency 
Box 4106, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


buyers welcome constructive My back: | 


research—manufacturer, publisher, agen- 
cy. Comprehensive background includes 
planning, sampling, executing, presenta- 


P.O. Box 617, Hartford, Illinois 


SEASONED TRADE PUBLISHER, 43, 
experienced all phases business publish- 
ing, can start new book, cure a sick one, 
or step directly into management spot. 


Box 4098, ADVERTISING AGE 
200 E. Illinois St., Chicago 1i, Illinois 


EXPERT FREE LANCE COPY! 
Fresh concepts-modern market oriented 
ideas. 20 yrs. exp. in all printed media, 
radio & collateral material. Consumer, in- 
dustrial & agricultural products. Out of 
town work invited. W. Wallace 1520 Olive, 
Chicago 26, Ph. SU 4-1484 


MEDIA MGR OR ASS’'T 
3 years media director leading con- 
sumer mfgr. 6 years medium-sized indus. 
agency. Exper. media plans, formal pre- 
sentations to clients. Good speaker. N.U. 
Bus. Adm. grad. Employed. 34. 

Box 4100, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


A REAL COPY PRO 
Writer, Supervisor, Group Head in major 
New York agencies on soft drinks, liquor, 
industrial, food, institutional, air con- 
ditioning, etc. Original top creative think- 
ing. Fast, versatile writer. Ready for 
tough assignment in New York agency. 
Box 4101, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


INDUSTRIAL WRITER-EDITOR 
FOR PUBLICITY, ADVERTISING COPY 
Chicago agency billing $6 million offers 
unusual opportunity for experienced 
business paper or newspaper financial 
writer in new press dept. We want good 
rewrite-desk man to assist veteran PR 


7.8 fine newly-created opening for a young 
. director and account executive on news 
14.6 rade paper space salesman affording | poieases, feature articles, industrial ad- 
xcellent growth and earnings is offered |vertising copy. Accounts in chemical 
3.9 »y established multiple business paper | re Ae ; 
. . | metals, building, financial fields. All 
13.8 publisher. Base will be in Cleveland after benefits. Salary commensurate qualifi- 


lose indoctrination in Chicago. Salary, 
*xpenses, commission. Early 
in Cleveland or Chicago. : 
Box 4091, ADVERTISING AGE 
200 E. Illinois St., Chicagl 11, Illinois 


interviews 


cations, experience. Write in full. Con- 


fidence respected. 
Box 4114, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING—SALES PROMOTION 
(INVETERATE PENNY-PINCHER) 
Young Adv. Dir., top trade book; mgd. 6- 
figure indust’l ad budget; mail order & 
retail exp. Facile writer & idea man, 
knows production. A-1 sales/client-con- 
tact bkgrnd. Will pinch pennies, stretch 
dollars for boss. Want permanent spot; 

no revolving doors, please. 


Box 4099, ADVERTISING AGE 


tions, management contact. Effective 
writer. Degree. Married. In 30's. Will 
travel, relocate. Resume. 

Box 4116, ADVERTISING AGE 

| 200 E. Illinois St., Chicago 11, Illinois 
ADV & SALES PROMOTION MGR. 
Mature aggressive midwest ad man wants 
relocation in West. Exp. in all phases ad- 
vertising-sales promotion-PR. Age 30. 


Box 27 R 812, ADVERTISING AGE 


| conditioned, gas heated 18” 


Box 4111, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


Successfal East Coast Publishers Repre- 
sentative offers immediate coverage on 
Trade Publications. 

Box 3947, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 


CAPITAL TO INVEST, TRADE PUBL. 
Buy part interest now or all gradually. 
Age 27, experienced. Prefer East. 
Box 4107, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
UNUSUAL OPPORTUNITY FOR CAPA- 
BLE ACCOUNT MAN WITH BILLING: 
Stock ownership and profit participation 
with strong National industrial-consumer 
agency; European affiliations. Write in 
strict confidence or contact through third 


party. 
Box 4108, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ESTABLISHED NATIONAL TRADE 
PUBLICATION WANTS PARTNER 
Faster growth can be achieved through 
additional financing. Net return exceeds 
20%. Only experienced advertising man or 
publishing firm desired Exceptional 
terms on $150,000 investment 
Box 4083, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
FOR SALE: FLORIDA MAGAZINE 
Rare opportunity. Monthly trade journal 
in prime field (not tourist, citrus). Over 
100 accounts. 7+ years. A steady, going 
business. Get facts: 
Box 4109, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FOR SALE 
Trade Journal—modest _ size—excellent 
buy for capable owner-manager. Long 
established, excellent field, good price 
with cash offer or substantial down pay- 
ment. Write 
Box 4117, ADVERTISING AGE 


Ridge, N.J. 
from NYC, 
porch, patio, 


(Bergen County), 1 hour 
tree shaded plot, jalousied 
low $20’s. 6-3299. Air- 
x 20’ studio 
optional. 

25,000 PROFESSIONAL COMEDY LINES, 
stories, routines. Topical! Ideal for 
speakers, toastmasters, emcees. Free cat- 
alog. Orben Books, Box 61A, Hewlett, N.Y. 
ATTENTION ALL WRITERS! Authorship 
means prestige! Your short stories, ar- 
ticles, books, plays, will receive our 
prompt sales handling! Write immediately 
for free literature! Literary Agent Mead, 


to add to our young 14-man agency 


| the background necessary to step in 


that sell product. He 
think logically and 
matter with an 
believable. He must 
assignments 

background should 


rapidly increasing business! No time for trainees, we need people with 


1. A COPYWRITER who is more than just a writer. He 

must be an “advertising man" who can write ads 
idea 
four color ads to collateral. 


food, pharmaceuticals, package goods, etc., but he must 
have the good writer's ability to work in any field. 


4041 Mariton Ave., Los Angeles 8, Calif. 915 Broadway, N. Y¥. C. 10. 
WE'RE SWAMPED! 
WE URGENTLY NEED THREE (3) GOOD MEN (OR WOMEN) 


now being reorganized to serve our 


and do the job. We need... 


must have the ability to analyze, 
go straight to the heart of the 
that’s fresh, compelling and 
be able and willing for all copy 
His 


be largely in consumer goods, 


Of course, he should have 
the budget and directing the 


industry. Its aggressiveness 


OPPORTUNITY FOR 
ADVERTISING AND SALES 
PROMOTION MANAGER 


“One of our clients is offering a splendid opportunity to an 
experienced advertising man who is heavy in sales promotion. 


grams. But most important, he should have successful expe- 
rience in developing and supervising promotion and merchan- 
dising programs through the wholesale and retail] trades: 

If you have had this experience, particularly in hard goods, 
write, giving complete information in first letter. 

The company is a nationally known leader in a fundamental 


Write in confidence to Geyer, Morey, Madden & Ballard; 
Inc., 931 Third National Bldg., Dayton 2, Ohio. 


a background in administering 
advertising and literature pro- 


offers abundant’ opportunity. 


630 Third Ave., New York 17, New York 


SALES MINDED AD MAN 
2 yrs. production desk. 8 yrs. industrial 
and farm acct. exec. one agency. Sales- 
centered objectives, plans, budgets, sched- 
ules, ads, collateral, direct mail. College | 
grad. 34. Wants sales coordinated spot | 
with future not just “adv. job”. 
$15,000. | 
Box 4102, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING AGENCY 
ACCOUNT EXECUTIVE 


For job created by agency ex- 
pansion. Must have strong copy 
background, be able to plan, write 
advertising, and work directly 
with clients. Requires initiative, 
talent, responsibility and experi- 
ence in agricultural, consumer, 
industrial and trade advertising. 
Excellent salary, fringe benefits, 
award winning art staff to work 
with. Send resume and letter de- 
scribing your qualifications. 


A LAYOUT ARTIST who can provide or interpret 
ideas that capture the essence of the sales message 
and render them into crisp, creative layouts. Must 
be a “thinking” artist and able to work with a mini- 
mum of direction. Layouts must show good type and 
figure indication and an appreciation of production 
requirements. 


A MEDIA DIRECTOR who can apply creative media 
approaches to marketing plans. Must have agency 
experience in analyzing, planning and placing space 
in all print media .. . consumer, trade, industrial, 
regional and national. Opportunity to establish and 
head your own department. 


if you feel you meet any of the above qualifications and are looking for 
a chance to relocate where you can enjoy commuter-free living and the 
unexcelled recreational facilities of western Michigan, here's an oppor- 
tunity for you to become part of a growing organization. Send us complete 
resume and tell us why you're the man for the job, include samples and 
photo if possible. State salary requirements. Prompt action and return 
of your material is guaranteed. Your inquiry will be held in confidence. 


Box 380, Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 


Box 386, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


More Market Place ads on Page 136 
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The Advertising Market Place 


Our 49th Year 
SALES PROM.—must have 


elec. exp.—mfg. co $8-11,000 
ASST TO PRES.—P.R. 

Civic assn., midwest 10,000 
COPY /CONTACT—auto 

xp. essential 10,000 
ADV, ASST.—publisher 


copy plus prod 8,000 
MANY MORE-—MAIL RESUME 
GLADER CORPORATION 


110 8. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


MARKETING 
GENERALIST 


Analytical, creative, experi- 
enced. Sound profit planner for 
agency or manufacturer. Ability 
to screen and evaluate product 
and market opportunities match- 
ing objectives and capabilities 
of company; develop marketing 
and advertising programs; also 
follow through required for suc- 
cess. Cost conscious. Effective 
speaker to 5 or 500. Age 44. 


Box 384, Advertising Age 
630 Third Avenue 
New York 17, New York 


ART DIRECTOR 


Immediate opportunity for imagi- 
native, versatile art director to head 
4 man department in medium size 
Boston agency. Must be fully ex- 
perienced at rendering cor. »s, par- 
ticipating in client presentations, 
and supervising jobs through art 
and production. General consumer 
and trade accounts, some requiring 
highly creative fashion flair. Pleas- 
ant surroundings, talented co-work- 
ers, human pace. Attractive salary. 
Send work resume and personal 
history to president, LLOYD AD- 
VERTISING, INC., 9 Newbury St., 
Boston 16, Mass. 


Let me help you with your 
FARM ADVERTISING 


Heavy experience in the farm ma- 
chinery field, including valuable 
background with both mfg. and 
agency. Have knowledge of farm 
markets, and ability to think, talk 
and write in terms that farmers 
understand. Seek opportunity as 
Acct. Supv., Acct. Ex. or Ad Mgr. 


Box 387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


CREATIVE MARKETING 
EXECUTIVE AVAILABLE 


15 years agency experience—crea- 
tive V.P., acct. service, copy, new 
bus. Major strength in consumer 
durables, automotive after-market, 
light industrials. Specialist in mfg. 
to dist. to dealer sales promo. 5 
years in packaging design, sales pro- 
motion for paper box mfgs. Married, 
age 42, will re-locate, salary—low 5 
figures. Circumstances will make me 
available on short notice. For crea- 
tive interview about YOUR prob- 
lems, write, in detail please, this 
week. All replies confidential. 


BOX 382 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


. Arizona Opportunity 
For Agency Copywriter 


Long-established, 4A agency in 
Phoenix has an immediate opening 
for a competent, creative copywriter 
—man or woman—with solid agency 
ewes writing for all media. 
Excellent opportunity for a person 
willing and able to handle a sub- 
stantial work load. If you would 
like to continue your career in one 
of America’s fastest growing cities 
where a warm, dry, sunny climate 
offers ideal, year-round living con- 
ditions for the entire family, write 
today. Tell us all about yourself in 
your first letter, but no samples, 
eter Box 376, Advertising Age, 
00 E. Illinois St., Chicago, Ill. 


ADVERTISING OPPORTUNITIES 
AT DOW CHEMICAL 


A continuing flow of new products and increased marketing activities necessitate 
an expansion of the Advertising Department. As a result, several new, challenging 
opportunities are available with Dow, one of the largest and most diversified 
chemical companies. The positions are open at Dow’s general offices in Midland, 
Michigan, in the heart of Michigan’s “‘water wonderland.”’ Salaries will be commen- 
surate with experience and ability. Paid vacations and the best in fringe benefits. 


INDUSTRIAL ADVERTISING 


Positions are open for college gradu- 
ates, under 35, with a minimum of 
five years of basic industrial adver- 
tising experience. They will serve as 
staff men responsible for specific 
chemicals, plastics or metals adver- 
tising programs under the direction 
of a supervisor. They will participate 
in the planning and execution of ad- 
vertising objectives, budgeting and 
programming for a variety of prod- 
ucts serving many industries. 


CONSUMER ADVERTISING 


We are seeking a college graduate, 
under 35, with broad experience in 
and familiarity with all levels of 
supermarket trade advertising. His 
functions will include participation 
in the market planning for consumer 
packaged goods which are dis- 
tributed through food outlets, and 
the execution of the advertising and 
programs for them, 
under the direction of a supervisor. 


promotional 


ADVERTISING 


programming. 


AGRICULTURAL CHEMICAL 


We require a college graduate, under 
35, with at least five years of experi- 
ence in agricultural advertising, to 
be résponsible for advertising and 
promoting agricultural chemical 
products. Under the direction of a 
supervisor, he will participate in the 
planning and execution of advertising 
objectives, including budgeting and 


BUILDING PRODUCTS 
ADVERTISING 


We are seeking a college graduate, 
under 35, with five or more years of 
advertising experience in building 
products and construction. He will 
serve as a staff man responsible for 
specific product programs under the 
direction of a supervisor. He will 
participate in the planning and exe- 
cution of advertising objectives, in- 
cluding budgeting and programming. 


If you meet the above qualifications, write in confidence, giving complete resume 


and salary requirements. 


Write to: W. D. Boone, Advertising Department 


The Dow Chemical Company, Abbott Road Building 


Midland, Michigan 


Advertising Age, September 19, 1960 


ie 


TOP FLIGHT CREATIVE MAN 

AVAILABLE 

22 years in major consumer goods 

writing, all media. Management ex- 

perience. Age 43. Prefer Chicago, 

but will relocate. Box 389, AD- 

VERTISING AGE, 200 E. Illinois 

St., Chicago 11, Illinois. 


Available Within 60 Days 
HARD-HITTING, GO-GETTING AD 
AGENCY GENERAL MANAGER. 
Now handling additional duties of 
new business solicitation, creative 
planning and account service super- 
vision. Industrial-Consumer back- 
ag Box 378, Advertising Age, 

E. Illinois St., Chicago 11, Il. 


DON HARRIS NEEDS: 
COPY, tested craftsman, important- 
, high- 
standards, over-25MM agency...$18-20M 
MARKETING RESEARCHER to DE- 
VELOP as AE. Highly professional agency 
in delightful metro area needs high- 
potential young research man who'd like 
to grow into marketing-type AE. $12-14M 
(LAST CALL) A real hard-to-find. Food 
copy-contact and marketing man, in 30's. 
High-grade, fast-growing, over-5MM 
agency in smaller city near huge one 
‘ are “4 abes BSNS  - 

DON HARRIS, DIRECTOR 

Advertising & Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WAbash 2-9400 


ACCOUNT EXECUTIVE—For 4 A 
agency in Pennsylvania. Extensive 
knowledge of building products. 
Agency or ad department experi- 
ence. Must be outstanding promotion 
man. Send complete resume includ- 
ing salary range to Box 383, AD- 
VERTISING AGE, 630 Third Ave- 
nue, New York 17, New York. 


ART DIRECTOR 
Studio-manager 


Seeking association with 
Mid-west agency, publisher, 
printer, industrial or studio. 


Mature professional with 
thorough knowledge of art- 
graphic arts. 

Owner of Eastern studio. 
RESUME ON REQUEST 


Melba Oliver, Agent 
1229 National City Bank Building 
Cleveland 14, Ohio 


14 E. 38th St. 
Between 5th & Madison Ave. 
A dignified location in an aristo- 
cratic building. The entire 12th 
floor. Area 50x 100. Partitioned 
into offices, showroom and work 
area. Fully sprinklered—complete- 
ly fireproof—beautiful lobby. Two 
new automatic passenger elevators. 
Plenty of A. C. available for air 
conditioning and other purposes. 
Asking rental $10,000 per annum 
BUILDING SUPERVISION CORP. 
24 West 40th St. WL 17-4400 


Full commission to brokers 


COPYWRITER 


Medium-size Chicago agency 
with creative standards to 
match its long-standing repu- 
tation for general excellence 
needs writer with ideas to 
match unusual talent with 
words . proved in five to 
ten years’ experience with agen- 
cies or otherwise. We've told 
our people, so you can tell us 
all. 
BOX 388, ADVERTISING AGE 


200 E. ILLINOIS ST. 
CHICAGO 11, ILLINOIS 


COPY 
WRITER 


National advertising agency 
located in Chicago needs 
good young creative copy 
writer with hard working 
agency experience. Start- 
ing salary $7500 to $8000. 
Plenty of room for quick 
advancement. Write all de- 
tails. Our people know of 
this ad. Box 379, Advertis- 
ing Age, 200 E. Illinois St., 
Chicago 11, Ilinois. 


NEWS! To Ad-men 
on the way UP! 


| have rejoined my old associates at 
“Cadillac’’ because experience convinces 
me that no other organization in the 
world provides such capable, extensive 
and conscientious help for you deserving 
Ad-men who want to do better. 


You will get full advantage of every 
facility this organization commands—and 
| am not merely permitted—but EX- 
PECTED—to pursue your good interests 
“till the cows come home.” 

Right now—good jobs are popping up in 
all areas—but employer-clients are press- 
ing us for young writers and artists in 
the $6,000 to $12,000 salary areas, with 
quick action assured. Write, ‘phone, or 
come in for a personal pow-wow! 


Cliff Knoble—Consultant 


Advertising—Marketing 


CADILLAC ASSOCIATES, INC. 
29 East Madison Bidg. 
Chicago 2, Hlinois 
Financial 6-9400 


TOP SPOT FOR 
AGENCY ACCOUNT EXECUTIVE 


The man we want is now working in one of America’s 
best (not necessarily largest) agencies. 


He is in his thirties or early forties . . 


. an experienced 


contact man who wants a chance to spread his wings on 
a greup of important accounts with lots of potential. 


He will be a senior member of the staff, in a leading 
Chicago agency of medium size. He will be eligible im- 
mediately for the Executive Bonus and, before too long, 
for participation in agency’s Profit-Sharing Trust. 


His background of accomplishment encompasses some 
“hard” lines (preferably automotive and appliances) and 
some “soft” and package goods lines. 

This man will want to talk to us first in a letter with 
plenty of detail, including salary requirements and if 


possible a snapshot. 


Thanks for reading our ad. We hope we’ll be hearing 
from you—and seeing you—soon. 


Box 381, Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 
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The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


A ROSE IS A 
A house organ is a house organ is 
a house organ . . . but the edito- 
rial people at Gebbie Press know 
there are good ones and bad ones. 
They write and produce good ones. 


Gebbie Press, 151 W. 48, NYC. 
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INTERNATIONAL MERGER 
Fast-growing, aggressive interna- 
tional marketing and advertising 
firm seeking merger or association 
with advertising agency interested 
in expanding into international 


MR, AD EXECUTIVE 
Looking for ad men? Call 
FRED JOHNSON 
Advertising Employment Consultant 


DOROTHY DOCKSTADER CONSULTANTS 
64 E. Lake, Chicago RA 6-6167 


field. Offices located in New York 
City with branch in Mexico City 


and world-wide network of affiliates 
in 37 cities. Clients include both 
foreign and U.S. firms. Send replies 
to Box 390, Advertising Age, 630 
Third Avenue, New York 17, N.Y. 


SCIENCE MARKETS 
MAILING LISTS 
and mailing services 


Concentrated, accurate coverage of 
scientific and industrial technology 
markets. Laboratories, research and 
development, testing, chemical proc- 


COPYWRITER 
CHEMICALS 


Congenial Chicago agency has major, 
permanent opening for creative, 
self-starting copywriter minimum 3 
yrs. exp. chemicals, hardgoods. Must 
be flexible generalist who enjoys 
shifting swiftly, easily from print 
media to direct mail, news releases, 
house organ, misc. collateral. Spend- 
able rewards will come fast for a 
hard driver who gets the job done! 
One page resume and photo, please, 
to: 
Box 385, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 


essing. Industry, Government, col- 
leges, medical technology, public 


*' 


health, electronics, agricultural sci- 
ences. Missiles, ballistics, instru- 
mentation. 


Send for list descriptions 


SCIENCE MARKETS PRESS 


1743 W. Rosehill, Chicago 26, Ill. 
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MANY-PURPOSE 


STORAGE CABINET 


25 drawers for systematic 

storage of valuable art work, ; 

Ei] engravings, bive prints, etc. s 
Write for catalogue. 4 


FOSTER MANUFACTURING CO. 
& Cherry Sts, Phila. 7, Pa. © LO 8-2166 


PROMOTION WRITER 


National magazine, expanding 
advertising promotion staff, 
seeks young man capable of 
writing clear, crisp, business- 
like direct-mail copy. Writing 
experience necessary, but need 
not be in magazine promotion. 
New York City location. Tell us 
about yourself, experience, 
salary desired, in letter and en- 
close recent samples. Box 377, 
Advertising Age, 630 Third 
Avenue, New York 17, New 
York. 


WE'RE BUILDING 
A CREATIVE DEPARTMENT 
...and YOU can be the BOSS 


You'll start with one assistant. 
He’s here now. You will spend 
95% of your time inside and be 
responsible for all creative work. 
You'll work directty with our 
account men and some of 
America’s top creative artists. 
You must know how to write 
and how industrial products 
are sold. Our agency is in 
America’s biggest industrial 
area. Our accounts are all in- 
dustrial. You may be 25, 35 or 
45 years old but you must be 
experienced in all phases of in- 
dustrial advertising. The salary 
is open. You will be interviewed 
and get your “yes” or “no” from 
the top man in this agency. You 
can speed things up by for- 
warding your resume and any- 
thing else you feel will help us 
evaluate you with your first 
letter. 
PRESIDENT 


Box 366, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Exclusive 
Franchises 


Available From 


m (s)falie| = 


Sell advertising on grocery sacks 
circulating through most major gro- 
cery outlets (chain and independ- 
ent). 

S.A.C. will provide...... 
Complete proven sales plan and 
promotional material. 
Guaranteed sack circulation. 
High commission. 

Exclusive franchises in several 
major markets. 


* Proven ability to sell space. 

* References relating to respon- 
sibility, integrity, and achieve- 
ment. 

* Desire to “fly high.” 

Write to: S$. C. Baron, President 
Supermarket Affiliates Corp. 


The First Network Devoted 
to Advertising on Grocery Sacks. 
500 Fifth Avenue, New York 36, N. Y. 
or call: BRyant 9-0082 
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MARKETING MAN 
TO DEVELOP BOAT SUBSIDIARY 


Embryonic boat division of international corporation requires man- 
ager capable of developing this pilot operation into profitable sub- 
sidiary. The manager selected will have the following qualifications: 
—The ability to recognize and identify specialized 
product opportunities in the expanding boat market 
and guide the developmental program of products. 
—The ability to develop and execute complete marketing 


programs. 


—The ability to guide the manufacturing effort at the 


policy level. 


—The ability to equate marketing opportunities to dollars 


invested. 


While a strong marketing background is essential, experience in 
the boating industry is not required. Location is southern Florida. 


Please send complete resume including salary requirement to: 


Box 375, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Appliance Dealers 
May Sell More, 
Make Less: ‘Mart’ 


New York, Sept. 13—If the rec- 
ord of appliance dealers in Kala- 
mazoo County, Mich., can be used 
as a yardstick, appliance dealers 
throughout the U.S. may experi- 
ence near-record unit sales this 
year, but dollar sales volume prob- 
ably won't reach the level attained 
in 1959. 

This is the main conclusion 
reached in the 15th annual study 
of Kalamazoo County, conducted 
by Mart, with results published in 
the magazine’s September issue. 


= The study revealed that for the 
first six months this year, 16 of the 
products handled by some 70 ap- 
pliance dealers showed an increase 
in unit sales over the same period |, 
last year. Some of the increases are | 
in contrast to reported national | 
trends. 

The biggest unit sales gains were | 
reported for dishwashers (54%) 
and disposers (45.4%). Sales 
slumps were reported for eight 
products with evaporative coolers 
leading the parade with 84.2% and 
air conditioners with lower unit 
sales of 35%. # 


Division of 
AA Accredited Aides, Inc. 


movers 
rely 


‘Int'l Electronics’ Debuts 
International Electronics, new | 
international publication of Amer- | 
ican Exporter Publications, made | 
its bow Sept. 12 with an October 
issue carrying 50 advertising pages | 
in the English edition and 44 in the 
Spanish. counterpart, Electronica | is be cok oe 
Internacional. Regular monthly is- 2 ; ee Sag eae 
sues begin in January. Cover ad- ce ea eee 
vertisers in the first issue are Phil- ; . 4 
co International, Raytheon Mfg. | 
Co. and International General | 
Electric. 


| 

Harwood Advertising Moves | 

Harwood Advertising Agency, | 

Tucson, has moved to new offices | 
in the Broadmoor Center Bldg. 


The important 80% of all metal sales are 


influenced by AMERICAN METAL MARKET 


Z@2 out of every 100 


families own their 
B® [3] . 
own homes in... 
Remarkable ROCKFORD 


Little wonder it’s called Remarkable 
Rockford! With paramount interest in 
owning their own homes, it’s not 


surprising so many Rockford industries are 
& @ ‘“*homegrown.”’ And with money to 


° 
AT THE 


TOP 
spend and to invest it’s understandable ie paso 
how Remarkable Rockford’s retail 

sales lead the state, outside Chicago. 
Get your full share. Advertise in the .. . 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Finest FULL COLOR Facilities 


SWER-AMERICA 


Will Make Your Client’s Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day . . . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer-America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 
paper, radio and T.V. advertising. For complete information, write 
Answer-America. 


Executive Office va 


ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, Ill. 


+ RAndolph 6-2339 
AFFILIATE ANSWER CANADA 


ce ca I ere REI ae ee PEE REEL SRN eS HG enn panne Te Gwe Van Pe sa 7 


a has ; ae sae Ou mee scsi aa | a it ae os ae a eee es oe 
= Advertising Age, September 19, 1960 137 a | 
— ae | Piet ss Z ; 
| | BIRCH | ae ; i 
—- a _>p'- END* oY ee ee 
© D resoma ae a nwo GORY So MPORS, a We] 
ie ¢ | ee gshOBED peRSON ne cont QU 
a : - se | et, TPE FICE ina comet’ Sal orate ee pam si 
| fe eos PO i208 jon Peet ro 
me BP COM nd Fee pe grat a tOERES and 
= pk CCA seni foncieS opPie™ preli9® = 
: D sae en et — poneefie sell goo 4S s 
: | pee cieeeey Eas tot ® ° : 
. A , on” sg eric Sy, 
: Pe Sococooovesooososooooosooooooosoosse : IN ¢ - a be eEDiTen, New = 
a H | Fe)\\\eeetl vs, aco on. : 
. $ — b, Noy 
: a, 
ey : ° ae 
le ° : 
>. 3 PY | 
he 4 s - a 
; | , STOTT metal- wow ” * é — " i a = “3 
: IN " 
; ee | 7 
= . 
res . i 
= est ate ojo &g 
(8820 ; 
™ ©) @OO_@Bg — ee 
; You Provide (2s) & (2s) : oo 
[eo So nn 
: GO 900 Tee ns 
z __ ime . itty Ss 
; ee 
: sespecenion vonesenpesetsenssemisarsmaneanrertinernoitint ornaments seesensnataeital foe 
| ee §=6AéANR  }. 
j . * eae 
' ee 
q a _—————— 
ie. Pe 
| : 


138 


Annual Report Kit Available 
“Annual Report Kit,” containing 
a series of booklets giving infor- 
mation on the preparation of an 
annual report, has been prepared 
by McCann-Marschalk Co., Cleve- 
land, for Mead Corp., Dayton. The 
four booklets cover “The Concept 


of the Annual Report,” “Planning | 


& Writing the Annual Report,” 


“Producing the Annual Report,’ | 


and “Paper Selection Samples.” 
Additional information about the 
kit may be obtained from Dan 
Gallagher, art director, McCann- 
Marschalk Co., Cleveland. 
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B QUANTITY COSTS: VOYxISY2 12x16 

§ (Logo orimprint 100-250 $ .55 §$ .65 
printed FREE, 500 $ .52 $ .62 

1000 $ .50 §$ .60 


a Please supply art). 


(Silk screening, gold stamping, embossing available) 


Cc] Also enter my order for 


pe ae Oe Dy } 


AMERICAN THERMOPLASTIC Co. 
425 Ist Ave., Pittsburgh 19, Pa. 


Please send my free briefcase in (circle 
one) reds greene tane browne navy * black 


Ss. 8 8 
(quantity) 


nae to approval of sample. 
NAME___ 
FIRM_ 
ADDRESS 
SAR AIRS 
ZONE STATE 


By Se Be Mee PY SS ET EE Bo oe ee ee ee 
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| CRUISE GUIDE—This is the first page, 
| of a 20-page ad scheduled by the 


hE A A SM OS Ca oe a) | A™eTican Express in the Sept. 17| 


counties of it. 


FECTIVELY 


FULL COLOR AVAILABLE— 
Daily & Sunday, 


oe 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


It’s so EASY to | 
GET ALL of this BIG MARKET! 


This is the WHOLE Syracuse Market... all 15 


It’s the big Syracuse marketplace occupied by 1,367,100 
big-income, powerful-spending people. 


It’s one-third the total area of New York State ... 
AND ITS DELIVERED EFFICIENTLY AND EF- 
BY THE SYRACUSE 

230,814 salesmen® work this territory every day ... 
it’s their territory. It has to be in your advertising plans 
because it’s so big and so rich and so easily available. 

The SYRACUSE NEWSPAPERS deliver this market 


. and no other combination of media in the market 
delivers comparable coverage at comparable cost. 


GET THE DETAILS—influence, power circulation, 
full market measurement, and all the eye-opening facts 
from MOLONEY, REGAN & SCHMITT. 


*The combined circulation of the Syracuse Newspapers. (ABC 
Audit Report for 12 months period ending March 31, 1960) 


Selling Research Inc. 


Market Survey 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


{@: CIRCULATION: Combined Daily 230,814 © Sunday Herald-American 202,467 © Sunday Post Standard 102,966 


NEWSPAPERS. 


Results of 


*SRDS Consumer 
Market Data 


latest Test 


e THE POST-STANDARD 
Morning & Sunday 


Cue as a do-it-yourself travel) 
| guide. It features all cruises of the | 
1960-’61 season, along with depar- | 
ture dates, ports of call and rates. | 


Benton & Bowles placed the ad. | 


WATSON HOOK 
CALGARY, ALTA., Sept. 13—Wat-| 
son Hook, 53, president of Hook | 


Signs Ltd., and immediate past| the radio and tv commercial pro- 
president of the Poster Advertising | duction department at the agency 


Advertising Age, September 19, 1960 


Network TV Gross Time Billings 
Source: TvB figures trom Leading National Advertisers and 
Broadcast Advertisers Reports 


July January-July 

% % 
1959 1960 Change 1959 1960 Change 
UE:  sesstucdides $ 8,391,470 $12,529,660 +49.3 $ 69,813,986 $ 89,480,230 +28.2 
SOUND éatensapenns 21,269,782 23,475,841 +10.4 153,017,329 161,768,225 + 5.7 
DUEE:-  psaisvebenen 17,883,111 19,805,457 +10.7 133,364,262 140,797,855 + 5.6 
Total ........ $47,544,363 $55,810,958 +17.4 $356,195,577 $392,046,310 +10.1 

MONTH BY MONTH—1960 

ABC CBS NBC TOTAL 
IIE cicadeevcaspsisectone $13,260,010 $23,477,358 $20,980,897 $57,718,265 
FY ccvencescccsoniens 12,677,110 22,977,171 19,923,712 55,577,993 
RIDIN cisaritewionssgteaienso 13,487,460 24,043,799 21,072,164 58,603,423 
SUM aisdoseditivaarienonste 12,701,240 22,580,032 20,642,038 55,923,310 
12,876,050 23,209,917 19,414,264 55,500,231 
11,948,700 22,004,107 18,959,323 52,912,130 
12,529,660 23,475,841 19,805,457 55,810,958 

Parts of the Day 

% % 
1959 1960 Change 1959 1960 Change 
ytime ...... $15,604,849 $15,931,977 + 2.1 $118,284,861 $116,272,934 — 1.7 
Mon.-Fri 13,899,868 13,432,491 — 3.4 101,505,673 96,274,294 — 5.2 
Sat.-Sun. .. 1,704,981 2,499,486 + 46.6 16,779,188 19,998,640 +19.2 
Nighttime .... 31,939,514 39,878,981 +249 237,910,716 275,773,376 +16.0 
ONE senses $47,544,363 $55,810,958 +17.4 $356,195,577 $392,046,310 +10.1 


chester. 


Mr. Celona had been manager of 


Assn, of Canada, died yesterday in| since October, 1957. Before that he 


his home after a short illness. 


|was ad manager of the American 


Born and educated in Edmonton, | Institute of Laundering. 


Mr: Hook joined his father’s com- | 


pany in 1927 and was transferred | Book of Basic Copy Themes 
to the outdoor company’s Calgary for ‘Man-in-the-Middle’ Out 


branch in the early 1930s. He be- 
came president of the company in 
1951. He also was a director of | 
Mill City Petroleums. 


|@ Mr. Hook was one of the key | 
| figures in the organization of the | 
| International Congress of Outdoor | 
| Advertising, which met recently | 
in Toronto. E 

Active in civic and business af- | 
fairs here, Mr. Hook was a direc- | 
tor of the Calgary Better Business | 
Bureau, the Calgary Tourist & 
Convention Assn., and was on the 
committee of the Calgary Chamber | 
of Commerce. 


| 
JOE E. HALL 

Los ANGELES, Sept. 13—Joe E.| 
Hall, 40, vp in charge of produc- 
tion of McCarty Co., died of a) 
heart attack Sept. 10 while on a/| 
fishing trip. 

Born in Coffeyville, Kan., Mr. 
Hall was graduated from Inde-| 
pendence Junior College, Inde-| 
pendence, Kan. A past president | 
of the Production Club of Los An- | 
geles, Mr. Hall joined the McCarty | 
agency in 1946. He served in the | 
U.S. Navy during World War II. 


FRANK H. CELONA 

New York, Sept. 13—Frank H. 
Celona, 43, an executive of Lennen 
& Newell, died of a heart attack | 


| 


| 
| 
| 


|last Friday at his home in East- | ted by Associated Business Publi- 


|cations, New York, to its merchan- 
dising paper members. 

The booklet contains eight basic 
copy themes and hundreds of copy 
angles. 


MCA TV Offers ‘M Squad’ 

MCA TV, New York, has added 
to its syndication list “M Squad,”} 
| which is going into syndication aft- 


“Man-in-the-Middle,” a new 24-| er a run on NBC-TV. The police} 
page booklet for all interested in| department series already has been 
advertising to retailers, dealers | sold to stations in New York, Chi- 


and distributors, is being distribu- |cago and Wilkes-Barre. 


There’s only one way... 


To “effectively” sell your central-city replace- 
ment prospects — orient your product advertis- 
ing to their specific needs and desires. 

Today, more and more of the pre-sold custom- 
ers of your brands are shopping in suburban 
areas. Quality-conscious Negro families, who 
now comprise up to—and over — 50% of the 
total population in major cities, are the replace- 
ment prospects you must sell to maintain your 


brand volume in 


central-city. 


A Negro-oriented medium, such as EBONY , 
Magazine, therefore, presents the only visual } 
way to properly orient product advertising to ; 


these customers. 


EBONY — now delivering over 3,300,000 regu- 
lar readers per issue —is the only magazine 


that gives broad “effective” coverage to this 


vital market. Get 


city Negro market potential .. . 


the latest facts on the central- 
ask for the , 


booklet on your Industry. 


EBONY 


Your Central-City Magazine 


NEW YORK 
CHICAGO 
LOS ANGELES 


DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


POO Or 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and, 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 

strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones and) 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that’s twice the size of the next two stations combined! Inquire today about how this 


dual-media approach can help you. C 
4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 0 
BUYING RETAIL 

POPULATION: INCOME: SALES: FAMILIES: 
293,500 $454,208,000 $289,245,000 90,800 10 


BENTON. HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS . 
Represented by E. A. Faulkner & Associates 
307 W. Michigan Ave., Chicago 1, Il. 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc.|’ 
and Michigan Spot Sales 


410 N. Michigan Ave., Chicago 11, II. 
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Pigs in Big 
(Continued from Page 1) 
named coordinator of the project. 
Flora officials were contacted, and 

promised full cooperation. 

Ford hired Market Facts Inc., 
Chicago, to survey all vehicle own- 
ers in the city limits last May. | 
Owners were asked, without 
knowing why, which type of Ford 
car—standard, compact or Thun- 
derbird—they would buy if they 
planned to purchase a new one 
soon. They also indicated model 
types and accessories desired. 

Regular-size Fords were selected 
by 69.6%; 20.8% chose Falcons and 
9.6% Thunderbirds. (This com- 
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ratios of 61.9% regular Fords, 
32.3% Falcons and 5.8% T-birds.) 


s Ford pr men began making fre- 
quent trips to Flora, located about | 
100 miles east of St. Louis, to pre- 
pare for the huge task. A “Ford | 
Town, U.S.A.” headquarters was 
set up in a vacant store. 

The 15-acre vehicle parking area 
was rented and staked out; wash | 
racks were built. Extra telephone 
and telegraph lines run in to the) 
Elks Club which will be the Ford 
press center, and special events 
were planned. Ford people have 
been on hand fulltime since Sept. 
1, and the first load of cars rolled 
in eight days later. 

“Two of the biggest jobs,” Mr. 
Tierney said, “were in the logis- 
tics of handling the press in Flora, 
and the complete reorganization 
of procedures at Ford for handling 
the shipment of the new vehicles 
to Flora.” 

Seven Ford assembly plants sup- 
plied the Flora vehicles—worth 
more than $3,000,000. The intro- 
m™ duction date was moved back twice 
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sending advance stories ‘around 
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pares with current division sales | 


BIG sQuEEZE—“Ford Town, U.S.A. 


Flora Folk Are Guinea ™ 


Ford Test 


| because work stoppages upset de- 
livery dates. 


|\s Ford has two vehicle mainte- 
‘nance specialists and one traffic 
‘specialist already on hand. A spe- 
icial accounting staff will come 
|down to handle the local payroll 
(caterers, car washers, etc.). 

All cars have now been checked, 
but next week a Ford man will 
|start every car again as a final 
| check. During the week of the 
event, 24-hour maintenance ser- 
vice will be available without cost 
to new Ford drivers. 
| Ford is getting a tremendous 
helping hand from Flora’s city 
fathers, who are anxious to attract 
new industry and business to the 
community. “This Ford Town 
event,” said Mayor Norman Bry- 
|den, “will demonstrate that Flora 
/ean successfully cooperate with 
the world’s third biggest indus- 
try.” 
is Leo (Goose) Allen, paint and 
lumber dealer—and a former may- 
| or—is having all the parking me- 
ters painted in gay colors, and has 
| erected a welcome sign near the 
center of the city, courtesy of Mar- 
tin-Senour paints. 

The city used the Ford event as 
a lever to hurry up construction 
of a new airport runway, and is 
now one of 25 Illinois cities to have 
jairports capable of handling DC-3s. 

An airport dedication ceremony, 
in fact, is one of several events 
| planned during the press introduc- 
tion Sept. 26-27. A street dance, 
flower show, band concert and 
antique car parade are also on 
the schedule. 

Ford will introduce the prod- 
ucts to the press Sept. 26. About 
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ROLLING IN—A banner across North Ave., Flora’s main street, wel- 
comes visitors, including a steady stream of vehicle carriers bring- 
ing approximately 1,500 new Ford cars and trucks to the city. 


” headquarters in Flora has been 
the nation since Sept. 1. Teletype 


and duplicating machines are in a storeroom area of a converted 
store on Flora’s main thoroughfare. 


DAILY NEWS-RECORD. FLORA ILLINOIS — Clay County's Home Daity_ 


THANK YOU FLORA! 


Ford Division of Ford Motor Company is deeply grate- 
ful to Flora for the cooperation its residents and officials 
have rendered in connection with the 196! Ford Division 
Natidnal Press Preview. 


Tremendous amounts of planning and preparation have 
already gone into the project and the reaction of the nation's 
press—as reported earlier in this paper—has been most en- 
thusiastic National magazines, as well as mayor daily news- 
papers, have reported the project to their readers. Actually, 
Flora and this project already have received world-wide 
recognition. 

At this point our surveys have been completed and we 
are pleased to publish the list of Flora citizens who will re- 
ceive the loan of a new car 


Every available means have been taken to insure each 
eligible household the loan of a new Ford car for the dura- 
tron of the program. 

During the month of May and prior to public announce- 
ment of the Flora plans, an independent 


made 
and asked the residents the: present car ownership and also 
their preference for a mew car y During thn May survey at 
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BIG List—Ford published the list of those who are to 
get new cars for a week in the Flora Daily News- 


100 temporary Ford owners have 
been lined up to act as hosts for 
the press, lending them the use 
of the test cars and showing them 
about the city. Guided bus tours 
are also planned. 

Ford is attempting to make the 
replacement of vehicles as com- 
plete as possible, including police 
cars, garbage and fire trucks, 
school buses and other specialized 
vehicles. 


= Two of the town’s four com- 
peting auto dealers have announ- 
ced they would cooperate by driv- 
ing loaned Fords for the week. 
“This is good for Flora and for 
the auto business in general,” one 
of them said. Besides the A. R. 
Smith Ford dealership, Flora has 
Dodge, Chevrolet, Buick and Cad- 
illac-Pontiac dealers. 

Flora appears likely to become 
the most thoroughly researched 
city in the country. Following the 
initial survey on car preference, 
Flora drivers received a second 
questionnaire on jobs, reading and 
viewing habits, outside interests 
and attitude toward the Ford 
event. 

When they are handed the keys 
to their new cars, the residents 
will be given a third questionnaire, 
asking what they think of the car. 
They are to fill this one in Sun- 
day night and send it to the IBM 
center. The computer will digest 
this information and be able to 
answer reporters’ questions Mon- 
day morning, on such subjects as 
how they like the new door han- 
dles, etc. 


s Following the six-day driving 
test, an additional survey will be 
made. Ford hasn’t decided what it 


will consist of, but it will include 
questions designed to learn what) 
effect having an additional car | 
had on the car owner. 

The Ford press introduction is | 


least three call backs were made in an 
‘sons who 


instances where 
. inquires were made of the near- 
est neighbor to determine if someone in the household owned 
a car. 

Those persons contacted in the May survey will be given 
the loan of a vehicle of the type they indicated they would 
be interested in. 


persons contacted in the August follow-up survey 
wmtsettinaeueileon 


Your cooperation in reviewing thjs list to be certain thet 

a member of your household—if you are eligible—is 
scheduled to receive a car, will be appreciated. 

To be eligible there must be a car owner living in the 

the address must be within the city limits of 

Flora. Where a family operates more than one car, only 
“one new Ford will be assigned to that household 

If, by some over-sight, anyone has been overlooked, 

they should personally contact Mr. Vern Churchill of Market 

Facts, Inc., at the Ford Division's Flora gftice located at 112 


unusual in that the press will have 
ample opportunity to question typ- 
ical car owners on a new car be- 
fore it has been introduced na- 
tionally. ‘We don’t even know how 
the people in Flora will like the 
car,” Ford said. 

The Flora introduction is also 
unusual because Ford will not 
pick up travel costs for the cor- 
respondents, as they usually do 
when the introductions are held 
in Dearborn, Mich. Ford will fly 
press representatives into Flora 
from St. Louis, however. 

In addition to press coverage and 
market research, the Flora event 
provides opportunities for Ford 
advertising. Admen from Ford said 
they have no definite plans to use 
any of the Flora events in the 
consumer campaign. The division 
will compile film, photos and copy 
of the event. What use is made of 
this, however, will not be decided 
until reactions to the cars are 
known. 


® The division will make men- 
tion of the Flora introduction on 
its Tennessee Ernie Ford tv show 
Sept. 22, and in trade ads. 

The IBM center is the only 
commercial tie-in with this Ford 
event. “One oil company offered 
to supply the gas,” the Ford pr 
department said. “Then they found 
out the size of the venture and 
said they’d supply the motor oil 
instead.” The offer was declined, 
as were others from several other 
advertisers. 


= Ford released no cost figures 
for putting on the unusual intro- 
duction, but said it would cost less 
than last year, when Ford was in- 
troduced via a teen age press con- 


| ference and Falcon had a separate 


| closed-circuit tv introduction. 

After the test is over, Flora res- 
idents will return their new cars 
to the Gatewood wheat field, and 
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QUESTIONS, PLEASE—I/nternational Business Machines computer, which 
can absorb 10,000,000 separate items of information, will be avail- 
able to answer newsmen’s questions about Flora and its residents. 


North Avenue, Flora, lilinois, on Tuesday or Wednesday, 
Fugen tS ot 


If you feel an over-sight has been made, Mone oaks 


please bring in your driver's license as 
wn Flora.and also your car title or certificate of registration 
. iets aoeutie of oa. 


All contacts regarding assignmdént of new Fords must 
bo com th pateen Gn Teeny Oe aay, August 23 
and 

The signifies the “space” 


sew dew Poy: 
in which vehicle be parked. 
otto sung layout haat wil Snow the enc! taxation 
vehic! 
All vehicles will be available on Saturday, September 
24 and detailed information regarding the pick-up arrange- 
ments will be published in this paper in the near future. 
‘Again, thank you for your cooperation. 


FORD DIVISION 
FORD MOTOR COMPANY 
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Record. Copy shows lengths to which Ford went to 
see that all Flora car owners were registered. 


trucks will begin moving them out. 
Ford said the cars will be in com- 
pany service throughout the coun- 
try, as executive cars, demonstrat- 
ors and for other uses. # 


Ex-Statfer Farrell 
to Revive ‘Brooklyn 
Eagle’ in October 


NEw York, Sept. 13—The Brook- 
lyn Eagle, after being off the 
newsstands for almost five years, 
will be back on Sunday, Oct. 23. 

Forced out of operation by a 
strike called by the New York 
Newspaper Guild in 1955, the 
Brooklyn Eagle had been published 
for 114 consecutive years without 
missing an issue. 

The Eagle will make its come- 
back as a Sunday newspaper, with 
an initial guarantee of over 100,- 
000. Rates have not Deen set; the 
newspaper will have a standard 
2,400-line, 8-column page, with a 
tabloid insert and colored comics. 


= Robert W. Farrell, who will pub- 
lish the revived Eagle, is a former 
columnist on the newspaper. He 
told ADVERTISING AGE that he 
bought the newspaper from Frank 
D. Schroth in November, 1959. The 
price paid was $25,000, plus $15,000 
in options, he said. 

Mr. Farrell was on the editorial 
staff of the Eagle from 1950 to 1955, 
when the newspaper folded. At the 
same time he operated his own 
publishing company, whose major 
publication was the now discon- 
tinued Magazine Digest. 

He said that he would think 
about bringing the newspaper out 
again as a daily “after the first of 
the year.” 

Mr. Farrell is presently consid- 
ering several people for the editor- 
ship. The ad director will be Susan 
Walter, assistant ad director of the 
New York Post from 1954 to 1959 
and until recently with the New 


York Journal-American. 

| When the Brooklyn Eagle ceased 
| publication in 1955, the daily cir- 
culation was reported at 130,000 
|and the Sunday circulation at 165,- 
| 000. 


| Pulitzer Prize recognition came 
|to the old Brooklyn Eagle four 
times. In 1950 the newspaper re- 
ceived the Pulitzer gold medal for 
jits campaign against organized 
|crime. The Eagle boasts Walt Whit- 
| man among its former contributors. 


| Friskies Expands Distribution 

| Upon entrance in the New York 
metropolitan area on Nov. 1, 
Carnation Co., Los Angeles, will 
|complete national distribution of 
|Friskies pet food. Locally, tv will 
be the principal medium used, 
with more than 100 spots a week 
scheduled. 
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Y&R Boosts 3 in Canada 

Bill McKechnie, Don Robertson 
and Allen Chandler have been 
promoted from assistant account 
executives to account executives of 
Young & Rubicam, Toronto. 


Detroit, Sept. 14—In 1961 Dodge 
will cover what it estimates as 
93% of the potential automobile 


Chicago's Elite Hotel 
overlooking Lake Michigan 


on the Gold Coost market for the first time, and its 
Onl $ 1961 product introductory adver- 
f y five minutes tising will project three car per- 

rom downtown... Fe: 
steps from sonalities for three different seg- 
famous restaurants ments of the market—low medium 
and exclusive price, full-size economy and new 

ialty shops. luxury compact. 

Y= we yea 4 In its advertising it will ‘separ- 
suites end ate individual series identities but 


keep them related with the Dodge 
family name and image. 


apartments by the 
day, month or year. 


Donald O. Cronin Manoger : 
s “There’s a lot of insurance be- 
hind our creative approach,” said 


181 E. Lake Shore Drive ©4 SU 7-8500 
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SOME PEOPLE 
DON’T LIKE CHILDREN 


Some advertising people are almost allergic to 
children. Often as not, they’re good solid family 
sorts, who enjoy having the small ones around 
— but not as audience for their clients’ com- 
mercials. That’s when they need adults, people 
with bigger allowances to spend. 


That, in part, explains WEZE’s popularity with 
agency time buyers. Because WEZE’s broadcast 
day consists almost entirely of quarter-hour and 
half-hour segments of uninterrupted album 
music (show tunes, standards, original cast al- 
bums and such), with no shouting announcers, 
and no ‘‘color radio’’, the high school set doesn’t 
tune us in. But the adults do. . . in solid num- 
bers. Enough of them to put WEZE among the 
leaders in Boston radio. 


To get the facts on this sizeable, productive 
radio audience, call your Hollingbery man. 


He knows. 

AIR TRAILS 
STATIONS ARE 
WIZE WING 
Springfield Dayton 
WwcoL WEZE 
Columbus Boston 
WKLO 

Louisville 


‘Dodge Will Differentiate Its Cars’ 
Personalities in 1961 Advertising 


W. D. (Pete) Moore, Dodge direc- 
tor of advertising and sales pro- 
motion. “It’s based on exhaustive 
psychological research. When 
America talks, Dodge: listens. 
We've frankly been getting the 
|word from the American public. 
Quite apparently we’ve been de- 
signing and creating the products 
it wants, as the sales success en- 
joyed with our two cars in the 
1960 model year testifies.” 


s Principal magazine announce- 
ment advertising will take the 
| form of five-page ads in Life (Oct. 
'3) and The Saturday Evening Post 
(Oct. 8). The opening page will go 
to the family standard bearer, 
Polara, with the second two pages 
to Dart and the last two pages to 
Lancer. 

Other national magazines in the 
schedule, with publication dates, 
are: Full-page for Lancer in Time 
(Oct. 17); Sports Illustrated (Oct. 
1/17); Sunset Magazine (Novem- 
|ber). Full-page for Dart in The 
| New Yorker (October); Time (Oct. 
24); and Look (Oct. 25). 

The public announcement in 
late September also includes daily 


| 


On September 29, Dodge will upset automotive applecarts a} over the place. 


with 2 compact Dodge cates ABBE win » tuil-size Dodge cates PANMITT:. — 


with a custons Dodge cated POLAR. Among the competition there will be 
wailing and gnashing of teeth. However, you wall cheer Low pnces will be only part 
of the reason. See three grest new anes from Dodge At Dodge Dealers Sept 29 


APPLE—Ad headlines with typogra- 
phy shaped like an apple under- 
score Dodge’s theme that its new 
cars “will upset automotive apple- 
carts all over the place.” 


and weekly newspaper space to 
run concurrent with on-sale dis- 
play in Dodge dealer showrooms. 
| Some 83 newspapers in more than 
50 major markets will have two- 
color advertisements in editions of 
Sept. 20 through 23. Eleven news- 
papers will carry seven-column, 
1,500-line ads and the remaining 
two will run a five-column, 1,000- 
line message. This will be in the 
nature of a “teaser” campaign. 


s Following this, every dealer 
point, in an estimated 1,500 towns 


ers, will have newspaper coverage 


Eee bake 


and cities with one or more deal- | 


Advertising Age, September 19, 1960 
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POSH—Ads like this for Dodge’s compact Lancer will aim to give the 
car an extroverted, sophisticated personality designed for the “young 
in heart.” 


in b&w. With linage ranging from 
500 to 1,800 lines, Dart and Lancer 
jads will be placed in an average 
|500 metropolitan dailies, 500 lesser 
|dailies and 500 weeklies. 

| In addition the Lawrence Welk 
| “Dodge Dance Party” will be spon- 
|sored on alternate weeks on more 
ithan 220 stations of the ABC-TV 
|network, featuring new live and 
|filmed commercials. These will 
|represent Dodge Dart and Lancer 
|in the tradition of musical shows, 
comparable to skits, with original 
/music and lyrics. . 


s The Dodge field force and Dodge 

|dealers from coast to coast have 
|received a series of three teaser 
| mailings inviting them to view the 
|new cars and trucks. Each re- 
|ceived an apple-shaped pot holder, 
a box of apples and an apple- 
shaped invitation to the meeting. 

This approach is based on 
Dodge’s over-all introductory ad- 
vertising theme—“Again in 1961, 
| Dodge Joyously Upsets the Apple- 
cart.” The theme appears in logo 
form on all the advertising. 

In general Polara’s dignified 
message will set the stage in the 
advertising, with a profile entirely 
different from its sister cars—one 
of luxury, but at modest cost. 

Dart copy will be straightfor- 
ward and direct. It states right out 
what it is—a Dodge priced com- 
| petitively with Ford and Chevro- 
let. The Dart name is emphasized 
more than Dodge. 


s Lancer ad personality will be 
extroverted, sophisticated and 
worldly, with real self-confidence, 
and aimed dat “the young, sports- 
minded and young-in-heart who 
seek prestige with economy.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


DODGE TRUCK ADS 
PRECEDE AUTOS 

Detroit, Sept. 14—Plans for 
Dodge truck advertising on 1961 
models call for a start two weeks 
ahead of the passenger cars in mass 
media, aiming at-a little special 
attention for the public and for 
Dodge dealers handling the trucks. 

The Dodge family image is being 
carried through in the main story 


| 


"FRM DODGE FR 196 
~ THE DART PICKUP 
- COMPACT: ECONOMY 


| COMPACT TRUCK—The new Dart pickup truck shares the economy com- 
pact theme with its brother passenger Dart car in ads now breaking. 
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| for trucks—association with the 
| dependability theme that also will 
|be noted in the passenger car ad- 


vertising. 


s Spearheading the truck line will 
be the all-new Dart pickup, with 
a new concept in economy engines. 
The advertising approach is to in- 
troduce it as the first and only 
truck with compact economy, that 
of a half-ton workload capacity. 

It is given much car-like iden- 
tity and descriptive reference in a 
consumer magazine spread of its 
own, in The Saturday Evening Post 
of Sept. 24. The bellwether Dart 
has a special kick-off on the Law- 
rence Welk ABC-TV show Sept. 
|17, with more than three-quarters 
ot the entire commercial devoted 
to trucks. 


s For the Dodge truck line in gen- 
eral there are two-page spread 
groupings for some 20-odd trade 
monthlies, business magazines and 
farm magazines scheduled, as well 
as insertions planned for all state 
monthly trucking publications. 

Magazines scheduled for Octo- 
ber or November include Business 
Week, Commercial Car Journal, 
Fleet Owner, Transport Topics, 
Southern Motor Cargo, Go Maga- 
zine, Western Trucking & Motor 
Transportation, Construction 
Methods, Engineering News Rec- 
ord, Roads and Streets, Western 
Construction, Nation’s Business, 
Successful Farming, Progressive 
Farmer, Farm Journal and Hoard’s 
Dairyman, # 


‘Time,’ ‘Reader's Digest’ 
Suspend Cuban Printing 

Both Time and the Reader’s Di- 
gest have now been forced to give 
up their printing operations in Ha- 
vana. The company which former- 
ly printed Latin American editions 
for both magazines has been seized 
by the Cuban government. Effec- 
tive with the Sept. 19 issue, Time 
switched its edition to W. R. Bean 
& Son, Atlanta. The Digest moved 
out last month. The Spanish edi- 
tions previously turned out in Ha- 
vana are now being printed in Rio 
de Janeiro. The Digest still has a 
press left in Havana. 
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| BACKGROUND | 
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A continuing examination of the major issues that 
face the candidates and the country 
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When Americans pull the lever in November, they will be 
voting, not so much for a man, as for what he stands for. 

For this year, more than ever before in our history, 
issues not smiles, principles not personalities, may win 
or lose the Presidential election. 

Thus, LIFE is inaugurating a new type of election 
coverage —a series of photographic articles covering all 
that is new and current on the major campaign issues. 
In it, busy Americans can actually see for themselves the 
crucial problems facing the country and candidates— 
see them through the factual lens of the camera. 

Starting on Page 35 of this week’s LIFE, you will find 
photographs of the Negro citizen’s quest for equality— 


the civil rights question: pictures of school integrat- 
ing, sit-ins, the white storekeeper’s problems, the Negro 
leaders. And you will learn where both Presidential 
candidates and their parties stand on civil rights. 

_In future-weeks of LIFE, between now and Election 
Day, you will look at the scandalous burdens of farm 
plenty; the rate at which the country must grow to arm 
itself with strength and jobs to protect our future; the 
life-and-death decisions on defense and foreign policy. 

So join the millions of LIFE buyers whose numbers 
have increased over 600,000 in the past year alone. With 
them, see the issues for yourself through this new series 
in LIFE. Buy your own copy, today. 


Advertisers: Campaign in LIFE 
and your product will get the votes 
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